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Abstract. Batik from East Kalimantan has very good potential to be developed 

as a creative product according to the trends prevailing in the market today. 

However, interest from the youth is quite minimal; it is perceived as too 

traditional and does not fit with their style of life. This paper will set an initial 

strategy for sustainable batik brand development aimed at the youth market 

segment in East Kalimantan, utilizing the Business Model Canvas approach. This 

study conducts a review of literatures on various previous studies and cases of 

sustainable batik businesses. An initial BMC design that integrates nine elements 

of business with the Triple Bottom Line concept focusing on needs and 

preferences of young people is presented as a result. This study might serve as a 

starting point for strategies that can develop new batik brands that are 

competitive, attractive, and aligned with current times for youths within an up-

to-date Creative Industry.  
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1 Introduction 

East Kalimantan Batik, an Indonesian cultural heritage product, has immense potential 
as a sustainable business. A sustainable business is defined as one that can survive over 
a long period; the social, environmental and economic impacts are concerns in sustain-
able business [1]. The use of social media can drive the creation of a sustainable busi-
ness. This batik is unique because its motifs are flora and fauna and local culture, which 
reflects the identity and wisdom of the community. The challenges in developing batik 
products lie in competitive global markets and dynamism in trends; today more motifs 
continue to develop because craftsmen have been allowed to innovate [2]. The batik 
industry has difficulties reaching the youth as a potential market which is influenced by 
outside culture and where batik is perceived merely as a material of economic value, 
not a symbol of the Indonesian nation [3]. Therefore, a new plan is required in making 
a batik brand that can meet the wants of the young buyers, while keeping cultural values 
and rules of sustainability. The sustainable business approach is a strategic way to run 
a business that seeks to create long-term value from three dimensions of economic, 
social, and environmental aspects. This approach has been referred to as 'Triple Bottom 
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Line' or 3P concept; Profit, People/Society, and Planet [1]. Sustainability in the eco-
nomic field can be realized by operational business efficiency and innovation. The so-
cial aspect will be community empowerment efforts, while the environmental aspect is 
responsible for the natural resource use based on circular economy principles like re-
duce, reuse, recycle [4]. A sustainable business model should be at the core of a com-
pany's strategy, where every decision considers its impact on the environment and so-
ciety. Technology and innovation play an important role in supporting the sustainability 
of this model, by driving the creation of balanced economic, social and environmental 
values. Therefore, sustainable business is no longer just an alternative in business de-
velopment, but a top priority to make a positive contribution to society and support 
global sustainable development goals [5]. 

To realize this, careful business model planning is needed from an early stage. One 
tool that can be used to compile a comprehensive business strategy is the Business 
Model Canvas (BMC), which consists of nine main elements: customer segmentation, 
value proposition, distribution channels, customer relationships, revenue streams, key 
resources, key activities, key partners, and cost structure. By using BMC, sustainable 
batik brand development can be designed systematically and strategically according to 
the intended target market. 

Based on this background, this study aims to formulate an initial strategy for devel-
oping a sustainable batik brand that is relevant to the younger generation in East Kali-
mantan through the Business Model Canvas approach. It is expected that the results of 
this research can be the basis for developing a batik business that is not only adaptive 
to young markets but also supports cultural preservation and local economic develop-
ment in a sustainable manner.  

2 Literature Reviews 

2.1 Batik and its Potential in the Creative Industry 

 Batik is one of Indonesia's cultural products that has high aesthetic value and deep 
philosophical meaning. Apart from being a cultural heritage, batik has also become part 
of the national creative industry that contributes to the economy. The development of a 
nation brand through batik has had a positive impact on Indonesia, such as the opening 
of economic opportunities in the batik sector, expansion of domestic and international 
markets, infrastructure development and batik tourism industry centers, and 
international recognition of batik as Indonesia's cultural identity [6].  

The East Kalimantan batik is one of the cultural heritages that has uniqueness and 
distinctiveness, East Kalimantan batik can reflect regional identity and has considerable 
economic potential if developed optimally. East Kalimantan batik has a pattern of 
motifs inspired by natural wealth and local culture, such as the batang garing motif, 
shaho motif, turtle runtun motif, tengkawang ampiek motif, kuntul perak hiu motif and 
taliyasan motif [7]. Batik in East Kalimantan is used as a medium in preserving cultural 
values and local wisdom, batik motifs have philosophical meanings such as harmony 
with nature and respect for ancestors [8]. 
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2.2 Youth Market Segment and Its Challenges 

In the era of globalization, it is easy for foreign cultures to enter and permeate the lives 
of the younger generation, the lack of asking to learn and preserve batik can bring batik 
to extinction in the future [3]. To target the younger generation, there are several things 
that can be done, namely the design and presentation of batik, which was originally 
batik worn for formal events into flexible clothing for various activities including eve-
ryday casual. Batik motifs are designed to be simpler but without leaving cultural ele-
ments, so that batik can become a cultural identity and is relevant to the younger gen-
eration [9]. 

2.3 Business Model Canvas (BMC) 

Business Model Canvas (BMC) is a strategic approach used to design, analyze, and 
describe the business model of a company as a whole. BMC can be used to design 
businesses to be more focused, innovative and adaptive to market changes [10]. 
The Business Model Canvas (BMC) consists of nine main components that together 
form a comprehensive framework. These components include: Customer Segments, 
Value Proposition, Channels, Customer Relationships, Revenue Streams, Key Re-
sources, Key Activities, Key Partnerships, and Cost Structure. Each component has a 
crucial role in building the overall business model and is interrelated with each other. 
BMC provides a structured and systematic approach to map and analyze the essential 
elements of a business. By displaying all these components in one visual canvas, com-
panies can more easily understand the interrelationships between elements and how 
each supports the overall business strategy [10]. The following BMC concept is de-
picted on the template: 

 
Fig. 1. Concept of Business Model Canvas [10]. 

The early stages of batik brand development involve the strategic application of the 
Business Model Canvas (BMC), which serves as a crucial tool for identifying and map-
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ping out various fundamental aspects of the business, including its potential opportuni-
ties and challenges. When targeting specific market segments, such as the younger gen-
eration, the BMC helps brand designers better understand the target market's character-
istics, including their style preferences, values, and consumption behavior. 

2.4 Sustainability Concept in Business Model 

Sustainable Business Sustainable business is a business approach that aims to create 
long-term value, as for things to consider, namely economic, social and environmental 
[1]. This concept is known as the Triple Bottom Line (3P), namely Profit, People and 
Planet. Economic sustainability is achieved by conducting operational efficiency and 
business innovation, social sustainability involves community empowerment, environ-
mental sustainability is achieved by using natural resources responsibly and applying 
circular economy principles (reduce, reuse, and recycle) [4]. Sustainable business 
should be at the core of the business model, taking into account environmental and 
social impacts in making decisions. The use of technology and innovation is instrumen-
tal in the sustainability of this business model, the development of economic value, 
social and environmental value so as to contribute to global sustainable development, 
so that sustainable business models are not only an option in developing a business but 
a top priority so that they can have a long-term impact on society [5].  To maintain 
heritage in sustainable development [11], namely: 

1 Inclusive and Participatory Approach 
Namely involving local communities in the process of identifying, preserving 
and developing heritage, further recognizing various forms of knowledge, local 
practices and cultural values that exist in the community. 

. 

2 Balance between preservation and utilization 
Namely culture is not only protected but also utilized in a sustainable manner to 
support social, economic and environmental welfare. In addition, pay attention 
to things that can damage the value of heritage. 

. 

3 Integration in the Sustainable Development Agenda 
Namely cultural heritage that supports national and local development, espe-
cially in the context of sustainable development goals (SDGs). Heritage contrib-
utes to SDGs 4 on Education, SDGs 8 on decent work, and SGDs 11 on sustain-
able cities. 

. 

 

Fig. 2. SDGs 4, 8, and 11 icons [10] 



   
          

4 Adaptation to change . 
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Facing the challenges of technological change in an adaptive and innovative ap-
proach.  

5 Knowledge and Education . 
Encourage education about the value and importance of heritage for the younger 
generation and the wider community. 

6 Policy and Legal Framework . 
The need for legal protection of cultural heritage so as to support preservation 
and sustainability. 

7 Cross Sector Approach . 
Collaboration is carried out with various sectors such as culture, tourism, edu-
cation, urban planning, environment, and economy with the aim of joint preser-
vation. 

3 Design Method 

The method used in this research is the Design Thinking Method. According to Inter-
action Design Foundation, design thinking is a process that is done iteratively to under-
stand users, make hypotheses, formulate problems, and create solutions to problems. 
Another opinion according to Career Foundry explains design thinking is an ideology 
or process in solving a complex problem to answer human needs. to answer human 
needs. Stages carried out in the design thinking method such as empathize, which is 
done to understand the situation in the field, define, which is looking for ideas and 
solutions, ideate, which is a creative thinking process, prototype, which is making a 
prototype [12]. The following are the stages of design thinking: 

 

Fig. 3. Design Thinking Stages 
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4 Result and Discussion 

4.1 Result 

This research uses the Design Thinking method to design an initial strategy for sustain-
able batik brand development in East Kalimantan through the Business Model Canvas 
(BMC) approach. This process includes four main stages: empathize, define, ideate, 
and prototype. 

1 Empathize . 
The researcher conducted in-depth observations and interviews with batik arti-
sans, consumers, and batik businesses in the Balikpapan area. The results show 
that the development of East Kalimantan batik is slowly but surely, until now 
East Kalimantan batik has begun to attract the younger generation [13]. East 
Kalimantan batik becomes a means to convey the story of the people, history, 
and philosophy of life in East Kalimantan. However, until now East Kalimantan 
batik does not have an official patent name, although there are several local 
brands. This shows that there are still challenges in the preservation and devel-
opment of batik as part of East Kalimantan's cultural identity [14]. 

2 Define . 
Formulated the main problems, namely the lack of interest of the younger gen-
eration in batik, the absence of an effective branding strategy, and limitations in 
market access and digital promotion. Therefore, the needs identified include the 
development of a batik brand that has strong cultural values, a design style that 
suits the preferences of the younger generation, and a sustainable business 
model. 

3. Ideate 
A brainstorming session was conducted with stakeholders. Various ideas 
emerged, such as collaboration between young designers and batik artisans, the 
use of social media and e-commerce for marketing, the implementation of a pre-
order system for production efficiency, and the provision of educational content 
on the philosophy of batik motifs and folklore narratives that developed in East 
Kalimantan. 

4 Prototype . 
Produced an initial Business Model Canvas design that included nine main ele-
ments. The market segment is focused on the younger generation, ethnic-mod-
ern fashion lovers, and domestic tourists. The main value offered is modern ba-
tik with strong local cultural significance. Distribution channels include social 
media, local marketplaces, and cultural exhibitions. Customer relationships are 
built through brand communities and design personalization services. Revenue 
is generated from product sales, design collaborations, and digital products. Key 
resources include local artisans and young designers, with the main activities 
being production, design and digital marketing. Partnerships are built with cre-
ative communities, local governments, and e-commerce platforms, while the 
cost structure covers production, content development, and HR training. 
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This whole process resulted in a strong initial foundation for the development of an 
East Kalimantan batik brand that is not only aesthetically oriented but also prioritizes 
sustainability and the involvement of the younger generation. The next stage, testing, 
will be needed to validate the prototype business model in the market. 

This research resulted in the initial design of a sustainable batik brand business 
model in East Kalimantan by utilizing the Business Model Canvas (BMC) approach. 
The design results combine aspects of sustainability and marketing strategies tailored 
to the characteristics of the younger generation as the main target market. The following 
are the results and discussion for each BMC element: 

1 Customer Segments . 
The main target is young people aged 20-40 years old, this age is known as early 
adulthood or young adulthood, is a transitional phase from adolescence to adult-
hood, usually occurs in the age range of 20 to 40 years, where individuals expe-
rience various forms of transition, including physical changes, intellectual de-
velopment, and shifting social roles in life. [15] So as a target for the younger 
generation in the Customer segment in East Kalimantan in general who have an 
interest in local fashion, sustainability values, and unique products that reflect 
cultural identity. Their characteristics are very close to the digital world, the lat-
est fashion trends, and personal values in shopping (emotional branding). 

2. Value Proposition 
The value proposition offered is: 
• Modern and casual batik products that are suitable for young people 

(ready-to-wear). 
 

• Commitment to sustainability (eco-friendly materials & fair production).  
• Cultural education through motif storytelling and digital campaigns.  

This approach provides more value, not only in terms of aesthetics, but also 
in terms of identity and socio-environmental contribution. 

Competitive Analysis and Brand Positioning: 
In designing a sustainable and market-relevant batik brand strategy, it is im-
portant to conduct a comparative analysis with existing local batik brands. The 
two main competitors in the East Kalimantan region are Batik Shaho and Batik 
Sekar Buen, each of which has different characteristics and market approaches. 
• Batik Shaho carries traditional Dayak Kenyah and Bahau and uses chemi-

cal dye techniques, positioning itself as a preserver of local culture. How-
ever, its target market tends to be limited to collectors, government circles, 
or ceremonial events. Its marketing strategy is still predominantly offline, 
especially at exhibitions, with minimal presence on digital platforms or e-
commerce [16], [17], [18]. 

 

• Batik Sekar Buen presents batik designs inspired by the flora and fauna of 
Borneo in a more modern visual style. Although aesthetically appealing to 
young people, the brand has not fully implemented sustainability principles 
in its production process, coloring the batik using natural dyes and chemi-
cal dyes. It markets at regional exhibitions and physical stores, and is start-
ing to sell through digital media [2], [19]. 

 



   

In contrast to these two brands, Sustainable Batik brand is expected to posi-
tion itself as a sustainable, digital-based, Kalimantan batik brand targeting 
young consumers. By combining regional motifs with eco-friendly materials 
and modern designs, the brand is designed to appeal to Generation Z and mil-
lennials. The distribution strategy through e-commerce, social media, and crea-
tive collaborations also allows for a wider and more flexible market reach. 

3 Channels . 
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Suggested main channels: 
• E-commerce (local and national marketplaces).  
• Brand website with storytelling and lookbook features.  
• Social media (Instagram, TikTok, YouTube) as an interactive promotional 

tool. 
 

These channels were chosen because they fit the consumption style of young 
people who prioritize digital convenience and visual engagement, then potential 
market penetration can be reached more widely through e-commerce. In addi-
tion, digital sales can reduce distribution costs. 

4 Customer Relationships . 
Customer relationship strategies include: 
• Community engagement (co-creation, open design competition).  
• Digital loyalty program.  

Direct interaction on social media through cultural content, and creative collab-
oration. 
This approach brings the brand closer to young people through two-way inter-
action and participation. 

5 Revenue Streams . 
Potential sources of revenue: 
• Sales of ready-to-wear batik products.  
• Derivative products such as bags, accessories and merchandise.  
• Limited collaboration with local creators/influencers.  
This strategy diversifies revenue while strengthening the brand image as part 
of the youth lifestyle. 

6 Key Resources . 
Key resources in this business model include: 
• Young and creative designers.  
• Local East Kalimantan batik artisans.  
• Digital technology (e-commerce platform and social media).  
• The integration of technology, creativity, and local wisdom becomes the 

brand's main strength. 
 

Collaboration between Batik MSMEs, the Creative Industry Government, 
and designers to conduct sustainable and technology-integrated batik develop-
ment. 

7 Key Activities . 
Core activities include: 
• Development of batik designs typical of East Kalimantan.  
• Sustainable batik production and distribution.  
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•
All these activities are focused on establishing a consistent, adaptive and im-

pactful brand. 

 Management of brand campaigns and cultural education. 

8 Key Partnerships . 
Potential strategic partnerships: 
• Local creative communities and MSME players.  
• Local culture and education offices.  
• Designers  

This collaboration is important to build an integrated and inclusive batik busi-
ness ecosystem. 

9 Cost Structure . 
The cost structure includes: 
• Environmentally friendly production costs.  
• Design research and product development.  
• Digital campaign and branding costs.  
• Training and empowerment of local partners.  

Cost management will consider efficiency without compromising sustaina-
bility values and design quality. The results of this design show that the BMC 
approach allows the development of a batik brand that is adaptive to the youth 
market while supporting cultural preservation and sustainability principles. Each 
element of BMC is interrelated and provides a clear strategic direction for brand 
development in the next stage of implementation. 

 

Fig. 4. Diagram of business model canvas of East Kalimantan batik 
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This strategy also proves that batik can be relevant to modern market trends without 
losing the value of local identity. The literature study used provides a strong foundation, 
but further testing through market validation and brand prototype trials is needed to 
strengthen these results empirically. 

 

Fig. 5. Design Thinking Stage - Translation to BMC Element. 

The results of this study indicate that the Design Thinking approach can be system-
atically translated into the elements of the Business Model Canvas (BMC). Each stage 
of Design Thinking—from Empathize to Test—has a direct correlation with important 
components of the BMC, such as customer segments, value propositions, distribution 
channels, key activities, cost structures, and revenue streams. These findings confirm 
that the integration of Design Thinking and BMC not only strengthens understanding 
of user needs but also supports the design of more relevant, innovative, and solution-
oriented business models. 

4.2 Discussion 

The results showed that the Design Thinking approach was able to provide a flexible 
and human-centered framework in designing the initial strategy for sustainable batik 
brand development in East Kalimantan. Each stage in the method contributed signifi-
cantly to understanding the local context and the needs of the target market, particularly 
the younger generation. 

The empathize stage successfully uncovered the main challenges faced by local batik 
artisans, such as the lack of design innovation, limited digital promotion, and low in-
terest of young people in traditional batik. These findings are in line with the results of 
a previous study [20] who stated that cultural preservation through batik will only suc-
ceed if accompanied by innovation and approaches that are relevant to the times. 

The define stage makes it clear that the batik brand development strategy needs to 
pay attention to the need to create a strong brand identity, while conveying local cultural 
values contextually and easily accepted by generation Z and millennials. This becomes 
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an important point in maintaining sustainability, as sustainability is not only related to 
environmental aspects, but also to cultural preservation and social relevance. 

The ideate stage generated various creative ideas, such as collaboration between 
young designers and artisans, the use of social media as a marketing platform, and a 
storytelling approach to explain the philosophy of batik motifs. These ideas reflect the 
need for a branding approach that not only sells products, but also local values and 
narratives. This concept is reinforced by the theory of value co-creation in cultural mar-
keting, where consumers not only buy goods, but also the identity and story behind 
them. 

The prototype stage through Business Model Canvas modelling became a very use-
ful tool in mapping the key elements of the designed business model. This model is 
able to combine the traditional value of batik with contemporary business approaches, 
such as digital marketing, co-branding, and customer engagement. Elements such as 
Value Propositions and Customer Segments are specifically designed to reach the youth 
market, suggesting that business model innovation is an important component in the 
creative industry's sustainability strategy. 

However, since this research has not yet reached the test stage, the BMC prototype 
needs to be further validated through field trials. This validation is important to see how 
the target market responds to the product, communication strategy, and overall brand 
experience. 

Overall, the results of this discussion show that the Design Thinking approach and 
the use of Business Model Canvas complement each other as effective initial strategies 
in designing a batik business model that is relevant, sustainable, and based on local 
cultural values. The integration of cultural values in design, communication, and mar-
keting strategies is not only a form of preservation, but also a differentiation force that 
can increase the competitiveness of East Kalimantan batik in the era of creative indus-
tries and digital economy. 

5 Conclusion 

This research shows that the Design Thinking approach is effectively used as a foun-
dation in designing an initial strategy for sustainable batik brand development in East 
Kalimantan. Through the empathize, define, ideate, and prototype stages, a thorough 
understanding of the challenges faced by local batik practitioners and the expectations 
of consumers, especially the younger generation, was obtained. 

The Business Model Canvas generated in the prototype stage provides a comprehen-
sive and relevant strategic framework, including targeted market segments, local cul-
ture-based bargaining value, and utilization of digital channels as marketing and edu-
cation tools. Design innovation and a modern communication approach were identified 
as the main keys in building batik's appeal among generation Z and millennials. 

Thus, the integration of cultural values and modern business strategies in the BMC 
is an important foundation to encourage the sustainability of the East Kalimantan batik 
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industry. However, this business model prototype needs to be further tested in the im-
plementation and validation stages in the real world in order to be optimally developed 
and provide long-term impact. 

This research has not yet reached the testing stage, which will validate its accuracy. 
In the future, this research will continue to the testing stage and implementation of 
BMC on new brands. 

Disclosure of Interests. The authors of the paper declare that they have no conflict of 
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