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CONTEMPORARY INDONESIAN ARTISTS:  
BRAND IMAGES, MARKET ACCEPTANCE & MARKET 

OPPORTUNITY 

ABSTRACT 

The issues surround brand images are not only applied to organization and products, 
but also towards individual. Indonesian contemporary artists are demanded to do their 
own business and management strategies to excel in their artistic fields. The lack of 
understanding towards the art business scenes has suppressed the growth of the 
business. The purpose of this study is to see the relationship between brand images 
towards market acceptance and how it affects market opportunity for the artists as well 
seeing the opportunity for art business within Indonesia. This research is conducted 
with questionnaires for contemporary artists and potential consumers as well as 
interviews with respective art business people in Indonesia. This study finds how brand 
images may not have significant relationship towards market acceptance while the 
market acceptance has significant relationship in influencing market opportunity for 
Indonesian Contemporary arts business scene. The conclusion that comes is higher 
market acceptance, appreciation and knowledge about art translates to a bigger market 
opportunity. 

Keywords: brand image, market acceptance, market opportunity, contemporary arts, 
artists 
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Figure 1: Indonesia GDP Growth 

Source: (Trading Economics, 2014) 
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1.2. RESEARCH PROBLEM 
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Question #2: How does Indonesian market acceptance affects the market opportunity of 
the artistic products within Indonesian market? 
�
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1.6. SCOPE AND LIMITATION 
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Figure 2: Ega Prass, Nebula�
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CHAPTER 2 � LITERATURE REVIEW 

2.1. ART BUSINESS 
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2.2. BUSINESS MODEL 
%����������
���������������
���������	���������������
�	�������
������
��������������

	�����
������
������	�
������%���������
�����
���������!�������������
��������������

�������
���
��
����
�������������
����������������������������������$������
	����
&'(+*����������������������
��������� ��#������ ���
����� �
��������� ������������� ������
��
����������������������	��
������������
���������������<�

(� �������������
�������������������������������������
��	�
��������������������������������
������

�����������
������ ������
��	�
��������� ������
��
������������������
�
���������������	�
�������
�

&� ���������
��
���������
�����������
�����
��

!�����	�
��������
����������������������������
���������������
���������
������



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 13 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

�
)� ;��������

;����������������������	�������� ��
�������� �������������� ����	�
������ ���������
��
���
����������������
����������
�����
�

+� :���������
:��������� �
���� ��� �� �������������� �� ���������
�� 
�� ����� �� ���������� ��� ��� ����
��	�����
������!����
�������������������$5
���&'()*��

�
�����������
�������������������������������������������
��������������������%��
�����
����������������$H���!�%���&'('*<�

(� ������������
����
�!������������
��
����������
��������������������������������
���������������������������
����
���������
�����C������
�����������������������������

��	�����
���	���������� �������������������������������������������������
��������
�
����������
��������������
����

�
&� ������������
����
�!����� �����������
������
����� ����	�
�����
��������������

���
����
�����
������
�
��������������������������������
�����
����
���
����
��
����
������� �������������	
����
�������
� ������
������ ��!���� ������������������
������
��
��

�
)� �� ��������� �
���� ���� ��� �
���������� ���� �� ����
� �����
������

�
�	�������
��������������������#���������
����
�	�� ����������!�
�������
�
���� ��������� �
���� �
�� ���� ��� ������ ���� ��� �������� ���
���� ���� ���� 
�� ������#����
��#��������������������	������������
����
��
��������������������
�����������
�������
����� $�
������=� ,��
�>������
� �� &'(&*�� � ������ ��� �� ������� ����� �������� ����� ����
��������� �
���� �
�� �
��� ������� ����� ��� �
���� �
� ��� ������ ���� ������������ �
����
���������
�� 
�� ��������� ���� �
�������
�� ������� �
��� ����� #������� ����� ���� �� ������
����������
���� ���� ���	� ���� �������� 
�� ���� ������� �������� ���
� ����� �
� ������� !�
��
�������$;
�����&'((*���
�
����������!�����
�������������� ��#�����������������!����
������������
�������� �����������
����
���
�	
 �����
���
2�	�����	������1
 ����
����
����
 ��
��3�	�
 �����
��	���		
����
����

������
�!�� ���� ���� 	������� ��� ������� ���� ����������
���������� ���� ���� 
���� ���� ���
	������ ��
�� �
� ����� ������ 
�� ��������� �
���I� ���
����
�� ������� ������#���� ����
���
�!���������	�
3����������������������������������
��
�������������
�����������#������
�
�
�������������!�����
�����������	��<����
����������>�����	��������)8'>����������������������
������������$�
������=�,��
�>������
� ��&'(&*��
�
���� ����������
���������"��� ���� �������
�������
��	����
�� ���� ��	���
�������������� ������
���������
������������������
����
�����������������������������������
�����
�����������
�������
��� ����� ������� 
��� ������� ��
�� ��
����I� �������
�� ������ 
�� ���������� ����������
��
	�����������
����	�
���������������������������������������
���������
������������
�����
���
��������
��
�����
�����"���
��������������������������������
���$�
������=�,��
�>
������
� ��&'(&*��
�
,��
������������������>�������
������������������������	������"������������
��������������#�����
����
���������	���������
������	������������!����
��������������������������������
�����
��
��
�� �
��������� ���� 
�� ���� 	������ ����� ������ ������ ������ ��
�� � ������
���� 	������





Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 15 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

����������� � ������
�� ����������� ���� 
����� ��������� ����������� $�
������ =� ,��
�>
������
� ��&'(&*��
�
���� ����� 
��� ��� ���� ���� ����� ������������ ���� ����� �������� ����	��������� ������ ���� ���������
������������ ����� �
� �
��� ���
������� ���� �������
���� ���
�!��� ����� ���� ��������
��	��������� ���������
������ �����������
����������� �������
��� � ������
������������������
�������������������������������������������������������������
�����������������������������
���� ���������� ���� 
���� ��� �������� ��� ���� ���������
��� ���� �
� ����� � ������
�� �����
��������
�����������������6�������������������
����
���������
����������������������
���
��
���������������������������
������
����
���
���$�
������=�,��
�>������
� ��&'(&*��
�
�����������������
�������
���
�������������		�
����������������������
��
�����������������
������
�!��� ���
���
��� ������� ���������� ��� ��� �		�
������ ���� ����������� ���������
������
��
����	
��
��������
���
����	��	
������
$�
������=�,��
�>������
� ��&'(&*��
�

2.3. CONSUMER BEHAVIOR 
/����� ����� �
�������� ��

��� ���� �
� ���� 
�� �
�� �
� ���� ��� ���� ���!���� ����� �����
!�
����������!�����������
�����������������
������"���
��
������������������������

������
���!�����������������	�
����������������!�������������#�����
��
���������!������
�	
2/��
���	��������������������
���������������!���������
�������������������
������
�������	4�
��
����
������1
��������
�	����	
���
��
���������������
������
��������
�������
����
����� ������� ���� �
�������	� ���� 
�� ��!���� �� 	���������� ������
�� $0
����� =�
������
����&'(&*��
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2.4. PERSONAL MARKETING 
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2.5. INTELLECTUAL PROPERTY REGULATION 
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2.6. BRAND IMAGES 
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2.7. MARKET ACCEPTANCE 
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2.8. MARKET OPPORTUNITY 
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Art market certainly has a significant opportunity. In order to evaluate more about it, the 
evaluation of the marketing control may provide a hand. Marketing control intends to 
assist the use of the marketing strategies as well as evaluating goals within the 
marketing functions. Marketing control consist four types of control: annual plan, 
profitability, efficiency and strategic (ICMR IBS Center for Management Research, 
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2012). However, this research will focus more into annual plan combined with 
profitability to measure the market demand. 

Annual Plan Control engages the usage of yearly target as a standard for the 
performance. Some of the most used standards are the predicted sales volume, market 
share and profit (ICMR IBS Center for Management Research, 2012). Profitability 
Control, put into an overview, is step of assessing sales ability of providing profits as 
well as evaluating what the products need in the future to gain even more profit (Tatum, 
2014).  
�

2.9. SUPPLY AND DEMAND 
Quantity demanded is the quantity of goods that a buyer wants and can buy. The basic 
law of demand is that, other things equal, the demand will rise when the price goes 
down and while the price goes up the demand will fall (Mankiw, Quah, & Wilson, 
2008). Price affects directly to the demand for a certain good. Intention to buy and 
willingness to pay are used in this research to measure the demand of the market for 
contemporary arts.  
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Figure 7: Equilibrium Supply and Demand Curve 

Source: (Mankiw, Quah, & Wilson, 2008) 
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As entrepreneur is a name for someone who does business within a risk, for that reason 
artists may also be considered as an entrepreneur. Artists can now be considered as a 
creative entrepreneur instead. As art became institutionalized, so do the artists. The 
genius known as the artists now became a professional (Deresiewicz, 2015). Even so, 
creative entrepreneurs are different from other business entrepreneurs. The unique 
situation elaborates into (Conner, 2015): 

1. Uncertain demand 
Most artists work to fulfill their creative and artistic vision instead of meeting the 
needs of the market. But then, the demand lies on the market. All then relies on 
the ability of the artists to create their own audiences to attract market while 
remaining to stay to their creative roots. 

2. Care towards the products 
Creative workers care so much about their product that their objectives towards 
the plans of advancing their business and selling factors of the artworks. 

3. Diverse skills that might be needed 
Some form of artworks requires a unique ability or/and energy that translated as 
individual talents of the artist alone. Yet, the more unique and different the goods 
are, the harder the production of the goods will be. 

4. Differentiated products 
More than any other industries, the products offered by artists are usually very 
much differs from one another which can be an advantages and disadvantages of 
the artists. They will have to work on working and growing their audiences and 
market in order to communicate their offers. 

5. Vertically differentiated skills 
The skills that were owned by the artist might be very unique and challenging to 
be found or learn, which differs the products vertically as well. 

6. Essences of time 
Time management is important to run a successful business. But for artists, that 
might come in such a limited and precious quantity. 

7. Durable products and rents 





Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 27 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

��� ����	
����
������
� �������	
� ��������� ������
�

-
����	
���������
$�
������=�
,��
�>������
� ��
&'(&*�

� ���
�!��
� .�
3�����

����������
�����
��������������
�������������
������������
���
��������������
���������	������

��������.�
�����

� ,��
����������
� ��������9�

/����	���������������
� )8'
���������
� �����������������

&�

%���������
����
���K����������<����
�����������
��
��

�����"���
����
����������
�����
�
��������������
.
����7��
�!�
���������-
������
/�������$;
�����
&'((*�

%��������
�
����

� ,��������������
� %��������,����������

�
�������������
�����������
����
����
������������
��
������
�����
!����
������������
������	
�������

�������>��
�����
���������	�������
�������������
�����
���	�������������
������

�����
	�����

��%��������
�
����

� ����������
����
� %��������,!����

�����
	�����
� ,�		
���C	�����
��
� :���������,����������

)�
��������%��������
$;
�����
��=�
-�
����&''G*�

�������!���
�

� ������������
,���������

� -�����������
�����������

� ;�������
���A�����
����/������

�����������������
�����
���
��	����������
�������������������
����������
���

���������������
��������

+�

�����������
��
����1���������9�
%���������
����
$;������&'((*�

%��������
�
����
%��������
%�
�!��

� .�
�����$K�����
.�
	
����
�*�

� ���!������
�����������
$-���
��������
-
���������
�*�

� :�������$�������*�
� ���������

�����������
$C�����"���
����
�
�����

	�����
���
���
�!��
�

�������
������
�
�	������*�

������������������
�����������������
�����	�����������
�����������������
�
����
���������
��������
��
�
����	
���������
���������
�������
������������
��
������������
	����������!���
��������������
	��������
�
���
������
���!��������������

F�

���������	����
�
/�
�
��<�
@����������
������	���	

.
��������
$C���������
�����
%��������
��
�	�
���=�

���
�������
/�
�
���
1�
���

� �������1�.�
� :
���������1�.�

���
����������
�������	����
������
�
���
��	����������
	���
�����
�
���������������

����
�
����
,������������



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 28 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

��� ����	
����
������
� �������	
� ��������� ������
�

;
�����&'(&*� ���
����������
��
��
���
	
�������������
	�
�������
������
���������������
�����
���������
��������
������
������������������
�

!�����
�����
�
�������
�����
������
���
�������
���!����

8�

�������������
��
-
�	������������
���-������������
��������������
������������������
���
������,�
�!�
/ �������$��L*�

��.�������.
���
-������$7�
����
&'(&*�

%��������
C		
��������

� -���
����,��������
� ����������������

:���������
� ;��
������
� B�����-�	�����

�������������������
������
��
�
�	������������
����������
�������������
��������������
����������������
�������������
���������������
����������
���
�
�	�������������
��������������
������������������
���
�	�
������
����������������
���������
��
�
����
�������
����������
����
�
�	������������

���������������
���!����
	
������������
������
����!����
���������������
�������������

/�
�
����
-������

� :�����������	
���
� ;C/�

?�

1�
���
��
���
�����������
���!���9������
��
,���	
-�.�

$,���!���&'(&*�

-
�	��������
%�����
��

� ���!���,���������
� ���!���	
���

�����������!������
���
������������
�
�������������
��������������
��	�����������



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 29 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

��� ����	
����
������
� �������	
� ��������� ������
�

���
�������
�������!���

� �����
���
� 1���������
� -
�����
���
� ��������

���������
�����
���!�
��

���������������
�
������
��
������
�������������������
������
�������
������		
���
������
�
���������
�
���������
���!������������
��������
��
�>
������������������
�������������
���!���������
���
���������
����
���������
������
�		��������
��
�����������
���������
�����
����	
��������
��
����������
��
�
����
�
��
������

G�

����/������
��
C�����
��.������
��
��	�����	�

-
���������
A������$0�������
:�������
�
��=�
,����
���&'()*��

.�������
/�������

� ���
�����
��
C����
���

� -
�������
-
�����
��

� -
�������
-
���������

� C����-�
����

�����������������
����������
���
���
�����
��
��
�������	�����
���������������
�
�������
����
������������
���!�
��
�
���������
��
�����������������

����
�������������
����������������
�����	�����������
�
���	�����������

����

4�

-
�������
�������
���
�%���
C��������%������
�������
-
�����������
$���������=�
�3�	�
�
��&'()*�

.��������
�������
��
��
-
�����������

� .����.���������
��
-
�����������

� �����������
�����
����/�
�
����
%��������
��
-
����������
.���������

� �����������
�����
����B��
����
%��������
��

�����
�������
������
��
��
�������
�
�����������
�

���������������
����
��������
�����



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 30 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

��� ����	
����
������
� �������	
� ��������� ������
�

-
�����������
.���������

� ������������
� .���������������
��


��C���������

.��������
�������
��
��
C���������

� .����.��������
��
C���������

� ����������
�����
����B��
����
%��������
��
-
�����������
.��������

� ������������
� .���������:������

,
�����,������
� ,���>������
� .���������������
��


��-
�����������

('�

����
/����	������M��
2��	�����

!���������
���
&��

C�������,#�����
��
/����	���������	<�
��������
������
�		������
���
�����
:������-����
$@"��������
%
����������=�
A�	�������&'(+*�

5������������	

;��
�����
.
��������

� 0�
������
� :���������;��
������
� ;�����
���

/����	���������	�
���
���
������
��	
����������
���
��������������	�
������
���
��
��
�
����
/����	����������
������
�����������
�������
�����
���
�����
	
���������

.������

.
�������
� ���������		
���
� ���������,�		
���

/�
�
����
C�����"���
��

� ;�������
��
� :���������,������
� .�����
��������

�����	������
� A�����
������������

����!�
������
�����
	�����

((�

������	����
��
-�������
��
-���������<�B
�
-������������������
����-��������
����������������
1�
�������
����
��
-�
��
�������
�
�!�
$-�����;
����=�
A��
�����&'(F*�

���!��� � ,�		���
� �������

-��������
���������������
���������
�����
��
�������������
�����������
	�
�
����
���
�����������
�������������
��������	�����
������
����������

���
���������
����!�����������
������������
������
���������������
����������������
����
������

-�������
� Cultural Tightness 
� Cultural Distance 

(Local and Foreign) 



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 31 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

��� ����	
����
������
� �������	
� ��������� ������
�

���������
	���
��������

(&�

,��������
���
/�������
��,�		���
�����������
/��������������
���!���
��	���
���� �
����������
$1��	������
���������
��
.�������
-
�	�����
���
�
�
	
�������
C���
	
���
���!���*�
$C������&'()*�

-����������

� /����������
� ,�������A�����
� -
���
��
� ,����������

�����������������
�
����������
��������
������
��		�������
������������������
������
������� �
�����������������
���!�����	������ ����������� � ,�		���/����������

� �������/����������

()�

������	����
��
-��������:���
���

������-
�������
%������%�����
���
/ ����������
����
�����	������
,�����$6�!�	��
�J�������=�
;�������&'((*�

-
�������
%�����
��

� -�������
� ,��>-��������
� ,
�����-�����
�

����������������
������
���
������
���	
��������3
��
�
���
	��������
���������������
������
��
����������
������
���
��������������

		
���������
��
��������������
�
��
�����
����
�����
�
����������
�
������
���������
��	����������
������������
������������
������
��	������

2.13. DIFFERENCES OF STUDIES 
Considering the intended use of variables in this study, literature research on the same 
and similar variables, which may have been used previously, becomes crucial as to note 
the possible differences. 

Table 2: Differences of Studies 
No Previous Studies Current Studies 

1

Main discussion is about the 
differences of business models that are 
made for different kinds of 
contemporary art styles and techniques 

Discuss the business model that might 
be suitable for the market of 
Indonesian contemporary art. 
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No Previous Studies Current Studies 
while comparing them against each 
other (Moureau & Sagot-Duvauroux, 
2012). 

2

Mainly discuss about the importance 
of having a sustainable business model 
for an art organization in the business 
of art (Royce, 2011). 

Discuss the importance of art 
organization as one of the facilities to 
help the growth of contemporary art 
world in Indonesia. 

3

Discuss the growth of the art market 
from time to time and observe the 
prospect of the market in the future. 
Also discuss the effects of different 
styles and techniques in the world of 
art selling as well as observing the 
different aspects that support the art 
market (Robertson & Chong, 2008). 

Discuss the slow growth of 
contemporary art world within 
Indonesia while comparing it to the 
growth of Indonesian contemporary 
arts in international market. It is also 
discussing the opportunities the art 
market might have in the domestic 
market as well as the suggested steps 
that might need to be done in order to 
increase the sale of the art in the 
domestic market. 

4

Discuss about the configuration of a 
proper business model to the existing 
art market to enhance the potential of 
the market opportunity for a greater 
impact of profit for people who are 
involved in art market (Resch, 2011). 

Discuss if there is an existing business 
model that are used in the existing art 
business and rather the use of a 
business model may help the 
improvement of the business part 
within contemporary art market. 

5

��������������
��������������������
potential in all sectors and provide 
suggestions on which sectors that will 
develop even further in the future 
(Oberman, Dobbs, Budiman, 
Thompson, & Rosse, 2012). 

Discuss mainly on the creative 
industry especially on the world of 
contemporary art market and the 
potential of domestic market. 

6

Discuss on the effects of economic 
changes to the competitiveness of the 
market and comparing the 
competitiveness level of creative 
industries and manufacturing 
industries (Naomi, 2012). 

Discuss rather the different economic 
background and purpose affects the 
market willingness on purchasing art 
pieces from contemporary art market 
and rather the economic purposes may 
affect the decision on the purchased 
selection that resulted to the quality 
and motivation of the artist themselves 
on creating the art pieces. 

7

Discuss about the art market of 
Indonesia through cultural background 
of Indonesian people. This study also 
discuss about Indonesia art market 
potential and how it may have been 
seen through international market 
(Sasaki, 2012). 

Discuss the cultural background that 
may cause the lack of market 
acceptance and tight market 
opportunity towards the contemporary 
art market. 

8
Discuss the correlation of the present 
of different pricing from different 
companies on one product causes an 

Discuss further on which things 
triggers the prospective market to buy 
art pieces and ways on how to increase 
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No Previous Studies Current Studies 
information overload as well as 
����������������������������������
purchasing the goods offered (Karani, 
Fraccastoro, & Shelton, 2013) 

the intention to buy art pieces for a 
further suggestion on how to increase 
the sales of legal and authorized art 
pieces and suggestions to develop the 
art business and market in Indonesia. 

9

Discuss the reasons behind consumer 
intention on buying counterfeits 
products rather than purchasing the 
original brand. The study focuses on 
the phenomena of the large and 
improving market of counterfeits 
brands and products (Triandewi & 
Tjiptono, 2013) 

Discuss mainly on the reason behind 
the lack of intention on purchasing and 
owning an authentic art pieces of 
Indonesian artists.  

10 

Discuss the functions that might affect 
the entrepreneur success as called the 
resource potential. The study focuses 
on aspect that affect the success of 
entrepreneur as well as examining the 
internal and external environment that 
might or not support the growth of 
entrepreneurship (Uzunidis, Boutillier, 
& Laperche, 2014) 

Discuss mainly on the fact that 
Indonesian contemporary artists can be 
recalled as an entrepreneur. In that 
sense, Indonesian artists are in need of 
information of the market opportunity 
and acceptance that will be discussed 
within this study. 

11 

Discuss how people that surrounded 
by different cultural tightness affected 
their creativity and the growth of them. 
This study also finds that for people 
that work on their own culture, they 
seem to be able to promote their 
creativity success (Chua, Roth, & 
Lemoine, 2015). 

Discuss mainly on how to more 
promote the works and the creativity 
of the Indonesian artists to a wider 
market within Indonesia for a better 
and more productive creativity process 
for the artists themselves. 

12 
Discuss how price elasticity in 
different markets affects towards the 
ease of tax incidences (Onner, 2013) 

Discuss mainly about the correlation 
between supply and demand that is 
counted through intention to buy and 
willingness to pay as a way to count 
the demand and annual plan and 
profitability to count demand to see the 
market opportunity for the art business 
and market. Above that also calculate 
the price elasticity of the artworks both 
from demand and supply. 

13 

Discuss on the cultural aspect that is 
owned by the consumers in Turkey 
and how they are behaving based on 
their culture affects their wants and 
need as a customer (Yakup, MÜcahit, 
& Reyhan, 2011). 

Discuss how culture affects the market 
in Indonesia to purchase and 
appreciate the contemporary art 
business in order to help support the 
growth of the business. 
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2.14. RESEARCH MODEL 

Figure 10: Research Model 

2.15. RESEARCH QUESTION AND HYPOTHESES 

Table 3: Questions and Hypotheses 
Questions Hypotheses 

1

How strong do the brand images of 
Indonesian contemporary artists affect 
the market acceptance of the artistic 
products within Indonesian market? 

1

The brand images of Indonesia 
contemporary artists strongly affect 
the market acceptance of the artistic 
products within Indonesian market. 

2

How strong does Indonesian market 
acceptance affect the market 
opportunity for the artistic products 
within Indonesian market? 

2

The level of market acceptance 
strongly affects the market 
opportunity for the artistic products 
within Indonesian market. 
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CHAPTER 3 � RESEARCH METHOD 
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Table 4: Operational Variable Table 
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Table 5: Questions for Interviews 
Variables Indicators Question 

Brand 
Images 

Product Attributes 
Is there any other thing that may add value 
to the artwork? 

User Perspective 
Do most artists made things because they 
want to make them or based on orders of the 
customers they have? 

Brand Consumers 
Relationship 

Do artists usually sold their arts to the same 
customer again? 

Benefits 
How does the artwork can be useful for the 
one who purchase it? 

Organization 
Association 

Do usually artists will do better and sell 
better if they are in an association or 
organization? 
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Variables Indicators Question 

Market 
Acceptance 

Power Distance 
Are people usually compared what they 
want to buy with som����� !�����"�������
the market? 

Uncertainty Avoidance 
Do people usually afraid on buying arts for 
not knowing about the value of it? 

Individualism 
Is buying art usually only based on personal 
preferences?  

Masculinity 
Will someone be more prestige or 
appreciated if they have an artwork? 

Long-Term Orientation 
What is the expectation of people when they 
buy arts? 

Market 
Opportunity 

Intention to Buy What can support people on buying arts? 

Willingness to Pay 
How much are people willing to spend on 
arts? 

�������.����=�
.�
����������

Do artists have a target on how much they 
should accomplished in terms of artwork? 

�

3.4. POPULATIONS AND SAMPLE 
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�
�

Table 6: Sample Size 
Data 

Estimate of True 
Proportion 0.5
Sampling Error 0.1
Confidence Level 95% 

Intermediate Calculations 
Z Value -1.95996398 
Calculated Sample Size  96.03647052

Result 
Sample Size Needed 97

Source: (PHStat, 2015) 
�

3.5. RESEARCH INSTRUMENTS 
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3.6. VALIDITY AND RELIABILITY 
The data that was gained through surveys then must be tested through for their validity 
and reliability. This test is conducted through the use of SPSS. Validity helps us to 
develop the measuring area of the test that we would like scale. There are two major 
factors within validity which branches out to external and internal validity. External 
validity application to a research is the research overview of the persons, settings and 
times (Cooper & Schindler, 2014). Validity then helps determining rather the data gain 
are proper or not to be used to further the research.  

This study uses 200 respondents in total, 100 for the artist respondents and 100 for 
potential consumer respondents. The questionnaire then spread to pre-test respondents. 
The pre-test stage is done to help test the validity of the statement given in the 
questionnaire. The validity is tested with the Kaiser-Meyer-Olkin (KMO) measure of 
sampling adequacy (Fields, 2009). KMO can be tested with SPSS. With SPSS, KMO 
testing phase will be: 

1. Click #Analyze$
2. Select #Dimension Reduction$ and click #%�����$
3. Insert relevant items 
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4. Click #Descriptive&$
5. C!��'�#()������*���"���������������+!������,$
6. Click #Continue$ and OK.  

The test provides a result in which go from 0 � 1. Score close to or a 0 means that the 
factor analysis is inadequate, while the score close to or 1 means the opposite. The 
bigger the score is, the better. Nevertheless, the minimum score that is considered is 
bigger than or 0.5. SPSS comes up with the table close to the sample below 
(Anantadjaya, Nawangwulan, Kusumah, Setio, & Koswara, 2015): 

Table 7: KMO and Barlett's Test Example 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .713 

*���"������	��������+!������,
Approx. Chi-Square 1365.277 
df 45
Sig. .00

Source: (Anantadjaya, Finardi, & Nawangwulan, 2011) 

Reliability elaborates the level of accuracy of the measurement process. Reliability 
provides measurement on how correct the result of a test is. The reliability of a test has a 
correlation toward the validity of it. The measurement of reliability is necessary to be 
done to find out how much errors the test has (Cooper & Schindler, 2014). In this study, 
the reliability is tested through a split-!�"�� ��"����"��,� ����-�.������!����"+!���	!���/!�
�!������!��-�.������!����"+!���0��"",��+"�����!����������� ��!����1��,��+"��-���"��"�����
the coefficient correlation (Fields, 2009). Alpha is calculated through these steps; 

1. Click #Analyze$
2. ��"����#Scale$�������"��'�#��"����"��,����",���$
3. Insert relevant items  
4. S�"����#�"+!�$�����!��#)���"$����+��� ��"���
5. Click Statistics 
6. �!��'�#���"���������������"����$
7. ."��'�#Continue$�����OK.  

The common rule states that the score of 0.6 or bigger defined as appropriate where the 
score lower than that will be considered unreliable.  SPSS will produce a table similar 
with the following;

Table 8: Cronbach's Alpha Test Example 
Reliability Statistics 

Cro�������	
���� ���������	
����	�����	��	
Standardized Items 

N of Items 

0.26 .673 16
Source: (Anantadjaya, Finardi, & Nawangwulan, 2011) 

�

3.7. DATA ANALYSIS 
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Table 9: Goodness of Fit Criteria 
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Source: (Schumacker & Lomax, 2004; Wijaya, 2009; Ghozali, 2012; Santoso, 2009; 
Budiman, Anantadjaya, & Prasetyawati, 2014; Alverina, 2014) 
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Figure 11: SEM Model 

�
Source: (IBM AMOS, 2015) 

Notes; 
BI : Brand Images UA : Uncertainty Avoidance 
PA : Product Attributes INDIV : Individualism 
BENE : Benefits MAS : Masculinity 
OA : Organizational Association LTO : Long-Term Orientation 
BCR : Brand Consumers Relationship MO : Market Opportunity 
UP : User Perspectives ITB : Intention to Buy 
MA : Market Acceptance WTP : Willingness to Pay 
PD : Power Distance APP : Annual Plan & Profitability  
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3.8.2. Exploratory 
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CHAPTER 4 � DATA ANALYSIS 

4.1. OVERVIEW 
The art business in Indonesia has not been commonly known by wide market. The art 
business has always been viewed as a market of specific community. But now, with the 
emerging of the new and young artist, the art market seems to turn into a wearable and 
affordable commodity. 

On the other hand, artistic commodity has turn into a form of investments. Like any 
other, the value may increase or decrease throughout time, depending on the market 
trend that can be created by a certain group of interest within the community. This 
group usually oriented on the profit of the investment. The artistic part of this market 
has turn into economic purposes, where it is only about the investment rather than 
paying more attention into the art and the artists� continuous growth and benefits. 

There are certain rules and things to do (or not) when it come to the artist who are 
interested in joining the art market. Their success may fully depend on the fact that they 
have to be able to be very productive in order to gain more. In this case, the art market
is just like any market. 

The reputation of the artists has always been important since they are a brand on their 
own. The name of the artist may affect the value of the artwork. Yet, in the perspective 
of the potential consumers, the sense of Indonesian made goods seems not to be enough 
to guarantee them for the purchase. Indonesian are lacking on artistic education, which 
also caused by the culture of not appreciating arts.  

4.2. 
�������	����������� PROFILE 
Collecting data from contemporary artists that are working professionally in art is the 
most crucial and hardest thing to do within this study. These artists have such a limited 
time. Most of them are young fresh graduate or still in college and do a lot of freelance 
and commissions aside from their main job or studies. During the pretesting stage, it 
takes quite a long time to establish 30 samples. From 60 emails that were sent out, only 
less than half that returned. However, they are very helpful and try to fill in the survey 
��� 0���'",� ��� +�����"��� 	!�� 0������������� /����� ���'� �1���""� 633� ��������� ���+������ ���
which then evaluated. 

4.2.1. 
�������	�����������	�����������
Below is the illustration of �!������������esidential areas. All of the respondents are based 
in Java and 58% of the artists are based in Jakarta. The smallest part of the chart with 
1% each is for Purwokerto, Madura, Magelang and Salatiga. 
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N Min Max Mean Dev Var Skew Kurtosis 
Stat Stat Stat Stat Stat Stat Stat Stat 

BENE1 100 1 5 3.55 1.158 1.341 -0.52 -0.65 
BENE2 100 1 5 4.03 0.979 0.959 -1.05 0.81
BENE3 100 1 5 3.83 0.975 0.951 -0.72 0.19

OA1 100 1 5 3.09 1.443 2.083 -0.18 -1.28 
OA2 100 1 5 2.69 1.331 1.772 0.17 -1.17 
OA3 100 1 4 1.65 0.88 0.775 1.12 0.17

BCR1 100 1 5 3.35 0.957 0.917 -0.19 0.09
BCR 2 100 1 5 3.32 0.909 0.826 0.13 -0.33 
BCR 3 100 1 5 3.04 0.963 0.928 -0.2 -0.21 
UP1 100 1 5 2.55 1.14 1.301 -0.33 -0.69 
UP2 100 1 5 3.35 1.226 1.503 0.1 -1 
UP3 100 1 5 2.7 1.202 1.444 0.33 -0.72 
PD1 100 1 5 2.68 0.909 0.826 0.11 -0.22 
PD2 100 1 5 3.19 0.929 0.863 -0.24 -0.49 
PD3 100 1 4 2.25 1.132 1.28 0.39 -1.24 
UA1 100 1 5 3.3 1.275 1.626 -0.32 -0.84 
UA2 100 1 5 3.75 1.104 1.22 -0.73 0.19
UA3 100 1 5 3.06 0.874 0.764 0.16 0.21

INDIV1 100 1 5 3.47 1.01 1.019 -0.64 0.34
INDIV2 100 1 4 2.56 0.868 0.754 -0.14 -0.61 
INDIV3 100 1 5 3.09 1.026 1.052 -0.58 0.3
MAS1 100 1 4 2.58 1.191 1.418 -0.16 -1.5 
MAS2 100 1 5 3.83 0.842 0.708 -1.22 2.57
MAS3 100 1 5 3.64 1.03 1.061 -0.3 -0.34 
LTO1 100 1 5 3.47 1.132 1.282 -0.37 -0.49 
LTO2 100 1 4 2.06 0.93 0.865 0.73 -0.19 
LTO3 100 1 5 3.73 1.254 1.573 -0.6 -0.72 
ITB1 100 1 5 3.24 1.016 1.033 -0.09 0.02
ITB2 100 1 5 2.66 1.085 1.176 0.04 -0.64 
ITB3 100 1 5 2.9 1.087 1.182 -0.14 -0.54 

WTP1 100 1 5 3.03 1.039 1.08 -0.06 -0.12 
WTP2 100 1 5 2.75 0.869 0.755 -0.24 -0.13 
WTP3 100 1 5 3.19 0.929 0.863 -0.39 0.33
AP-P1 100 1 5 2 1.206 1.455 1.34 1.05
AP-P2 100 1 5 2.02 1.326 1.757 1.18 0.19
AP-P3 100 1 5 2.61 1.363 1.856 0.42 -0.97 

Source: (IBM SPSS, 2015a) 

The following table elaborates the initial used in the table above. 
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Table 11: Initials Table 
Initial Name Initial Name 
BI Brand Images UA Uncertainty Avoidance 
PA Product Attributes INDIV Individualism 
BENE Benefits MAS Masculinity 
OA Organizational Association LTO Long-Term Orientation 

BCR 
Brand Consumers 
Relationship 

MO Market Opportunity 

UP User Perspectives ITB Intention to Buy 
MA Market Acceptance WTP Willingness to Pay 
PD Power Distance APP Annual Plan & Profitability  

4.5. PRE-TESTING 
For the pretesting, there are two tests: reliability and validity test. The tests are 
conducted with 60 samples, 30 from the artists and 30 from the potential consumers 
that.  

4.5.1. Reliability Test 
The pretesting is ���������� ��!�.������!����"+!�� ��� !��!-� �!� rules is the data is 
considered valid if the valu��������������!���3�7��	!��+�������.������!����"+ha value is 
0.725�� 	!��� ������ �!�� 1�"��� ��� ����������� ��"���"��� 	!�� 1�"��� ��� .������!��� �"+!��
sometimes decreases when the sample size gets bigger. 

Table 12: Reliability Pre-Testing Result 
Cronbach's 

Alpha 
Cronbach's Alpha Based on 

Standardized Items 
N of Items 

,695 ,725 39
Source: (IBM SPSS, 2015d) 

4.5.2. Validity Test 
The validity pretest is held with KMO Measure of Sampling Adequacy. The data should 
be equal or be more than 0.5 to be called valid. The result of the KMO pretest is 0.502, 
which is equal to 0.5. The score usually goes up when a bigger sample size is used. 

Table 13: Validity Pre-Testing Result 
/��
	�01	*	�02�3���1	�
��	�������4������	5���*6� 78$#�

%�������M�������
��,	���������
�		�
 ��-��>,#����� ()8�8?+�
��� 88�
,���� �'''�

Source: (IBM SPSS, 2015e) 

4.6. POST-TESTING RESULTS 
The post-test is divided into two tests as well:  reliability and validity test. The post-test 
then continues to obtain 140 more respondents, 70 respondents each for artists and 
potential consumers, making the total of 200 respondents in total accumulative from 
both artists and potential consumers. 
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4.6.1. Reliability Test 
8��!��!�����������"����+�������-��!��.������!�s Alpha value has decreased from 0.728 
to 0.701. This indicates that the additional respondents have decreased the data 
reliability. Even so, the figure is still above 0.6, which means the figure is still reliable. 

Table 14: Reliability Post-Testing Test 

-�
�����M����	��� ��������9
���4���:�
	����
�������-	���	�
� 7�
��������

�8GG� 7;$.� )4�
Source: (IBM SPSS, 2015b) 

4.6.2. Validity Test 
In reverse, the KMO value actually increases from 0.502 to 0.598. By means, the data 
becomes more valid. The value closer to one is considered the most desired, yet 0.598 is 
enough and quite satisfactory. 

Table 15: Validity Post-Testing Test 
/��
	�01	*	�02�3���1	�
��	�������4������	5���*6� 78+<�

%�������M�������
��,	���������
�		�
 ��-��>,#����� (44'�8?&�
��� ?+(�
,���� �'''�

Source: (IBM SPSS, 2015c) 

4.7. STRUCTURAL EQUATION MODELING 
This research is using SEM that is carried by IBM AMOS. There are 12 observed 
variables that have the data from the respondents and 3 unobserved variables.  

As seen on the figure, the following is the elaboration of the relationship between 
variable to variable: 

1. Brand image has a negative 11% explanatory power towards market acceptance. 
The brand images of the artists may not affect the market acceptance towards the 
���������+���������
��
��������-�����/����������������" �,������������������9���"��:����
)��,�+����������!�+������ �!���� �!�"����� ���!�1�-� !��� �!�,���""��-� �� 9����"��� :���
like bankers, accountants or people who are working 9 � 5 (Nuarta, 2014). Most 
times in auction, the market accepts artworks that are based on the market trends, 
regardless who made them (Sidharta, 2015). The reputation of an artist should not 
fully rely on their name and who they are, but also to the commercial value that it 
has in the market (Sasaki, 2012). The market acceptance towards the artistic culture 
itself is already very low. In order to understand the artists, it has to start from 
appreciating and understanding the arts scene beforehand (Arsyad, 2015).  

)���� ���������  ��'�� ���� ������ ��� �!���� �������-� �!��/!��� ���� ��,"��� 	!�,� ����
focusing more into creating a good art rather than caring about their personal name 
and branding (Arsyad, 2015; Nuarta, 2014; Sidharta, 2015). Artists may not always 
care promoting themselves but the market needs to know about the artists. The 
���'��� ���"�� ���"� �!�� ��/��� ��� '�� � �!�� ��������� ����,� ��� ��� ��"�� ��� ��"���� ��� �!��
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artworks (McNee, 2015). This contradicting point of view that has been happening 
in the market affected the way the market accept contemporary art scene and the 
artists behind it. 

Figure 21: Structural Equation Modeling 

Source: (IBM AMOS, 2015) 

2. Market acceptance has 63% explanatory power towards market opportunity. 
Culture guides the behavior of the society who held it (Chua, Roth, & Lemoine, 
2015). 	!�����'/�������������������������;������������������������"",��!����"�����
they hold (Yakup, MÜcahit, & Reyhan, 2011).  The culture held by Indonesian 
society affects the market opportunity for contemporary art scene. Without the 
culture accepting, understanding and purchasing art, the opportunity for this market 
may not grow as well. Unfortunately, the lack of understanding and appreciation 
towards art has been a culture in Indonesia (Nuarta, 2014; Sidharta, 2015; Arsyad, 
2015).  

Since quite a lot of time and their personal thoughts involved within the making of 
the artworks, artists have grown to have an emotional bound towards their artworks. 
This will resulted on them being less consumer oriented (Conner, 2015). Some 
people in the art market may appreciate the original thoughts of the artists, but 
some others may not (Sidharta, 2015). The market opportunity could not affect the 
price of the artwork, but the variety of market acceptance among the market leads 
to sections of market opportunity. Artists may have to be more commercialized by 
adjusting to the market demands rather than putting a foreign artistic idea that will 
be hard to understand (Sasaki, 2012; Sidharta, 2015). 

In term of the relationship between the indicators to the variable, below is the 
elaboration: 

1. Brand Images 
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� Product attributes has 87% explanatory power towards brand images. Product 
attributes contributes the most toward the brand image of the artists. Since the 
artworks made by the every artist are considered unique and one of a kind, the 
artist may have to provide and promote another additional value, rather tangible 
or intangible, to the artworks to help differs themselves among other artists 
(Conner, 2015). The form of the product attributes may be a form of service 
such as being present during the exhibition to give more insight of the artworks 
and the story behind them (McNee, 2015; Sidharta, 2015). Another form of 
intangible thing that may add value towards the artwork is the specific style that 
only the artist has (Arsyad, 2015). Placement may also add value to the 
artworks. A big wall is needed to support the display of the artwork (Nuarta, 
2014). An artwork placement affects the business of it. This is where different 
kinds of galleries may come in hand to help (Moureau & Sagot-Duvauroux, 
2012). 

� Benefit has 67% explanatory power towards brand images. An artwork is an 
intellectual property of the artists (Sasaki, 2012). Benefit of an artwork is the 
artwork itself��&��
���	����	�
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��������&'(F*��The biggest benefit for the art buyer will also come as a form of 
investment (Robertson & Chong, 2008). ����
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�
� Organization association has 21% explanatory power towards brand images. For 

an artist to be affiliated to an organization may not affect the brand images of the 
artists. ���������+��������������/����������������!����� �� �""��/��������+�������
and create more arts (Bamberger, 2012). Being affiliated to a gallery might help 
the artists to get in touch with the potential consumers (Sidharta, 2015; Arsyad, 
2015). For the artist to be in an organization may also help them to know similar 
artists that are working on same things and help each other to move further into 
the business. Yet, being affiliated to an organization may not always fulfill the 
artists� expectation of full support and sponsorship for exhibitions and solo 
shows (Nuarta, 2014). For that reason, organization associations for the artists 
could be unnecessary. 

� Brand consumer relation has 56% explanatory power towards brand image. This 
says that brand consumer relation may have a huge influence towards the brand 
images of the artists. Most consumers who buy artworks have a certain 
relationship or feelings towards the artists. This may translate as the love for the 
artworks, or the techniques use on artworks may fascinate the consumers and 
encourage sense of respects. Most art buyers come back to the same artist to get 
more of their artworks (Arsyad, 2015). Buying art is a personal thing. Art can be 
spiritual and a form of expression both for the artists and the art buyer 
(Robertson & Chong, 2008). It is important for the buyer to understand the story 
and the meaning ��!���� �!�� ��� ��'� ��� ��"���� ��� ����	!�� ��������� ��"������ ��� �!��
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potential art buyer in this scene shall increase the connection of the buyer 
towards the artwork. The more the potential art buyer understands the artworks, 
the bigger potential is for art transaction (McNee, 2015; Nuarta, 2014; Sidharta, 
2015) 

� User perspectives have 11% of explanatory power towards brand images. In that 
sense, the user perspective may not affect the brand images of the artists. There 
is a feeling of accomplishment to be able to own a certain artwork $;������
&'((*���������������
�����
�	�������������������
��������������
��
���������
���
�!������������� �����������������
������������������
����������������
�	�
��
	�
	����������������������������������������������
�!�$,���������&'(FI���������
&'(F*��%���� �!�� ���� ��,����� �,��-� hat is purchased when one buys art is the 
intellectual property of the artist that is one of a kind (Sasaki, 2012). On the 
��!���!���-���� ��'������ �,�����!���������������!�����!�����!��/!����������"��/���
Because of that, they may forget to be more consumers oriented and ended up 
creating artworks that are hard to be accepted by large market (McNee, 2015). 

2. Market Acceptance 
� Power distance has 68% explanatory power towards market acceptance. The 

power distance score of Indonesia is considered high. This means most of the 
potential consumers do have the tendency to seek for a stronger and/or older 
superior for advises and directions, even when it comes to buying and getting 
things of their wants or needs (The Hofstede Centre, 2014). Older people do 
have mature business and artistic sense. Most of them also have experience in 
the art business and investment, which make them trustworthy to get advices 
from (Sidharta, 2015). Yet, this shall not always be the case. As different person 
is educated differently, some of them might get an early exposure towards arts. 
This gives them a sense of art that is different from anyone else. Once they do, 
they may less likely to seek for advises toward anyone else for their artistic 
purchases (Nuarta, 2014; Arsyad, 2015).  Indonesia has tendency to be oriented 
around titles and position. The market may not accept artists they consider 
younger than them. Also, being an artist as a job are underappreciated, and most 
people may look at artist as a lower title or position compared to them who 
might have a more common job title with higher income (Nuarta, 2014). This 
affects the way the market accepts the artworks the artists try to showcase. 

� Uncertainty avoidance has 93% explanatory power towards market acceptance. 
Indonesia is high in the uncertainty avoidance. This shows that most Indonesian 
may likely to avoid uncertainty of any kind (The Hofstede Centre, 2014). Even 
when variety of price is given, the tendency of the buyer is to seek for more 
prices below the price given to make sure that they are having the lowest price 
there is. Before the purchases, most potential buyers may do a wide information 
search to reduce their uncertainty (Karani, Fraccastoro, & Shelton, 2013). The 
art market trends could be unpredicted and change drastically (Arsyad, 2015; 
Nuarta, 2014). This causes uncertainty, which may suppress the buyer intention 
to purchase and invest (Sidharta, 2015).  

� Individualism has 68% of explanatory power towards market acceptance. 
Indonesia has low score in individualism, which translated as not being 
independent and more likely to go in-group and become group-oriented (The 
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Hofstede Centre, 2014). Indonesian appreciates the value of togetherness. 
Artworks could be divided into two basic functions, investment or decoration. In 
terms of decoration, the individualism is high. Most people will not seek for 
advises. Purchases of arts are usually personal and most of the time, elaborates 
the taste and the personality of the specific individual (McNee, 2015; Arsyad, 
2015; Nuarta, 2014). On the other hand, art investment is usually done in a 
group. It is most common found in an auction. Art buyers may form a group to 
help each other win the bid for their favorite art pieces. Within this group of 
people, they may also consult to each other on which artwork to invest in 
(Sidharta, 2015). 

� Masculinity has 75% explanatory power towards market acceptance. Indonesia 
is high on masculinity. Indonesian culture may have the tendency to 
acknowledge physical achievement and driven by success $����B
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� Long-term orientation has 63% of explanatory power towards market 
acceptance. Indonesian culture scored high in this category (The Hofstede 
Centre, 2014). The potential customers for contemporary art pieces in Indonesia 
care about what the artworks or the products may bring them in the future. In 
Indonesia, most art purchases are intended to be a part of investment (Arsyad, 
2015; Sidharta, 2015). Investing in art is a gamble. The values of the artworks 
are never the same. The value and prices of the artworks are determined by the 
market trends, which are unpredicted (Sidharta, 2015). The uncertainty of the 
investment could affect how the market may not accept the idea of art 
investment.  Other intention of the art purchases, even though not always 
common, is to help and observe the productivity of an artist (Nuarta, 2014; 
Sasaki, 2012). 

3. Market Opportunity 
� Intention to buy has 30% explanatory power towards market opportunity. This 

shows the potential con�������� ���������� ��� ��,� ��� ��'�� ��,� ���� ������� �!��
market opportunity for the artists. Most potential consumers buy things that 
appeal to them based on the attractiveness of the goods�$7
�����&'(+*� Based on 
the similar notes, the correlation of intention to buy to art collections scored the 
highest amongst others. This shows that based on the interview, 52% correlate 
intention to buy to art collections. Most of art buyers see art based on their 
+������"� ������� ���� ��,���� ����"",� "�'�� �!�� ��������� ��,"�� ���� �!�� ���/��� ���
illustrations the artist made, which may suits their personal art collections 
(Arsyad, 2015; NVivo, 2015).  
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Table 16: Nvivo Table of Nodes Intention to Buy Clustered by Word Similarities 

Node A� Node B�
Pearson 

Correlation 
Coefficient�

Nodes\\intention to buy � Nodes\\gain on sales � 0.126686 �
Nodes\\intention to buy � Nodes\\art appreciation � 0.174968 �
Nodes\\intention to buy � Nodes\\intellectual property � 0.180838 �
Nodes\\intention to buy  Nodes\\cost of art production  0.198378
Nodes\\intention to buy  Nodes\\acceptance  0.21144
Nodes\\intention to buy  Nodes\\gallery  0.385107
Nodes\\intention to buy  Nodes\\art collections  0.524602

Source: (NVivo, 2015) 

Art pieces could also be a form of investment. The interviews show a high 
���0����,� ��� �!��  ���� 9��1���������  hen the subject of intention to buy is 
brought up (NVivo, 2015).  The high frequency of the word portrays the 
importance of it for the participants of the interview (Turumen, 2013). In 
Indonesia, the intention to buy artworks comes mostly from seeing the prospects 
of investment returns over the years. The intention to buy could grow when a 
guarantee and quantity of investment profit is given (Sidharta, 2015). There is a 
��"���� ��� ���� +������� 1�"���� ��,� �" �,�� ��������-� ���� �!����� ���� �" �,�� �����
(Nuarta, 2014; Sasaki, 2012). The uncertainty of investment returns could affect 
to a narrower opportunity. Other keywords that have high frequency of 
appearing in the subject of intention to buy are the word gallery and price 
(NVivo, 2015). 

Figure 22: NVivo Matrix Coding Query of The Interviews 

Source: (NVivo, 2015) 
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� Willingness to pay has 87% explanatory power towards market opportunity. 
This indicates that the willingness to pay could affect the market opportunity. 
Since the price of an artwork may not be considered cheap, the willingness to 
pay at a certain high amount may directly the opportunity for the artists and 
could encourage artists to make more artworks (Sasaki, 2012; Nuarta, 2014).  

Table 17: NVivo Table of Nodes Willingness to Buy Clustered by Word 
Similarities 

Node A� Node B�
Pearson 

Correlation 
Coefficient�

Nodes\\willingness to pay  Nodes\\market trends  0.738588
Nodes\\willingness to pay  Nodes\\art collections  0.703802
Nodes\\willingness to pay  Nodes\\interests  0.626233
Nodes\\willingness to pay � Nodes\\intention to buy � 0.592526 �
Nodes\\willingness to pay � Nodes\\investment � 0.467452 �
Nodes\\willingness to pay � Nodes\\price � 0.435615 �
Nodes\\willingness to pay � Nodes\\gallery � 0.351345 �

Nodes\\willingness to pay �
Nodes\\relationship between artists & 
dealer �

0.303973 �

Nodes\\willingness to pay �
Nodes\\relationship between artists & 
community �

0.278421 �

Nodes\\willingness to pay � Nodes\\market channels � 0.253591 �
Nodes\\willingness to pay � Nodes\\cost of art production � 0.248272 �
Nodes\\willingness to pay � Nodes\\productive artists � 0.212689 �
Nodes\\willingness to pay � Nodes\\intellectual property � 0.179472 �
Nodes\\willingness to pay � Nodes\\art appreciation � 0.174324 �
Nodes\\willingness to pay � Nodes\\niche market � 0.158761 �
Nodes\\willingness to pay � Nodes\\acceptance � 0.154652 �
Nodes\\willingness to pay � Nodes\\organization association � 0.134437 �
Nodes\\willingness to pay � Nodes\\gain on sales � 0.090381 �
Nodes\\willingness to pay � Nodes\\luxurious items � 0.069247 �

Source: (NVivo, 2015) 

The willingness to pay for artworks could get higher when �!�� �����������
intention is to invest on the artworks. The interviews show a high frequency on 
the usage of market trends phrase, which related closely to the success of art 
investment (NVivo, 2015). Based on the similar notes, the correlation of 
willingness to pay to market trends scored the highest amongst others. This 
shows that based on the interview, 73% correlate willingness to pay to market 
trends. The market trends tend to affect how big the market is willing to pay for 
an artwork. The closer the artworks to the current market trends may ensure a 
good art investment (Sidharta, 2015; NVivo, 2015)�� ������ ���� ���
� ���� �������
�
�����������������������
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As demand translates to quantity of goods that a buyer wants and can buy, 
intention to buy and willingness to pay are also used to measure the demand 
$���!��� H����� =� ����
��� &''G*�� � Calculations are counted to count the 
elasticity of artworks. �

In order to calculate the price elasticity towards demand, the price that is used 
 ��!����!���0�����������!��+��������/���������!����������������"���������-� !��!�
was held in April 25th 2015. The price range is Rp.2 million to Rp.36 million, 
equivalent with roughly US$ 150 � 2,695 (Bank Indonesia, 2015). To see the 
�!��/������������-� �!�� �1���/��0������,���� ��� ��'�� ���/����� ����� �!�����������
���!�����!� ��� ������ 	!�� �1���/�� ��� ��'�� 0������,� ���/����� �,� �!�� ��������� ���
11.4. The average score then deducted by the highest score within the range 
selection from the questionnaire, where an average score come from. In the 
questionnaire, one of the ranges in the selection goes from 11 � 15. So, the 
average score of 11.4 is deducted with 15. The equation for the price elasticity of 
demand is as followed: 

Equation 3: Artworks' Price Elasticity of Demand 

�
Source: (Mankiw, Quah, & Wilson, 2008) 

The calculation for the price elasticity of demand result is 0.25. This shows 
inelasticity. The changes in percentage of quantity demanded (24) are less than 
then changes in price (94.4) (Mankiw, Quah, & Wilson, 2008).  

Figure 23: Price Elasticity of Artworks Demand 

Source: (Mankiw, Quah, & Wilson, 2008) 
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� Annual plan & profitability has 5% explanatory power towards market 
opportunity. Periodic target, achievement and profit may not affect the market 
opportunity as the artists predicted. The quantity and price of the artworks 
within the market may not affect �!������������++�������,� to sell their artworks. 
Artists tend to have a limited number of artworks with them. The supply of the 
artworks does not follow the regular rules of any other products in the market 
(Resch, 2011). Artworks are inelastic goods. The demand and supply could not 
catch up with the price increase. Artists shall also use their time wisely and 
could only create a small limited quantity of artworks at once (Conner, 2015; 
Mankiw, Quah, & Wilson, 2008). Having a target is important for the artists 
themselves to catch up with exhibition or auctions. But the quantity of artworks 
available could not affect the market opportunity (Arsyad, 2015; Nuarta, 2014; 
Sidharta, 2015).  

Supply translated as the quantity of gods that the sellers are willing and able to 
sell (Mankiw, Quah, & Wilson, 2008). The data from annual plan & profitability 
is used to calculate the price inelasticity of supply. The price range used is the 
same with the previous inelasticity of demand equation. The price range is Rp.2 
million to Rp.36 million, equivalent with roughly US$ 150 � 2,695 (Bank 
Indonesia, 2015). In this equation, the supply is the quantity of artworks 
accomplished by the artists in a month. With the average of artworks 
accomplished 12.8, it is still within the range of 11 � 15 within the questionnaire. 
The calculation is as follow: 

Equation 4: Artworks' Price Elasticity of Supply 

�

�
Source: (Mankiw, Quah, & Wilson, 2008) 

Figure 24: Price Elasticity of Artworks Supply 

Source: (Mankiw, Quah, & Wilson, 2008) 
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The price elasticity of supply result is 0.11. This also shows inelasticity. The 
changes in percentage of quantity supplied (14.6) are less than then changes in 
price (94.4) (Mankiw, Quah, & Wilson, 2008).  �
Seeing from the elasticity, the demand and supply of the artworks are considered 
inelastic. Based on economic principles, elasticity usually happens with luxury 
goods such as diamonds (Mankiw, Quah, & Wilson, 2008). Luxury goods or 
specialty goods are also used in marketing to define products with unique 
characteristics that potential group of buyer may be willing to make a special 
effort to buy or get (Kotler & Armstrong, 2012). Because of that, the 
calculations above confirm that artworks are inelastic and fit the criteria of 
specialty or luxury goods. 

The supply towards artworks does not follow the regular rules. It does not rely 
on the quantity of the existing artworks within the market or demanded, but all 
depends on the motivation and willingness of the artists to make more artworks 
(Resch, 2011). The price and the demand of the artworks are usually more 
affected by the market trends that are created within the auction or the selling 
environment of the artworks (Sidharta, 2015).  

Figure 25: Supply and Demand Inelasticity Curve 

Source: (Mankiw, Quah, & Wilson, 2008) 

Art is a different kind of commodity, which cannot be measured the same way as 
any other products within the market. Art has a spiritual quality that not 
everyone can attach and reacted too. In this states, price does not matter. 
Because of that, the demand will come from the same group and when they do 
�����!��� ��� ��-� �!�,����� �""��/� ���/�1��������!���� ��� ��0������ �������� �����+�����
(Robertson & Chong, 2008; Arsyad, 2015).   
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4.7.1. Model Fit Summary 
The table below provides the criteria of goodness fit and the results compared to the 
recommended standard value.  

To further analyzing the output model, the model of goodness of fit values should be 
compared with the recommended ones. The purpose of this action is to evaluate how fit 
the model correlates to its observations. Based on the results shown, the model fulfills 
most of the criteria listed. Therefore, it is safe to say the hypothesis testing can be 
further analyzed. 

Table 18: Goodness Fit Criteria 
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Source: (Schumacker & Lomax, 2004; Wijaya, 2009; Ghozali, 2012; Santoso, 2009; 
Alverina, 2014; Budiman, Anantadjaya, & Prasetyawati, 2014) 
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4.8. RESULT ON HYPOTHESIS TEST 
Hypothesis testing is a process of looking into the regression weight, represented in p-
value and standardized regression weight that is presented within the SEM model to see 
the influences, which described as coefficient correlation (r).  

Table 19: Regression Weight 

Estimate S.E. C.R. P 
Estimate 

(Standardized) 

MA <--- BI -,635 ,920 -,690 ,490 -,114 
MO <--- MA ,267 ,147 1,814 ,007 ,631
UP <--- BI 1,000 ,111
BCR <--- BI 4,639 4,772 ,972 ,331 ,561
OA <--- BI 1,692 1,953 ,866 ,386 ,215
BENE <--- BI 7,118 7,200 ,989 ,323 ,668
PA <--- BI 7,802 8,175 ,954 ,340 ,869
LTO <--- MA 1,000 ,629
MAS <--- MA 1,291 ,210 6,157 *** ,748
INDIV <--- MA ,820 ,142 5,786 *** ,680
UA <--- MA 1,852 ,270 6,871 *** ,932
PD <--- MA ,617 ,107 5,789 *** ,680
ITB <--- MO 1,000 ,302
WTP <--- MO 3,000 1,593 1,884 ,060 ,869
APP <--- MO ,261 ,589 ,443 ,658 ,051

Source: (IBM AMOS, 2015) 

According to the terms and condition of SEM output, a relationship is considered 
significant if the p-value is less than 0.05 (Ghozali, 2012). The symbol of *** indicated 
that the amount of p-value falls below 0,001 and it is considered very significant 
(Santoso, 2014).  Highlighted above are the significance of all correlations. The p-value 
of the correlations between MA (market acceptance) towards MAS (masculinity), 
INDIV (individuality), UA (Uncertainty Avoidance), and PD (Power Distance) are 
displayed as ****. This implies that MA (market acceptance) is the most significant 
variable than the other two variables, which are the market acceptance and the brand 
images. 

Table 19 defines the strength of the correlation between every indicator and the 
variables in the presented diagram. The elaboration from the combined result of both 
correlation strength and the p-value will then be discussed further within the hypothesis 
test.  

4.8.1. Influence of Brand Images to Market Acceptance 
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Table 20: Hypothesis 1 Test Summary 
Hypothesis Criteria Value Result Conclusion 
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H1 is rejected Regression weight 
value closer to 1 
indicate positive 
relationship 

-,114 
Weak 
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4.8.2. Influence of Market Acceptance to Market Opportunity 
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Table 21: Hypothesis 2 Test Summary 
Hypothesis Criteria Value Result Conclusion 
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4.9. NON-HYPOTHETICAL ANALYSIS & MANAGERIAL 
IMPLICATIONS 
4.9.1. Interview Result 
The interview features 3 persons: Ms. Tasya Nuarta, Mr. Amir Sidharta and Ms. Indah 
Arsyad. Ms. Tasya Nuarta is the daughter of Mr. Nyoman Nuarta, one of the respective 
sculptors and art consultant in Indonesia. She is working at NuARTa Gallery and 
Sculpture Park in Bandung as Business Development and Design Conceptor.  

The second person that was interviewed for the studies is Mr. Amir Sidharta. He is the 
director of Sidharta Auctioneer, an art auction held periodically in Indonesia 
specializing in Indonesian arts.  

The last, is Ms. Indah Arsyad. Ms. Indah Arsyad is a painter and sculptor based in 
Jakarta. She has been moving in the contemporary arts for more than 15 years.  She 
usually creates abstract paintings and sculptures. Ms. Indah Arsyad graduated as an 
architect and started to be an artist. Her works has been exhibited in Seoul and also 
Jakarta.  
Each interviewed separately. There are 12 main questions that are asked throughout the 
interview session. The interview then process through NVivo to gain deeper 
understanding. The results from NVivo data analysis are combined above in hypothesis 
testing and the rest of the data are attached in appendix. The answers from interview in 
summary are listed below: �

Table 22: Answers from Interview 
Statements 

Product Attributes 
� Placement 
� Origin story of the artworks, but not always delivered 
� Style of work 

User Perspective 

� 
�����������!������������������
� )����"�'���!������������!��/!����� ���,�
� Can be thoughts and style but there is also commission 

work 

Brand Consumers 
Relationship 

� Usually the customer will like the other works of the 
same artists 

� Seeing from the trend, they come back to the auction 
where they sold their art 

� Yes, often they do come back for more artworks 

Benefits 

� People who understand arts buy them so the artist can 
grow and make more to increase the value of the artwork 

� It is more into another kind of investment 
� Investment and personal satisfaction 

Organization � There are some art institutions or foundation that might 
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Statements 
Association help 

� Yes, especially if they are represented by a gallery 
� No because sales is not always important 

Power Distance 

� Sometimes, people do seek advice for art purchases 
� Possibly for mature audiences, they have a more mature 

taste and ideas on how to do business 
� They may seek for advises, but not sure 

Uncertainty 
Avoidance 

� It is such a small group who understands 
� Artworks are always uncertain 
� Depends on the artists ����������������������1�������

Individualism 

� Yes, still on the stage of thinking that the pieces is 
interesting and what to have it in her house 

� Indonesian are still developing their taste and judgment 
when it comes to art bidding 

� Yes, but different in every collectors 

Masculinity 

� The ones who are interested in arts are usually the ones 
that have extra money 

� A certain community may appreciate the artwork 
ownership more, but not always 

� Yes, in certain community 

Long-Term 
Orientation 

� Good and promising investment 
� Investment 
� Style of work and having an artwork from her 

Intention to Buy 
� Arts� value always goes up 
� What much bigger will they gain in the future 
� Personal preferences most of the time 

Willingness to Pay 

� They may be willing to pay more if the investment will 
return 

� Quite high but depends on the art market trend 
� High once they really want it 

Annual Plan & 
Profitability 

� Yes, selling more things is more important than selling 
expensively 

� Artists with more artworks will most likely priced higher 
� It is important but does not mean everyone always have 

one 
Source: (Arsyad, 2015; Nuarta, 2014; Sidharta, 2015) 
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CHAPTER 5 � CONCLUSION AND 
RECOMMENDATION

5.1. CONCLUSION 
The purpose of this research is to understand the relationship between brand images 
towards market acceptance and the market opportunity. Each of them was analyzed to 
provide an insight on the contemporary art business scene in Indonesia. As mentioned, 
200 respondents are participating in two different questionnaires that are combined to 
examine the relationship among the potential market and the artists. The data collected 
then assess through IBM SPSS to find the validity and the reliability, followed with 
IBM AMOS to test the hypotheses. The interviews were done to get more information 
on the market through different roles in the art business. 

1. F��	����
 ;
 ��
 ���
 ��	�����
 �	
 2B
� ���
��� �
� ���� ������ ������� 
�� ���
�������
�
����	
����� �������� ������� ���� ���!��� ����	������ 
�� ���� ��������� 	�
������ ������
���
������� ���!��D�� ���� ������
����	� ������� ���� ������ ������� ���� ���� ���!���
����	������ ������ ����� ��������� ���� ��� �������������� ������
����	� ���� ��!�
�������������������������	
����
���
����	�	�
����	
���
���
�����	
��
��
�����
������
��������!�������	�������%�����
�� ����#�����
�������� �������!� ������
����	�����
����������� ���������� ����� ������ ������� 
�� ���� �������������� �
�� ���	� �������� ����
�����
	� ���� ���!��� ����	������� ,�		
����� ��� ���� ���������� ���� �
��� ��	
������
���
�����
�� ��� ������ 
�� ���� �������� ���� �������� ��� �������!��� ������������� �����
���
��� ���� �������� ����
�� ����� ��� ���������� ���� ������ 
�� ���� ����� $,��������� &'(F*��
,���!�� $&'(&*� ���
� �����
���� 
�� ���� ������ ��
��� ���� �����
��	����� �������� �����
�
����������������
���������������
��������	���
�������������������
����
���������
�������	
����������
�������������������������
���
������������������������
�� 	�
���
�
�������������������������������
���
�����������������������������������������������
�
�� ������ 	
�������
� ����� ���� �
� ����� ���� 	�
���� ����� ������ ��� ���������!��� ����
�������������
�������������������
���������������������������������
��
������
�������������������������
�
C���
	�
���������
��������������������	�������
�����������
�!���
����!�
����������
����� �
� ����� ���� ��� ���� ��������� �������� �������� 	
��� ������ ������ ���� �
��� �
� ����
���
�!����������
�����	
�������
��������
���������
�!���
�����������
�����������
��
������������
����������

!��/�����
�����
����������!�����������!���
�����������
���
����	
�����������!����������
���������������������������
�!�������
����
���������
�
�����	�� ���������� ������������ ��������������������� �������
�!�� ��� �������� �
�� ����
���!����
���������
�����	�
�������
�

2. H�����
��&�
������������������2/��
	�����
���	
������	���
���.��
����������
������

�������!��� 
		
�������� �
�� ���� ��������� 	�
������ �����
 ������	���
���.��4�
����
������
����	� ������� ���!��� ����	������ ���� ���!��� 
		
�������� ���� �� ���������
������������ �
�������
�� 
�� '�''?� ���� �� 	
������� ����������� %����� 
�� ����
#�����
�������� ���������������� ������
����	�������� ���� �
����������� ���������� �����
���!��� ����	������ ���� �� ������� ���������� 
�� �
� ���� ���� 
		
�������� �
�� ���� ����
��	���		
���
����	�	�
0�	��
��
���
���������1
���
���.��
����������
������	
���
���

��������� ���� ���!��� ���� #����� �
� �
�� ������ ��� �
�� ��
���� �������
�� ����
�
�����������		
���
����		
��������������������!�������	����
���������������$7�������
&'(+I��������� &'(FI� ,��������� &'(FI� %������ &'('*���� ��������� ��� ,���!�� $&'(&*��



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 70 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

���
������
��������� ����������� ���!�
����		
�����
������������
�� �����
��������� ���
������
���
�������
����	
���������
�����/�����
�������
����	
������������������
���
������ ��� ������ �����
	���� ����	���������� ���� �
����	
����� ���� ������ ���
���
��������������������������
	����
�����
������
����
�3
�������	������	����������
����������������	�
������ �����
����	
����� ���� ��������
����	
��� �
������
	����
�����������

5.2. RECOMMENDATION 
In refers to the research findings, increasing the market opportunity for the 
contemporary art business in Indonesia could be done through increasing the market 
acceptance towards the contemporary art scene. Some recommendation may be taken 
into considerations, as follow: 

1. To increase the market acceptance, the education on contemporary art scene should 
also be increased. Art organizations that already exist within the art community 
could open more exhibitions with workshops at the sides to help educate the market 
more on contemporary arts. Through this step, the market may find it easier to 
understand the beauty and esthetics that lies within arts. Groups of artists may also 
consider being around museums and galleries that already exist in Indonesia to try 
talking to the people who already are interested in arts. These steps may increase 
the relationship and help people to understand more about the artworks and spread 
the words of contemporary arts to their community. Opening more galleries that 
fuses artistically with cafes may also help to educate a market that might not like art 
before. This may place people into an environment where they can casually enjoy 
art and start putting more interest towards art market and business.  

2. The main reason of the art market existence is for the existence of the buyer and the 
seller who sees the economic potential of arts. In order to maintain and help this 
community to grow, both art buyers and sellers should be protected throughout 
their transaction. The trade between the art buyer and seller may need to have a 
more vivid regulation to manage the terms and condition of the investment, the 
purchases and ensure the benefit for both of the artists and the buyer or investors.  

5.2.1. Recommendations for Future Research 
1. The findings on this study could be used as the foundation to further elaborate the 

art business scene in Indonesia and the growth of the contemporary artists. This 
research finds the relatively low correlation and significant between the brand 
images and the market acceptance. This low correlation could be re-analyzed to 
look more into the idea of local brand images or artists��+����"�� ��+�������market 
acceptance and market opportunity for the artists. The other variables with a higher 
correlation and significant which are market acceptance and market opportunity 
may be used to further assess more indicators that could be used to increase the 
significant of the relationship and provide wider sight on the things that affects the 
market for the Indonesian contemporary arts.  

2. There are 3 different art trade channels, auction, personal selling, galleries and 
online platforms. According to the interviews and questionnaires, all of them have 
different challenges, external environment and slightly different market target. This 
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research generalized all art trade channels and therefore, might lose details in 
findings. 
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GLOSSARY 

Auction : A public sale in which goods or property are sold 
to the highest bidder. 

Auctioneer : A person who conducts auctions by accepting bids 
and declaring goods sold. 

Brand Images : The impression of a product held by real or 
potential consumers. 

Contemporary Arts : The art of today, produced by artist living in 
twenty-first century. 

Creative Industry : A term denotes a business entity or a group of 
business entities whose main activities are among 
the 14 subsectors: advertising; architecture; arts 
and antiques; craft; design; fashion; video, film, 
and photography; interactive games; music; 
performing arts; publishing and printing; computer 
services and software; television and radio, and 
research and development. 

Cronbach's Alpha : A measure that determines internal consistency of 
a set of data 

Hypothesis : A proposed assumption about the expected output 
of a research 

IBM AMOS : A statistical tool or program to specify, estimate, 
assess, and present a hypothesized model in 
computer.  

IBM SPSS : A statistical tool or program that provides 
statistical analysis of data for testing and 
estimating causal relations. 

Market Acceptance : Condition in which a good or service satisfies the 
needs of a sufficiently large number of customers 
to continue or increase its production or 
availability. 

Market Opportunity : Newly identified need, want, or demand trend that 
a firm can exploit because the competitors are not 
addressing it. 

NVivo : Qualitative data analysis (QDA) computer 
software package produced by QSR International 
designed to work with rich text-based and/or 
multimedia information, where deep levels of 
analysis on small or large volumes of data are 
required. 

P - Value : The probability of rejecting a null hypothesis of a 
study question when the hypothesis is true 

Structural Equation Modeling : A path analysis that measures a model with causal 
relationships, using a quantitative data. 
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APPENDIX 1 � ARTISTS QUESTIONNAIRE 

Brand Images and Market Opportunity: Contemporary Artists Point of View 
toward Indonesian Art Market Potential (Survey) 

Hello there, artists! My name is Aninditya Kusumah. I am a student under Swiss 
German University, pursuing my degree on International Business. First of all, thank 
you for helping me. I am doing my thesis on Indonesian Contemporary arts and I will 
need your help to fill in this survey. The data that will be used will be combined and 
mixed with others, so your confidentiality towards this survey will be guarded. Do 
kindly answer as you pleased. No matter you are artists just because you like to make 
art, or you make art professionally, all of the phrase 'artworks' means whatever you 
make in terms of art. Please contact me if you have any question. I would love to talk 
more to you about anything. Thank you and have a very nice day ahead, artist! 

Name: 

Gender: 
A. Female B. Male 

Residence: 
A. Jakarta B. Bandung C. Surabaya  
D. Yogyakarta E. Others (Please stated:_______________) 

Age: 
A. 16 � 21 B. 22 � 27 C. 28 -33 
D. 34 � 40 ���2���6

Social media used (you may choose more than one): 
A. Behance B. Instagram C. Twitter 
D. Facebook E. Path F. Pinterest 
E. Others 

How many artworks that you make in average every week?
A. Less than 5 artworks B. 5 � 10 artworks C. More than 10 artworks 
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Please tick the one you find best fits you 
1: Disagree, 2: Slightly Disagree, 3: Neutral, 4: Slightly Agree, 5: Agree   

Variable: Brand Images 
1 2 3 4 5

Indicators 
Product Attributes 

1
I only sell my original pieces in premium 
prices.   

2
Most of the artwork that I do take a long of 
time to be made.   

3 I make art in all different mediums.   
Benefits 

4
The things that I used to make my artwork 
are always in the highest quality.   

5
I make sure that my artwork will always look 
at their best even after selling them.   

6
 I have my own special signature and 
technique that differs my artwork from 
anything else.   

Organizational Association 

7
I am a part of an artistic (art related) 
organization / community.   

8
I would like to join an art community but I 
haven't.   

9
I am never interested in joining an art 
community in any form.   

Brand Consumer Relationship 
1
0

Most of the people that enjoy my artworks 
usually return to buy another one.   

1
1

I know personally the people who buy my 
artworks.   

1
2

The people who enjoy my works are usually 
intrigued by the style not by the fact it was 
made by me.   

User Perspective 
1
3

My artworks are not always available for 
purchases.   

1
4

I only do work based on order most of the 
time.   

1
5

I don't do much commercial work, just 
artworks.   
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Indicator:  
Market Opportunity 
Annual Plan & Profitability 

Please choose which you find match you best: 

Do you have a target for how many artworks you will accomplish in a month? 
A. 0 � 5 
B. 6 � 10 
C. 11 � 15 
D. 16 � 20 
E. 2��6

How many artworks from the target that you made that you successfully accomplished? 
A. 0 � 5 
B. 6 � 10 
C. 11 � 15 
D. 16 � 20 
E. 2��6

Compared to the cost you spend for the making of your artworks, how big is the 
percentage of your income that you get from those artworks? 

A. 120 � 140% 
B. 140 � 160% 
C. 160 � 180% 
D. 180 � 200% 
E. 2��33?
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APPENDIX 2 � ARTISTS QUESTIONNAIRE 
RESULT �

Gender 
Female Male 

70% 30% 

Residence 
Jakarta Bandung Surabaya Yogyakarta Other 

58% 11% 7% 6% 18.00% 

Age 
16 - 21 22 - 27 28 - 33 34 - 40 > 41 

15% 57% 27% 0% 1% 
Social media 

used (you 
may choose 
more than 

one): 

Behance Instagram Twitter Facebook Path Pinterest Others 

60% 97% 69% 89% 61% 54% 34% 

How many 
artworks that 
you make in 

average every 
week? 

< 5 artworks 5 - 10 artworks > 10 artworks 

61% 32% 7% 
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Annual Plan & Profitability 
Do you have a target for how many 
artworks you will accomplish in a 
month? 

0 - 5 6 - 10 11 - 15 16 - 20 2��6

43% 34% 12% 2% 9% 

How many artworks from the target 
that you made that you successfully 
accomplished? 

0 - 5 6 - 10 11 - 15 16 - 20 2��6

50% 24% 10% 6% 10% 

Compared to the cost you spend for 
the making of your artworks, how big 
is the percentage of your income that 
you get from those artworks? 

120 - 
140% 

140 - 
160% 

160 - 
180% 

180 - 
200% 

2�
200% 

27% 24% 24% 11% 14% �
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APPENDIX 3 � POTENTIAL CONSUMERS 
QUESTIONNAIRE 
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Please tick the one you find best fits you 
1: Disagree, 2: Slightly Disagree, 3: Neutral, 4: Slightly Agree, 5: Agree  �
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APPENDIX 4 �POTENTIAL CONSUMERS 
QUESTIONNAIRE RESULT �

Gender 
Female Male 

60% 40% 

Age 
22 - 27 28 - 33 34 - 40 41 - 46 

47 - 
52

> 52 

30% 35% 14% 8% 5% 8% 

Residence 
Jakarta Tangerang Depok Bekasi Other 

65% 25% 3% 5% 2.00% 

Occupation 
Employee Educational Professions Self-Employed Others 

79% 5% 14% 2% 

Income/month 
(in average) 

Rp. 
1,000,000
� Rp. 

5,000,000 

Rp. 
5,000,000
� Rp. 

10,000,000

Rp. 
10,000,000- 

Rp. 
15,000,000

Rp. 
15,000,000
� Rp. 

20,000,000 

> Rp. 
20,000,000

33% 25% 17% 13% 12% 
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APPENDIX 5 � SPSS OUTPUT 

�
Initial Extraction

PA1 1.000 .430

PA2 1.000 .417

PA3 1.000 .235
BENE1 1.000 .447
BENE2 1.000 .655
BENE3 1.000 .442
OA1 1.000 .204
OA2 1.000 .035
OA3 1.000 .059
BCR1 1.000 .344
BCR2 1.000 .187
BCR3 1.000 .233
UP1 1.000 .185
UP2 1.000 .006
UP3 1.000 .025
PD1 1.000 .520
PD2 1.000 .484
PD3 1.000 .331
UA1 1.000 .369
UA2 1.000 .790
UA3 1.000 .532
INDIV1 1.000 .678
INDIV2 1.000 .259
INDIV3 1.000 .338
MAS1 1.000 .112
MAS2 1.000 .606
MAS3 1.000 .457
LTO1 1.000 .625
LTO2 1.000 .383
LTO3 1.000 .701
ITB1 1.000 .405
ITB2 1.000 .129
ITB3 1.000 .082
WTP1 1.000 .268
WTP2 1.000 .179
WTP3 1.000 .347
AP-P1 1.000 .162
AP-P2 1.000 .232
AP-P3 1.000 .131

��������	
	��

Extraction Method: Principal 
Component Analysis.
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Total
% of 

Variance
Cumulative 

% Total
% of 

Variance
Cumulative 

%
1 7.031 18.028 18.028 7.031 18.028 18.028
2 3.678 9.431 27.459 3.678 9.431 27.459
3 2.315 5.935 33.393 2.315 5.935 33.393
4 2.221 5.695 39.089
5 2.000 5.129 44.218
6 1.822 4.671 48.889
7 1.665 4.269 53.159
8 1.463 3.751 56.909
9 1.388 3.559 60.468
10 1.273 3.264 63.732
11 1.238 3.174 66.907
12 1.217 3.120 70.027
13 1.110 2.846 72.873
14 .994 2.549 75.422
15 .917 2.350 77.772
16 .827 2.120 79.892
17 .748 1.918 81.810
18 .720 1.845 83.655
19 .669 1.716 85.371
20 .662 1.697 87.068
21 .545 1.398 88.466
22 .533 1.367 89.833
23 .481 1.234 91.067
24 .438 1.122 92.189
25 .414 1.062 93.251
26 .367 .942 94.193
27 .330 .847 95.040
28 .326 .835 95.876
29 .292 .748 96.624
30 .241 .619 97.242
31 .215 .552 97.794
32 .186 .478 98.272
33 .142 .365 98.637
34 .132 .337 98.975
35 .118 .302 99.276
36 .110 .282 99.558
37 .073 .187 99.746
38 .064 .164 99.910

39 .035 .090 100.000

�
������	����������	���

Component

Initial Eigenvalues Extraction Sums of Squared Loadings

Extraction Method: Principal Component Analysis.
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1 2 3
PA1 -.237 .508 .341
PA2 -.137 .623 -.100
PA3 -.062 .472 .091
BENE1 -.156 .646 .072
BENE2 -.160 .792 -.034
BENE3 -.076 .645 -.143
OA1 -.147 .345 -.251
OA2 .132 -.046 .126
OA3 -.101 -.212 .066
BCR1 -.023 .582 -.070
BCR2 -.195 .368 -.116
BCR3 .044 .376 .300
UP1 -.157 .313 -.250
UP2 .049 .027 -.051
UP3 .104 -.093 .072
PD1 .604 -.044 .391
PD2 .685 -.073 .097
PD3 -.369 .234 -.374
UA1 .597 .076 -.077
UA2 .840 .113 -.269
UA3 .725 -.033 -.075
INDIV1 .819 .045 -.072
INDIV2 -.208 .110 .452
INDIV3 .434 .075 -.380
MAS1 .334 .006 -.007
MAS2 .762 .155 .030
MAS3 .643 .126 .169
LTO1 .759 .086 -.203
LTO2 -.560 -.239 -.113
LTO3 .815 .046 -.188
ITB1 .372 .193 .479
ITB2 -.085 -.260 -.233
ITB3 -.050 -.052 -.276
WTP1 .368 -.066 .359
WTP2 .244 .245 -.245
WTP3 .545 .173 -.142

AP-P1 .076 .002 .395
AP-P2 .066 .186 .439
AP-P3 -.025 .122 .341

��������
���
�	��

Component

Extraction Method: Principal Component Analysis.
a. 3 components extracted.
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Scale 
Mean if 

Item 
Deleted

Scale 
Variance if 

Item 
Deleted

Corrected 
Item-Total 

Correlation

Squared 
Multiple 

Correlation

Cronbach's 
Alpha if 

Item 
Deleted

PA1 114.55 135.301 .060 .544 .690
PA2 114.49 131.505 .247 .589 .679

PA3 114.33 129.779 .256 .457 .678

BENE1 114.03 131.524 .181 .498 .683

BENE2 113.55 129.806 .309 .735 .675
BENE3 113.75 130.937 .259 .564 .678
OA1 114.49 137.424 -.055 .529 .703
OA2 114.89 134.826 .034 .406 .695
OA3 115.93 139.541 -.128 .356 .699
BCR1 114.26 132.457 .209 .580 .681
BCR2 114.54 136.998 -.012 .474 .694
BCR3 114.23 132.179 .207 .488 .681
UP1 114.23 134.704 .051 .453 .692
UP2 114.88 134.733 .053 .277 .692
UP3 115.03 134.837 .057 .567 .691
PD1 114.90 130.293 .315 .798 .676
PD2 114.39 129.675 .337 .804 .674
PD3 115.33 139.698 -.124 .796 .703
UA1 114.28 123.921 .427 .777 .664
UA2 113.83 122.951 .551 .913 .658
UA3 114.52 129.606 .366 .856 .673
INDIV1 114.11 125.291 .502 .795 .663
INDIV2 115.02 136.484 .021 .706 .691
INDIV3 114.49 131.182 .231 .687 .680
MAS1 115.00 126.848 .350 .733 .671
MAS2 113.75 127.604 .492 .888 .667
MAS3 113.94 128.400 .351 .853 .672
LTO1 114.11 123.028 .532 .895 .659
LTO2 115.52 144.676 -.352 .719 .711
LTO3 113.85 123.280 .460 .883 .662
ITB1 114.34 129.499 .308 .592 .675
ITB2 114.92 137.771 -.051 .518 .697
ITB3 114.68 134.846 .065 .494 .690
WTP1 114.55 131.523 .212 .559 .681
WTP2 114.83 130.971 .298 .561 .677
WTP3 114.39 127.331 .452 .661 .668
AP-P1 115.58 133.196 .108 .652 .688
AP-P2 115.56 132.188 .122 .442 .688
AP-P3 114.97 132.009 .121 .639 .688

�
����
����
�
	�
	��
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Lower 
Bound

Upper 
Bound Value df1 df2 Sig

Single 
Measures

,053a .036 .079 3.204 99 3762 0.000

Average 
Measures

,688c .593 .769 3.204 99 3762 0.000

��
���������������
	��������	�	��


b. Type C intraclass correlation coefficients using a consistency definition-the between-measure 
variance is excluded from the denominator variancec. This estimate is computed assuming the interaction effect is absent, because it is not estimable 
otherwise

Intraclass 
Correlationb

95% Confidence Interval F Test with True Value 0

Two-way mixed effects model where people effects are random and measures effects are fixed.
a. The estimator is the same, whether the interaction effect is present or not.
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APPENDIX 6 � AMOS OUTPUT 
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APPENDIX 7 � NVIVO OUTPUT  �

NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
Nodes\\art appreciation Nodes\\acceptance 1

Nodes\\cost of art production Nodes\\acceptance 1
Nodes\\cost of art production Nodes\\art appreciation 1

Nodes\\intention to buy Nodes\\art collections 1
Nodes\\interests Nodes\\acceptance 1
Nodes\\interests Nodes\\art appreciation 1
Nodes\\interests Nodes\\cost of art production 1

Nodes\\investment Nodes\\gallery 1
Nodes\\luxurious items Nodes\\intellectual property 1
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NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
Nodes\\market channels Nodes\\gain on sales 1

Nodes\\market trends Nodes\\acceptance 1
Nodes\\market trends Nodes\\art appreciation 1
Nodes\\market trends Nodes\\cost of art production 1
Nodes\\market trends Nodes\\interests 1
Nodes\\niche market Nodes\\acceptance 1
Nodes\\niche market Nodes\\art appreciation 1
Nodes\\niche market Nodes\\cost of art production 1
Nodes\\niche market Nodes\\interests 1
Nodes\\niche market Nodes\\market trends 1

Nodes\\price Nodes\\gallery 1
Nodes\\price Nodes\\investment 1

Nodes\\productive artists Nodes\\art collections 1
Nodes\\productive artists Nodes\\intention to buy 1

Nodes\\relationship between 
artists & community 

Nodes\\gallery 1

Nodes\\relationship between 
artists & community 

Nodes\\investment 1

Nodes\\relationship between 
artists & community 

Nodes\\price 1

Nodes\\relationship between 
artists & dealer 

Nodes\\gallery 1

Nodes\\relationship between 
artists & dealer 

Nodes\\investment 1

Nodes\\relationship between 
artists & dealer 

Nodes\\price 1

Nodes\\relationship between 
artists & dealer 

Nodes\\relationship between 
artists & community 

1

Nodes\\willingness to pay Nodes\\art collections 1
Nodes\\willingness to pay Nodes\\intention to buy 1
Nodes\\willingness to pay Nodes\\productive artists 1

Nodes\\gallery Nodes\\acceptance 0.666667
Nodes\\gallery Nodes\\art appreciation 0.666667
Nodes\\gallery Nodes\\art collections 0.666667
Nodes\\gallery Nodes\\cost of art production 0.666667

Nodes\\intention to buy Nodes\\gallery 0.666667
Nodes\\interests Nodes\\gallery 0.666667

Nodes\\investment Nodes\\acceptance 0.666667
Nodes\\investment Nodes\\art appreciation 0.666667
Nodes\\investment Nodes\\art collections 0.666667
Nodes\\investment Nodes\\cost of art production 0.666667
Nodes\\investment Nodes\\intention to buy 0.666667
Nodes\\investment Nodes\\interests 0.666667

Nodes\\market trends Nodes\\gallery 0.666667
Nodes\\market trends Nodes\\investment 0.666667
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NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
Nodes\\niche market Nodes\\gallery 0.666667
Nodes\\niche market Nodes\\investment 0.666667

Nodes\\organization association Nodes\\gallery 0.666667
Nodes\\organization association Nodes\\investment 0.666667

Nodes\\price Nodes\\acceptance 0.666667
Nodes\\price Nodes\\art appreciation 0.666667
Nodes\\price Nodes\\art collections 0.666667
Nodes\\price Nodes\\cost of art production 0.666667
Nodes\\price Nodes\\intention to buy 0.666667
Nodes\\price Nodes\\interests 0.666667
Nodes\\price Nodes\\market trends 0.666667
Nodes\\price Nodes\\niche market 0.666667
Nodes\\price Nodes\\organization association 0.666667

Nodes\\productive artists Nodes\\gallery 0.666667
Nodes\\productive artists Nodes\\investment 0.666667
Nodes\\productive artists Nodes\\price 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\acceptance 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\art appreciation 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\art collections 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\cost of art production 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\intention to buy 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\interests 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\market trends 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\niche market 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\organization association 0.666667

Nodes\\relationship between 
artists & community 

Nodes\\productive artists 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\acceptance 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\art appreciation 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\art collections 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\cost of art production 0.666667

Nodes\\relationship between Nodes\\intention to buy 0.666667
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NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
artists & dealer 

Nodes\\relationship between 
artists & dealer 

Nodes\\interests 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\market trends 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\niche market 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\organization association 0.666667

Nodes\\relationship between 
artists & dealer 

Nodes\\productive artists 0.666667

Nodes\\willingness to pay Nodes\\gallery 0.666667
Nodes\\willingness to pay Nodes\\investment 0.666667
Nodes\\willingness to pay Nodes\\price 0.666667
Nodes\\willingness to pay Nodes\\relationship between 

artists & community 
0.666667

Nodes\\willingness to pay Nodes\\relationship between 
artists & dealer 

0.666667

Nodes\\gain on sales Nodes\\acceptance 0.5
Nodes\\gain on sales Nodes\\art appreciation 0.5
Nodes\\gain on sales Nodes\\art collections 0.5
Nodes\\gain on sales Nodes\\cost of art production 0.5

Nodes\\intellectual property Nodes\\acceptance 0.5
Nodes\\intellectual property Nodes\\art appreciation 0.5
Nodes\\intellectual property Nodes\\cost of art production 0.5

Nodes\\intention to buy Nodes\\gain on sales 0.5
Nodes\\interests Nodes\\gain on sales 0.5
Nodes\\interests Nodes\\intellectual property 0.5

Nodes\\luxurious items Nodes\\acceptance 0.5
Nodes\\luxurious items Nodes\\art appreciation 0.5
Nodes\\luxurious items Nodes\\cost of art production 0.5
Nodes\\luxurious items Nodes\\interests 0.5
Nodes\\market channels Nodes\\acceptance 0.5
Nodes\\market channels Nodes\\art appreciation 0.5
Nodes\\market channels Nodes\\art collections 0.5
Nodes\\market channels Nodes\\cost of art production 0.5
Nodes\\market channels Nodes\\intention to buy 0.5
Nodes\\market channels Nodes\\interests 0.5

Nodes\\market trends Nodes\\gain on sales 0.5
Nodes\\market trends Nodes\\intellectual property 0.5
Nodes\\market trends Nodes\\luxurious items 0.5
Nodes\\market trends Nodes\\market channels 0.5
Nodes\\niche market Nodes\\gain on sales 0.5
Nodes\\niche market Nodes\\intellectual property 0.5
Nodes\\niche market Nodes\\luxurious items 0.5
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NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
Nodes\\niche market Nodes\\market channels 0.5

Nodes\\organization association Nodes\\intellectual property 0.5
Nodes\\organization association Nodes\\luxurious items 0.5

Nodes\\productive artists Nodes\\gain on sales 0.5
Nodes\\productive artists Nodes\\market channels 0.5
Nodes\\willingness to pay Nodes\\gain on sales 0.5
Nodes\\willingness to pay Nodes\\market channels 0.5

Nodes\\art collections Nodes\\acceptance 0.333333
Nodes\\art collections Nodes\\art appreciation 0.333333

Nodes\\cost of art production Nodes\\art collections 0.333333
Nodes\\gallery Nodes\\gain on sales 0.333333

Nodes\\intellectual property Nodes\\gallery 0.333333
Nodes\\intention to buy Nodes\\acceptance 0.333333
Nodes\\intention to buy Nodes\\art appreciation 0.333333
Nodes\\intention to buy Nodes\\cost of art production 0.333333

Nodes\\interests Nodes\\art collections 0.333333
Nodes\\interests Nodes\\intention to buy 0.333333

Nodes\\investment Nodes\\gain on sales 0.333333
Nodes\\investment Nodes\\intellectual property 0.333333

Nodes\\luxurious items Nodes\\gallery 0.333333
Nodes\\luxurious items Nodes\\investment 0.333333
Nodes\\market channels Nodes\\gallery 0.333333
Nodes\\market channels Nodes\\investment 0.333333

Nodes\\market trends Nodes\\art collections 0.333333
Nodes\\market trends Nodes\\intention to buy 0.333333
Nodes\\niche market Nodes\\art collections 0.333333
Nodes\\niche market Nodes\\intention to buy 0.333333

Nodes\\organization association Nodes\\acceptance 0.333333
Nodes\\organization association Nodes\\art appreciation 0.333333
Nodes\\organization association Nodes\\art collections 0.333333
Nodes\\organization association Nodes\\cost of art production 0.333333
Nodes\\organization association Nodes\\intention to buy 0.333333
Nodes\\organization association Nodes\\interests 0.333333
Nodes\\organization association Nodes\\market trends 0.333333
Nodes\\organization association Nodes\\niche market 0.333333

Nodes\\price Nodes\\gain on sales 0.333333
Nodes\\price Nodes\\intellectual property 0.333333
Nodes\\price Nodes\\luxurious items 0.333333
Nodes\\price Nodes\\market channels 0.333333

Nodes\\productive artists Nodes\\acceptance 0.333333
Nodes\\productive artists Nodes\\art appreciation 0.333333
Nodes\\productive artists Nodes\\cost of art production 0.333333
Nodes\\productive artists Nodes\\interests 0.333333
Nodes\\productive artists Nodes\\market trends 0.333333
Nodes\\productive artists Nodes\\niche market 0.333333
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NODES CLUSTERED BY CODING SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Jaccard's 

Coefficient 
Nodes\\productive artists Nodes\\organization association 0.333333

Nodes\\relationship between 
artists & community 

Nodes\\gain on sales 0.333333

Nodes\\relationship between 
artists & community 

Nodes\\intellectual property 0.333333

Nodes\\relationship between 
artists & community 

Nodes\\luxurious items 0.333333

Nodes\\relationship between 
artists & community 

Nodes\\market channels 0.333333

Nodes\\relationship between 
artists & dealer 

Nodes\\gain on sales 0.333333

Nodes\\relationship between 
artists & dealer 

Nodes\\intellectual property 0.333333

Nodes\\relationship between 
artists & dealer 

Nodes\\luxurious items 0.333333

Nodes\\relationship between 
artists & dealer 

Nodes\\market channels 0.333333

Nodes\\willingness to pay Nodes\\acceptance 0.333333
Nodes\\willingness to pay Nodes\\art appreciation 0.333333
Nodes\\willingness to pay Nodes\\cost of art production 0.333333
Nodes\\willingness to pay Nodes\\interests 0.333333
Nodes\\willingness to pay Nodes\\market trends 0.333333
Nodes\\willingness to pay Nodes\\niche market 0.333333
Nodes\\willingness to pay Nodes\\organization association 0.333333

Nodes\\intellectual property Nodes\\art collections 0
Nodes\\intellectual property Nodes\\gain on sales 0

Nodes\\intention to buy Nodes\\intellectual property 0
Nodes\\luxurious items Nodes\\art collections 0
Nodes\\luxurious items Nodes\\gain on sales 0
Nodes\\luxurious items Nodes\\intention to buy 0
Nodes\\market channels Nodes\\intellectual property 0
Nodes\\market channels Nodes\\luxurious items 0

Nodes\\organization association Nodes\\gain on sales 0
Nodes\\organization association Nodes\\market channels 0

Nodes\\productive artists Nodes\\intellectual property 0
Nodes\\productive artists Nodes\\luxurious items 0
Nodes\\willingness to pay Nodes\\intellectual property 0
Nodes\\willingness to pay Nodes\\luxurious items 0
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NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

Nodes\\relationship between 
artists & community 

Nodes\\organization association 0.824592

Nodes\\market channels Nodes\\gallery 0.750762
Nodes\\willingness to pay Nodes\\market trends 0.738588

Nodes\\art appreciation Nodes\\acceptance 0.721532
Nodes\\willingness to pay Nodes\\art collections 0.703802

Nodes\\interests Nodes\\art collections 0.699007
Nodes\\market trends Nodes\\art collections 0.693518

Nodes\\luxurious items Nodes\\cost of art production 0.691276
Nodes\\relationship between 

artists & dealer 
Nodes\\organization association 0.655937

Nodes\\willingness to pay Nodes\\interests 0.626233
Nodes\\market trends Nodes\\interests 0.62454

Nodes\\price Nodes\\cost of art production 0.603416
Nodes\\willingness to pay Nodes\\intention to buy 0.592526



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 106 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

Nodes\\price Nodes\\market trends 0.578062
Nodes\\relationship between 

artists & dealer 
Nodes\\relationship between 

artists & community 
0.577017

Nodes\\relationship between 
artists & dealer 

Nodes\\price 0.562257

Nodes\\price Nodes\\intention to buy 0.553546
Nodes\\price Nodes\\gallery 0.530152

Nodes\\intention to buy Nodes\\art collections 0.524602
Nodes\\relationship between 

artists & dealer 
Nodes\\cost of art production 0.50983

Nodes\\price Nodes\\art collections 0.492802
Nodes\\price Nodes\\investment 0.488575

Nodes\\investment Nodes\\intention to buy 0.488416
Nodes\\relationship between 

artists & dealer 
Nodes\\gallery 0.48464

Nodes\\productive artists Nodes\\organization association 0.469387
Nodes\\willingness to pay Nodes\\investment 0.467452

Nodes\\investment Nodes\\interests 0.465723
Nodes\\willingness to pay Nodes\\price 0.435615

Nodes\\gallery Nodes\\cost of art production 0.419288
Nodes\\investment Nodes\\gallery 0.417907

Nodes\\market trends Nodes\\investment 0.414759
Nodes\\relationship between 

artists & dealer 
Nodes\\productive artists 0.393156

Nodes\\intention to buy Nodes\\gallery 0.385107
Nodes\\relationship between 

artists & community 
Nodes\\productive artists 0.384969

Nodes\\interests Nodes\\gallery 0.376539
Nodes\\relationship between 

artists & dealer 
Nodes\\market trends 0.37291

Nodes\\market trends Nodes\\intention to buy 0.369111
Nodes\\price Nodes\\interests 0.366487

Nodes\\investment Nodes\\art collections 0.363463
Nodes\\relationship between 

artists & community 
Nodes\\interests 0.360999

Nodes\\productive artists Nodes\\price 0.355672
Nodes\\market trends Nodes\\gallery 0.354303

Nodes\\willingness to pay Nodes\\gallery 0.351345
Nodes\\price Nodes\\luxurious items 0.346033

Nodes\\market channels Nodes\\investment 0.345626
Nodes\\interests Nodes\\cost of art production 0.343998

Nodes\\market trends Nodes\\acceptance 0.333966
Nodes\\gallery Nodes\\art collections 0.321181

Nodes\\relationship between Nodes\\price 0.311482
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NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

artists & community 
Nodes\\interests Nodes\\intention to buy 0.311269

Nodes\\willingness to pay 
Nodes\\relationship between 

artists & dealer 
0.303973

Nodes\\market channels Nodes\\interests 0.298912
Nodes\\relationship between 

artists & community 
Nodes\\market trends 0.295238

Nodes\\relationship between 
artists & dealer 

Nodes\\interests 0.289935

Nodes\\relationship between 
artists & dealer 

Nodes\\art collections 0.288927

Nodes\\interests Nodes\\acceptance 0.288616

Nodes\\willingness to pay 
Nodes\\relationship between 

artists & community 
0.278421

Nodes\\price Nodes\\organization association 0.276109
Nodes\\market trends Nodes\\cost of art production 0.273014

Nodes\\price Nodes\\market channels 0.268753
Nodes\\interests Nodes\\art appreciation 0.266196

Nodes\\relationship between 
artists & dealer 

Nodes\\investment 0.261108

Nodes\\intellectual property Nodes\\acceptance 0.259973
Nodes\\productive artists Nodes\\gallery 0.259117
Nodes\\willingness to pay Nodes\\market channels 0.253591
Nodes\\willingness to pay Nodes\\cost of art production 0.248272

Nodes\\cost of art production Nodes\\art collections 0.247713
Nodes\\relationship between 

artists & community 
Nodes\\art collections 0.247606

Nodes\\productive artists Nodes\\investment 0.237947
Nodes\\price Nodes\\niche market 0.237366

Nodes\\market trends Nodes\\art appreciation 0.23724
Nodes\\price Nodes\\intellectual property 0.23499

Nodes\\relationship between 
artists & community 

Nodes\\investment 0.233042

Nodes\\interests Nodes\\intellectual property 0.232069
Nodes\\market trends Nodes\\intellectual property 0.229762
Nodes\\niche market Nodes\\investment 0.229528

Nodes\\price Nodes\\acceptance 0.22651
Nodes\\market trends Nodes\\market channels 0.223278

Nodes\\price Nodes\\art appreciation 0.217126
Nodes\\investment Nodes\\cost of art production 0.216166

Nodes\\art collections Nodes\\acceptance 0.216007
Nodes\\productive artists Nodes\\market trends 0.213038
Nodes\\willingness to pay Nodes\\productive artists 0.212689

Nodes\\investment Nodes\\acceptance 0.212054
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NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

Nodes\\intention to buy Nodes\\acceptance 0.21144
Nodes\\niche market Nodes\\interests 0.208166

Nodes\\organization association Nodes\\investment 0.206594
Nodes\\market channels Nodes\\art collections 0.205764

Nodes\\investment Nodes\\art appreciation 0.204115
Nodes\\market channels Nodes\\cost of art production 0.200824

Nodes\\niche market Nodes\\acceptance 0.20075
Nodes\\intention to buy Nodes\\cost of art production 0.198378

Nodes\\relationship between 
artists & dealer 

Nodes\\intention to buy 0.198237

Nodes\\relationship between 
artists & dealer 

Nodes\\acceptance 0.195948

Nodes\\market channels Nodes\\intention to buy 0.195248
Nodes\\niche market Nodes\\intellectual property 0.193699

Nodes\\productive artists Nodes\\market channels 0.186472
Nodes\\organization association Nodes\\market trends 0.183392

Nodes\\niche market Nodes\\market trends 0.182364
Nodes\\intention to buy Nodes\\intellectual property 0.180838

Nodes\\willingness to pay Nodes\\intellectual property 0.179472
Nodes\\intellectual property Nodes\\art appreciation 0.178456

Nodes\\art collections Nodes\\art appreciation 0.17812
Nodes\\intellectual property Nodes\\art collections 0.17531

Nodes\\niche market Nodes\\art collections 0.175059
Nodes\\intention to buy Nodes\\art appreciation 0.174968

Nodes\\willingness to pay Nodes\\art appreciation 0.174324
Nodes\\relationship between 

artists & dealer 
Nodes\\art appreciation 0.171875

Nodes\\niche market Nodes\\cost of art production 0.165896
Nodes\\relationship between 

artists & community 
Nodes\\intention to buy 0.162185

Nodes\\relationship between 
artists & community 

Nodes\\gallery 0.161901

Nodes\\investment Nodes\\gain on sales 0.160689
Nodes\\willingness to pay Nodes\\niche market 0.158761

Nodes\\investment Nodes\\intellectual property 0.157341
Nodes\\niche market Nodes\\gain on sales 0.154714

Nodes\\relationship between 
artists & community 

Nodes\\cost of art production 0.154666

Nodes\\willingness to pay Nodes\\acceptance 0.154652
Nodes\\niche market Nodes\\intention to buy 0.154086

Nodes\\relationship between 
artists & community 

Nodes\\market channels 0.154027

Nodes\\relationship between 
artists & dealer 

Nodes\\market channels 0.153126
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NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

Nodes\\niche market Nodes\\art appreciation 0.152938
Nodes\\intellectual property Nodes\\cost of art production 0.14819
Nodes\\relationship between 

artists & community 
Nodes\\intellectual property 0.14814

Nodes\\gallery Nodes\\art appreciation 0.146263
Nodes\\productive artists Nodes\\cost of art production 0.142921

Nodes\\relationship between 
artists & community 

Nodes\\acceptance 0.140072

Nodes\\intellectual property Nodes\\gallery 0.138518
Nodes\\organization association Nodes\\acceptance 0.136433

Nodes\\willingness to pay Nodes\\organization association 0.134437
Nodes\\market trends Nodes\\gain on sales 0.133461

Nodes\\intention to buy Nodes\\gain on sales 0.126686
Nodes\\niche market Nodes\\luxurious items 0.126048

Nodes\\productive artists Nodes\\intellectual property 0.124436
Nodes\\relationship between 

artists & dealer 
Nodes\\intellectual property 0.123102

Nodes\\productive artists Nodes\\intention to buy 0.118911
Nodes\\gallery Nodes\\acceptance 0.118479

Nodes\\organization association Nodes\\interests 0.117566
Nodes\\organization association Nodes\\intellectual property 0.111969

Nodes\\relationship between 
artists & dealer 

Nodes\\niche market 0.107644

Nodes\\niche market Nodes\\gallery 0.104841
Nodes\\price Nodes\\gain on sales 0.099916

Nodes\\cost of art production Nodes\\art appreciation 0.099149
Nodes\\organization association Nodes\\cost of art production 0.098217

Nodes\\relationship between 
artists & community 

Nodes\\art appreciation 0.096257

Nodes\\organization association Nodes\\gallery 0.094766
Nodes\\productive artists Nodes\\acceptance 0.09345
Nodes\\productive artists Nodes\\interests 0.090467
Nodes\\willingness to pay Nodes\\gain on sales 0.090381

Nodes\\cost of art production Nodes\\acceptance 0.090103
Nodes\\productive artists Nodes\\art collections 0.088125
Nodes\\market channels Nodes\\art appreciation 0.087843

Nodes\\gain on sales Nodes\\art collections 0.087522
Nodes\\interests Nodes\\gain on sales 0.085338

Nodes\\relationship between 
artists & community 

Nodes\\niche market 0.08216

Nodes\\productive artists Nodes\\art appreciation 0.080661
Nodes\\market channels Nodes\\intellectual property 0.080402

Nodes\\organization association Nodes\\art collections 0.079551
Nodes\\market channels Nodes\\gain on sales 0.077253
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NODES CLUSTERED BY WORD SIMILARITIES - BASED ON SPECIFIED 
NODES 

Node A Node B 
Pearson 

Correlation 
Coefficient 

Nodes\\organization association Nodes\\art appreciation 0.073116
Nodes\\productive artists Nodes\\niche market 0.071401
Nodes\\luxurious items Nodes\\intellectual property 0.069707

Nodes\\willingness to pay Nodes\\luxurious items 0.069247
Nodes\\organization association Nodes\\intention to buy 0.068546
Nodes\\organization association Nodes\\niche market 0.068278

Nodes\\relationship between 
artists & dealer 

Nodes\\luxurious items 0.064838

Nodes\\organization association Nodes\\market channels 0.063966
Nodes\\market trends Nodes\\luxurious items 0.058732

Nodes\\gallery Nodes\\gain on sales 0.058181
Nodes\\relationship between 

artists & community 
Nodes\\luxurious items 0.052744

Nodes\\relationship between 
artists & community 

Nodes\\gain on sales 0.052459

Nodes\\luxurious items Nodes\\interests 0.047629
Nodes\\luxurious items Nodes\\art collections 0.047266

Nodes\\gain on sales Nodes\\cost of art production 0.045238
Nodes\\luxurious items Nodes\\gallery 0.043066
Nodes\\market channels Nodes\\luxurious items 0.042724
Nodes\\luxurious items Nodes\\investment 0.038465

Nodes\\niche market Nodes\\market channels 0.033822
Nodes\\luxurious items Nodes\\intention to buy 0.032592

Nodes\\organization association Nodes\\luxurious items 0.032397
Nodes\\intellectual property Nodes\\gain on sales 0.032028

Nodes\\market channels Nodes\\acceptance 0.023853
Nodes\\gain on sales Nodes\\art appreciation 0.007071

Nodes\\luxurious items Nodes\\art appreciation 0.006398
Nodes\\productive artists Nodes\\luxurious items 0.005473
Nodes\\luxurious items Nodes\\acceptance 0.003885
Nodes\\luxurious items Nodes\\gain on sales 0.002032

Nodes\\gain on sales Nodes\\acceptance -0.005588 
Nodes\\relationship between 

artists & dealer 
Nodes\\gain on sales -0.007055 

Nodes\\productive artists Nodes\\gain on sales -0.012638 
Nodes\\organization association Nodes\\gain on sales -0.034231 
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Source A Source B 
Pearson 

Correlation 
Coefficient 

Internals\\Interviews\\Transcript - 
Ms. Tasya Nuarta 

Internals\\Interviews\\Transcript - 
Mr. Amir Sidharta 

0.542281

Internals\\Interviews\\Transcript - 
Ms. Indah Arsyad 

Internals\\Interviews\\Transcript - 
Mr. Amir Sidharta 

0.483385

Internals\\Interviews\\Transcript - 
Ms. Tasya Nuarta 

Internals\\Interviews\\Transcript - 
Ms. Indah Arsyad 

0.425852
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APPENDIX 8 � INTERVIEW TRANSCRIPT (TASYA 
NUARTA) �

What is art to you? 
Art is everything that brings you to live. Everything that you can see, you hear, you 
touch, you hear. Everything you see on earth, in a way or another has to be related to 
art. 

Why do you think so? 
Because everything needs art. For example, when you sit down, you sit on a chair. That 
�!���� ������ ��� ��� ����/���� �,� �������,-� ���� �!����� +���� ��� ����� 1��,�!��/� ,��� ���-�
when we walk even tiles and fan above our heads. Art is discipline. From paintings, 
photography, sculpture, performing art, down to design and industrial designs, 
everything a part of art. Even culinary, food and cuisine it has some sort of art in it. The 
color, the composition. The way they put garnish and everything. It has to have some 
sort of art in it. To help people enjoy it.  

Why art interest you? 
Art has been around for a very long time, even during the age of the caveman, they 
already start painting as part of trying to tell their story. Language is not common at that 
time, so the way they tell their story is through having their handprint painted to the 
wall of the cave in order to tell a story about themselves, with whatever they can find. 
	!����� ���A��/� !� � ��� ��1����� !�1�� �� 1��,� ���""� ������ 1�"���� ���� �!�,� !�1�� �!��
thought, not only to survive, but also how to convey their story in a very poetic way. 
Not just about showing that they exist but it is deeper than that.  

Which kind of art you find yourself most intrigued to? 

��������������!�������+"���-�
������������������/����*���������������������������������!��
esthetics, and for me that is very relative. But designs are more into functionality, and 
the trends and everything so basically I am more intrigued into design. In terms of 
design, I am personally like product design. That is because, everything that you see 
now all of them are based on a design. It is actually designs based on the things we 
dislike. For say, we sit on this chair and some people find it uncomfortable, then they 
might come up with the same design but makes it more comfortable. That people will sit 
down longer than the previous design. That's why I like product design. 

Yet, in terms of fine arts I do enjoy surrealism in terms of movement, which is Dahli. It 
is very daydream-y and classic. The ability of the artists to think about things that way 
is b�,���� ���"-� �!��B�� !,� ����� ��""��� ������"�������� ����+!���/��+!,-� 
� "�'���"��'�����
white very much. Sculpture, I like modern more, in terms of Indonesian art. Indonesian 
classic arts are more poetic and meaningful. You have to know everything about the 
Wayang that you try to convey. If you make Pandawa for example, you have to know 
which chapter in the story that his character came from and it is that deep. So, if you 
don't have any understanding about the story than you will not have the understanding 
of the sculpture. The modern one is easier, they have the title next to it and the synopsis 
about what the sculpture is about so it is easier to understand. Performing arts, I like all 
����!��������+�����",��C�������!������-�������-��������"������������1��,��asy to understand. 
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Indonesian performing arts are starting to get up more with the latest Laskar Pelangi 
)�����"-���������!��� ��������,��!���������!��/�������
����������+��������/������

���	��	�� 	����!	��"	��	�� 	����!	����#�	���� ��	$��!��	�����%���	��ory is very 
simple and easy to understand? 
I think ���� because people that went to school abroad they came here and try to look for 
presentable performing arts that are not very classic as Wayang. This one is very light, it 
is 4 to 3 hours, you can laugh in between, cry in between and it is very light. People in 
performing arts, they start to pack their products in a more young package for younger 
audience to get interested to. 

Do you think these contemporary arts nowadays are more about the artist selling 
their feelings toward the market, the audience? 
I think it is more into breaking through right now. Because back in the days during the 
Suharto era, a lot of artist are trying to express their feelings because they feel like they 
don't have voice whatsoever. Even if they have the guts to speak up, they will probably 
get arrested so back in the days they became really creative in ways they try to express 
their feelings. But the arts are usually based on daily situations, more about what they 
see, the trends and everything. The arts is really mocking the trends or mocking the 
environment. It's like they don't care about the norms. A lot of artists came up with a 
great cartoon based on the presidents and the former competitors of our presidents now 
during the election times.  

Do most artists made things because they want to make them or based on orders of 
the customers they have? 

��!��'-���������������������=�'����������"���	!��B�� !,�����������+�+�"�����������/���"���"��
bit crazy, because they use their emotion more rather than their logic. 

Do you think the amount of emotion that they use in their arts determine how good 
they are as an artist? 
Most artists did not use much of their logic unless they are a designer or an architect 
because you have to use it more. Especially photography because it is more than just 
capturing the objects in the photo but also the emotion happening surrounds it.  

Do you collect art? If so, why?  
I have some. I am starting it. Because it takes a lot of time. We have to shop carefully to 
make sure that the artworks that we choose really worth something and can actually 
worth more in the future, and also to make sure that it is a work of a famous artist or a 
promising ones. If we are talking about the artist that existing on the market nowadays, 
it cost a lot. I only have 3 paintings now. 

Is it easier to invest on painting rather than sculpture?  
It is. Painting will sell in any market.  

How much are people willing to spend on arts? 
In terms of investment, people may be willing to spend more. Especially if they know 
that it will return. 

Is buying art usually only based on personal preferences? 
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For me, yes. I am still on the stage where I think this piece is interesting and so I can put 
it in my house. I am not in the stage where I can prospect the future of an artist and so 
see their painting as part of investment that I can resell in the future.  

How do you see the worth of a painting? Or you do just believe in the artist?
You can see the lines, the emotion. It is different. But in order to do that, you have to 
see the full set of the artworks. Sometimes in that series the trend is going up in that 
sense it should be good but then artist sometimes their emotions goes up and down, and 
in that sense, it may not be that good. Especially a lot of galleries try to approaches 
young artist to do a solo show on their full set to see rather people like them or not.  

Do artists usually sold their arts to the same customer again? 
Usually yes, because most of the time the customer will also like his other artworks. 

A solo show for an artist is a big thing to give. How can you be so sure to give these 
opportunities to such a young artist? 
It is not actually about the sales. When you are handling a lot of painting, you can 
actually see, the lines, their ability to convey their feelings. You have to have this 
special ability to see that. You got trained after a while and you start to see how one 
artist differ from another and how one of them is simply a little bit more promising than 
the others. So this art world is a very narrow world indeed. It is only for people who 
really understand the value of it. And that's the job for curator. They see the artists, goes 
to galleries, see the workplaces, and then bring their work to a gallery. Because 
sometimes when you put an artwork in different places, you can see different things. If 
you have a painting that you have in your home for example and bring them to a gallery
it might not be that interesting anymore, or maybe they will look better inside a gallery. 

Is there any other thing that may add value to the artwork? 
Placement. You have to have a big wall.  


��	&��!��	��	���������	��	� ��	�	�����'	&��!��	������(	�����	��"

������
�����1��,����!�-�1��,������ �����!�����������/���/��!��� �""������!�������or and the 
artists, the gallery owner. We have addition of one or two collectors every now and then 
but the young ones only collects one or two at a time while the older one keep coming 
for more.  

Some of artist in Indonesia are more known abroad and they move abroad and 
make their art there instead of here. Why do you think this is happening? 
Because in Indonesia, the majority is Muslim. 
���!��������-�������+����"",�D��������������
really appreciated. Most of government abroad really appreciate and support arts and 
the artist too. But so much here. Even the way some school has art majors and people 
thinks that it is for the stupid people. So the smart ones go to science and the social went 
to social while the stupid ones are into arts and languages. Even the government has 
differentiated it that way.  

Will someone be more prestige or appreciated if they have an artwork? 
The ones who are interested in arts are mostly people who have extra money after their 
basic needs have been fulfilled. They have extra money that then they spend through 
������	!�����!� ����!���������
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Do you believe that this market will grow in the future? What is the expectation of 
people when they buy arts? 
I do see that. Young investors they start to see how well and promising the investment 
on arts is. So the young ones start to collect more. Most of them collect painting for the 
convenient of storing them. Or they buy only small sculptures. 

What can support people on buying arts? 
Arts will never go down, it will always go up. Especially if the artists passed away, their 
��� ��'��� 1�"���  �""� ���'���� ��� �!�� ,���/� ����� ������ ��� ��""���� ������ )���� ��� �!���
collect painting for the convenient of storing them. Or they buy only small sculptures. 

Are the people usually compared what they want ��	� �	'���	��&����	'����	�����	
in the market? 
At times they do. Older people usually have a stronger and mature taste that has been 
brewing for quite some times. 

Are people usually afraid on buying arts for not knowing about the value of it? 
It is only such a small understanding market that understands the value of it. Nowadays, 
people can go with the thought of just print the artworks themselves rather than buying 
an original piece.  

Do you think that mindset will change? 
It is hard. Even in the market abroad, people keep printing the artworks despite on the 
copyrights it has. But in reality, we can actually teach them on how to get a cheap and 
legal copy of an artwork. Many people don't understand that, they think that artworks 
are just something that they can copy because in terms of intellectual property in 
Indonesia, it is not that tight and the government does not actually support that. Even 
musicians get problems from people copying their works. It is very hard and almost 
unstoppable in here.  

Do you think the market acceptances towards the artworks are also costing the 
level of appreciation it gets here? 
I do think so. The support is lacking, that's why the artists are suffering. If the 
government supports the arts, the artists will likely to survive. We have to pay taxes for 
the painting and sculpture that exhibited to the publics. A lot of times, we have to pay 
the taxes. 

What kind of taxes are we talking about here? 
When you have a painting or a structure that being exhibited, you have to pay a tax. 
And this are view as a luxurious item, the same way when you have a car in a public 
+"����,���!�1�����+�,�����E�����E!������!�����E��
������������'�������-���������� the law. 
1������������������� ��/�""��,-��1�����������������E!�������-��!��/�1������t thinks that it 
is purpose to the public; we still have to pay the tax. The tax is paid per artwork. This is 
a lot for some artists that creates a lot and also displays a lot. It is all because arts are 
consider luxurious items. No matter what happen, eve������������������""-��!�������������""�
have to pay for the display. Back in the days, in the times of Bu Mega, we have to pay 
the taxes for GWK even if it is a public piece. The tax, if I am not mistaken is 60% from 
the production cost. This is a lot of money. But then Bu Mega went down and the law 
kind of changed and we are all confused. It is kind of hard since it is the law and what 
�!��/�1����������,���8��������/���/���������
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Is it why most young artists rethink about joining the market here? Because it is 
complicated? 
The young artists need income. Being an artist !�����������!���,���������!�1���������
every month, in which abroad you can get some sort of allowance when you are 
unemployed. In San Francisco-� ����� ������ D33� ��""���� �� ����!-� ����/!� ���� ��od and 
shelter. 

This is the difference between foreign market and domestic market? 
C��-� ,��� ���� ���� �!�� �����"��,� ��� �������� !���� ��� ���� !����� �"����,� ��� �!�� �����/�� ����
market. It is like we are on a shell. Indonesian tends to copy things. Most think that if 
�����!��/� ��� ���������"-� �!�,� �!��"�� ��+,� ��-� ��� ������ ��� /���� ����,�� 
���� ��� "��/���
about a way to portray their feelings. So that's where you have to draw the line that 
abroad people try to express their feelings, because no matter what they are gaining 
something. International market is more open. We can see some exhibition in the malls, 
but that doesn't flatter the painting. The display makes the painting looks like it cannot 
be that much money to own it.  

We do need places where we can actually properly view arts. Do you think so too? 
Yes, we do. Even the museums that the government has are not well maintained because 
it has a high operational cost. Most of artists that want to have exhibition there they 
have to look for their own sponsor to help them fund their shows. Each artist has their 
� ��+������������!����!�,� �������������������+"�,��!������� ��'���%����!��/�""��,-������
hard to alter to all the artists need. If they are going to create an exhibition, they will 
invite the big ones so when one of the painting go sold, the will get a percentage from 
the sales. 

Do usually artists will do better and sell better if they are in an association? 
There are some art institutions or foundation that might help in terms of giving sponsor. 
But most of the time, it is our own money. So, it is like an investment. It might return or 
not return. You just have to believe in what you have. 

For example, the next thing that is coming is Pasar Seni ITB. We have to see the 
market. Pasar Seni is open for everyone, so we have to sell sculptures that cost about 
Rp.15 million each, equivalent to roughly US$ 1,113 (Bank Indonesia, 2015)which is 
considered cheap. And after that event, in a month of two we can sell it for like 20 or so.�
Then why artists stay in Indonesia? Like Mr. Nuarta? 
Basically because we still love the country Indonesia is, and for the reason to educate 
more Indonesian on arts. We open a park with sculptures display and even though it is 
free, not so many people come in. We even got people from Islamic group who came 
and ask whether the owner of the park is Islam because it is haram to have sculpture. 
And there are many regulations and laws that we have to follow just because we are 
open for public, even though we are opening our own place. They like money better 
than arts. I think it is stupid in a way. Even though it is ours, or even if we put the 
images inside we have to still pay for the recreation taxes because we are opening for 
+��"���1������	!����� !,������!�����������������������
�������������use we have to fight a 
lot of battle.  
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��	������	�������	���&	��	 ���������	����%	���	��	�	)��	����	��	���������(	����	
are assuming conventional job as a job more even though making arts is also a 
form of job. 
Exactly. The good thing is I was born in the family that is art oriented so they can 
accept if someday one day I want to be an artist. Even though I am a designer, if one 
��,�
��������+�����/�����-�
� �""�!�1���!������""���++�������!�������"������������!����+����
Some people are very talented but their family forces them to do something else 
completely. 

Why do you think Indonesian arts are interesting for international market? 
We have a very unique heritage it is something that always is force put into some 
��������� ��� ��'��8��!�1�������'/������ ����highly respecting our family and then we 
have a story about Malin Kundang and the artists will try to put in something from that 
story into their artwork. If you see the title of an art pieces they will be related to our 
heritage for some reason. For international market, they are interested into the story 
behind it, and wrapped into the artworks that makes it cost even more. There are more 
�!��/!���+������������	!����� !,�����������������/�

Nowadays arts become more about feeling. The graphic behind DAMN I LOVE 
INDONESIA, they still have Garuda and Indonesian aspects on them, which is 
traditional but matched with modern and catchy phrases. They have a deep 
understanding on their history and cultural background. For example, Garuda is not just 
one of our nationality symbols ���� ��� /���� �,� ���'� ��� �!�� ����,� ��� 9Wayans���)����
artists, they actually learn that history and try to portray that into their artworks.  

Do they learn them because they are proud of it or because they think it will sell? 
A lot of the young artist doesn't think about selling. In Indonesia, most of the young 
artists are still living with their parents, so they support them. They don't have the 
��������,������++�������� �!����"1���,����������� �!��-���""��/�����'�,��*��� ������-� �!�����
fine too. So for young artists they are actually better here than the one internationally. 
Because they still have this safety net. 

So we are selling because international market likes the idea of Indonesia and the 
culture. But what about people in Indonesia in Indonesia, they are not actually 
appreciate that. They do take them for granted. Do you have any suggestions for 
artists who are staying in Indonesia? 
Just stay there. Keep your faith on. Spread your wings; meet people from here and there, 
inside and outside of the country. Because if you meet a lot of people you get a lot of 
input and then you can be invited to many exhibition and that can start you up to enlarge 
your name. 

Starting up is hard because nobody understand you yet. Like any other job, networking 
is important. If you want to start, you have to hang with the artists. To see who are you 
in the market with, where to market your products, where to starts, how to start, how to 
manage your pieces, how to calculate your selling, how to set the prices. These are some 
of the things that you can get from hanging out with fellow artists. 

How to actually put a price to the artwork? Some seems to be so expensive and 
� ���%�� �	�����%	����	������	'��	���	��� ����	* ���	+�&� �	�������	&�!�	���&(
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Some artists are really confident about their artworks. Someday one day they will know 
�!���������������!��+�����/��������",��������!��+�������

Do artists have a target on how much they should accomplished in terms of 
artwork? 
Yes, because if you can sell more rathe�� �!��� ��""��/� ���� �E+����1�",-� �!����� �����"",�
better. 
���� !�����'�������/��������������������������-������������+��� !���1���+�������!�,�
want for the pieces. While designing is commercial arts, you have to ask your client on 
what they want and their budget for how much they want to spend. So it is really about 
matching. It is really about the artist. It may get crazy. It may also affect to who made 
the arts. 

Is it more into skill or more into experiences? 
�'�""� /�� �� ����� �E+���������� C��� ������ ���"",� have skill without practicing it. You 
have to keep on using it to get it better. So it is important for them to just keep doing 
their art so they can be better and better.  

How does the artwork can be useful for the one who purchase it? 
People who understand arts buy arts so they can grow. It is going to both ways. When a 
collector buys an art they expect the artist to make more and they will become better 
and in the future the price will become higher. They have the freedom to make whatever 
they want, and price them whatever they want. And they buy can buy whatever they 
want from whichever artists they want. 

Normally it takes a lot to start trying to sell. Indonesian has a lot of talents but also there 
are already these big names that are already on the market, it hard to compete with the 
��/��������
����������+�����������!���������'������++���������
�����"�'��"����/��+�����!��
top until the big ones are gone. There are a lot of young artist who are like that. Tita 
Ruby for example, she is very unique and very patience, She got her work got seen by 
many people and successfully emerge in the market.  

Some arts are becoming digital, now with that more people can see their artworks. The 
easiest way to sell their work now is through design. For example the painters now are 
trying to make lampshades, pillowcases and things like that because it is easier to sell. 
Many artists emerge because they are so different. You have to be different to be seen.
They can be whatever they want. It a bigger acceptance now, that's why you can use 
many different ways to exhibit their products. You have to make sure you are seen. It is 
hard in Indonesia because they are coping most of people here. Some of these people 
just emerge because they go against that stream. 

There is a stereotypical of coping is the best way to being the best. Our education 
system even portrays that. While abroad, you are taken as far as you are from the reality
because they know every eye and every hand are different. It is okay being different. It 
is how you see things. You have different brain, so it is for sure different. We are trying 
to educate people to come to our places and try to make differences. We take them 
around to see the process so they will appreciate them more. It is not actually as easy. 
The easiest art to understand is photorealistic, even that some people don't believe that it 
is an artwork because it is too real. 
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This market is random then. Some really understand what it is, and some other 
has no idea at all. 
Yes, nobody in the middle. 	!����� !,������!�������/�� ��
����!��������!��/���!����1���
educationally and culturally we are not actually trained to see that. It takes people more
to understand arts, because we need to involve our feelings into art. Even to solemnly 
understand and enjoy art. 

It has grown, although I still see the same people coming to different exhibition. It will 
��'�� ���������F� �� "��� ��� +��+"�� ���� ��� ������� ��� +������/�� ���� ���"+������� 
���� �'�""-
related. Some of the material we have to import some materials to make them. In our 
 ���!��-������+������/���������"+������������"�������"��/�����������!������������,���/�
people now wants to have small house bit design them well and there is where arts can 
come in. Photography is also very easy now with social media and the technology.  

	!���������/����������/�+��8������"",�����+������/��������/����+��������!����������!���
�������!��������������������",���""���� �!�������������� ����E+����1��������!����!��������
+������� ��� ��'�� �� -�  !��!� ��� �!��+��� ���� �"��� ���,� �!�����  !,�  � are starting to 
collect them again. IKEA also have some printed ones, legal and very easy to buy. 
Someday people will start to understand the different between real original one and 
reprinted one. 
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APPENDIX 9 � INTERVIEW TRANSCRIPT (AMIR 
SIDHARTA) 

What is art for you? 
In term of visual art, art for me is expression or thoughts that are made into a visual 
form. 

So everything that we see, can be art? 
Well yes. Anything can be art if it was made with feeling and was made in a state of 
emotion. Without any o���!��-���� �������������*�������!����!���!���-���������������� !���
art is. People can find something that they happen to like or attracts their attention. With 
that sense, for that person, that one thing is art but who is the artist? Maybe it is that 
person who found it, because they are the one who saw it as beautiful. 

Do most artists made things because they want to make them or based on orders of 
the customers they have?
Based on what they feel like. Nowadays it is more into thoughts though. 

In that sense, selling it will be hard then? What is the expectation of people when 
they buy arts? 
Selling is a different thing. Here in Indonesia, art sales are made in purpose of 
investment.  

How much are they willing to spend on arts? 
The willingness to pay for each of the artworks is normally quite high. It is all depends 
on the market trend as well. 

How to determine a market trend? 
Well, from what is selling right now on the market. Here, the bases of art collecting are 
based on the trends, which is not entirely a good foundation. A specific people or a 
certain group of interest can make trend. For instance, there are these 10 people who 
like this particular artist. He/she is very productive and very promising for this group of 
people will gain a lot of value to their works in the future. So then, 10 out of 100 
artworks that this particular people made in a year, will be held by this group of interest 
will the rest 90 will be spread to galleries and auctions or even this group will buy all 
these 90 paintings at a relatively lower or at the same market price deducted with the 
commission for galleries and also the agent. That commission can reach up to 50% from 
the price of the artwork. Further, they will put some of this artist greatest work into 
auctions and rise �+� �!�� +������ 	!�,� ���� ��� �!��� �,� ��,��/� �!��� �!�,� "�'�� �!��� ���������
 ��'���������""��������'���������!��+������/��8!�"���!�����!�++����/-�����!�������������
the auction, which is also a part of this group of interest will also say that they have a 
piece from this artist. By doing so, a collector will be interested to have this artwork for 
the popularity of it and the fact that the price itself is quite high to start with. This 
particular collector will be willing to pay as high as it gets and to have the painting in 
their auction as well. Even though this trend itself is actually create by this group of 
interest.  

When the auction comes, they will bid for the artworks in order to raise it up to a certain 
price they want.  For instance, when a gallery gives up an artist artwork, they can say 
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that it was before purchased for over Rp.50 million, equivalent with roughly US$ 3,743 
(Bank Indonesia, 2015), when actually they bought them from the artist for Rp.25 
million, equivalent with roughly US$ 1,871 (Bank Indonesia, 2015). In auction, the 
artwork will be priced within the range of Rp.40 million to Rp.60 million, equivalent 
with roughly US$ 2,994 to 4,491. This artwork was intended to be priced over Rp.100 
million, equivalent with roughly US$ 7,485 (Bank Indonesia, 2015). A couple of 
bidders, who are actually friends, will be bidding against each other to boost up the 
price of these artworks into their desire. Through this proses also, other people can see 
that this artwork is wanted and looking forward to bid on artworks made by the same 
artist. 

Is buying art based on personal preferences? 
Indonesia does have a strange behavior of wanting for someone else to start bidding 
��������!�,��������!����"1����	!�,��������������!����� ��:��/����������������� ������!�
artworks that they view as good. Once other people bid on the same thing, they will feel 
:��������� ���� �!��� ������ ������/� ����� ������ 
���������� +��+"�� !�1����� ��1�"�+��� �!����
own personal taste and judgment towards an art pieces. For them, this is only a 
commodity, not art. Most of them are interested more into the gain and investment 
factors of the artworks rather than the art itself.  

What can support people on buying arts?
The most frequent question asked is that which of these artworks that will give bigger 
gain in the future? This will be one of the most significant aspects that can assure them 
to buy. They believe the view of other people than to believe in their own judgment. 
They will like to know if other people will buy the things that they want to buy. 

For example, one artwork can be so good and nice visually but then the things that are 
used in the painting are hard to understand and accepted by most people, like murder or 
bloody scenes. Instead people like scenery more, they will most likely but the scenery 
one instead of the murder one despite that they like the murder one visually better.  

So, mostly people who are in the business are actually people that already are in 
���	��&& ����	+��	�	,���	���%	��&�-	�����	��"
Mostly yes, but there are also some new ones. These new ones, who are usually, think 
more about the possibility of gain from the reselling of the artwork in the future. 

Do artists usually sold their arts to the same customer again? 
Well yes, seeing from the trend. They do come back to our auction. 

Could you please walk me through the process of an auction? 
From our side, we have several channels, from individual artist or gallery. Some of the 
galleries already cooperate with us, which then will lead them to bring the artworks of 
the artists that they have to us to put on the auction. We also have individual artists that 
were not represented by any gallery and were not displayed at any gallery. We also have 
dealers, which are the same with galleries and also collectors. Sometimes, we also see 
some artworks that we find in various galleries, which then we put into the auction after 
contacting the gallery or the artist. But then for some reason, artworks that are 
represented by a gallery are bestselling for the galleries already have an obvious market 
and also because their artworks are obviously good. After that, we filter the artworks 
again. 
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How does the artwork can be useful for the one who purchase it? 
For Indonesian now, it is more into another kind of investment.  

Do usually artists will do better and sell better if they are in an association or 
organization? 
Yes, especially if they are a part of a gallery or represented by the gallery. 

Will someone be more prestige or appreciated if they have an artwork? 
In certain community who understand arts, that may happen but not always. 

How to determine the price for the artworks that comes from an artist directly, 
����	'�����	�����������	��	�	%������"
We already have our own prediction for the prices. For instance, we have 150 artworks 
from galleries, artists, dealers, and collectors. All of them contribute equal amount of 
artworks to the collection for the auction. We will also compare the artworks with the 
��� ��'�� ��� �!�� ����� ������� �!���  �� �"����,� !�1�� �������� 	!����� ����� �!��� �!������ ��
possibility of having a fake artworks. These imposters are really good nowadays.  

Is letter of authorization affecting the price of the artworks? 
Not exactly, but it does help the buyer to be more certain about buying the products. 

How about the visitors? 

��������E������ ������"��+��+"��

Does that mean that there are already many people who are interested in this kind 
of investment? 
8�""-�������"�������E��	!���������"���������� �""�����!���� �������*����!��/�� �!��������
actually significant. Most of them are expatriate, the thing with them is that most of 
them will go back to their country in a year or two and new ones will be coming.  

��-	 ��	 ��	 �� �	 ����	 ������	 ���	 ��++�������	 ���'���	 ����������	 ������	 ���	 +����%�	
people? We did not appreciate art as much? 
8������������"",�"�1��/�����������������/������8��������!�1������/!�/�������������
Maybe if we have some we will be able to appreciate it more. The appreciation toward 
museums comes in layers. The first layer is where we are now, superficial appreciation. 
Until we get to the third level then we will understand the art better. 

What is a good art for you? 
�������1��,���"���1���
�����""���������� !���������������������� !���������-��������/�������
����������!��/��!�����������������!��/!���%�����������, when somebody saw a painting, 
out of nowhere they will come up with a though. Regardless on is it because of the 
colors or the subject in the painting, people that sees it becomes fond toward the 
painting. 

Is it based on the skill of the artist or based on the people themselves? 
It is actually a mix of both. It is different in many people. People can like artworks for 
the artist who is crazy enough to make such a thing. But from the perspective of the 
artist, they are good if they can portray what they are feeling with their art. Even better 
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if they can expand those feelings and expression. Sometimes, on artwork can make 
different suggestions and thoughts throughout people who see it, that even better. 

In an auction, the artworks that are on sale are very niche. Mostly organic artwork like 
paintings and sculptures. In the market, maybe only few those are interested and would 
like to join the market in this kind of investment.  

What do you think the market is for people like me, which is in a young age? For 
us who just about to get into the investment and wanting to know whether our 
investment will be good or not. Is the value of an artwork will go down like any 
other investment? 
Yes, that can happen. For instance, there is this artist who is very famous and always 
priced very high, like Rp.20 million , equivalent to roughly US$ 1,497 (Bank Indonesia, 
2015), which is actually pretty expensive for an artwork. But now, it is only Rp.10 
million to Rp.15 million, equivalent to roughly US$ 748 to 1,123 (Bank Indonesia, 
2015), which is way lower than what it used to be. Especially in Indonesia, that did not 
actually have a solid price bases for an artwork. In Europe, the price of an artwork is 
usually pretty stable. The price itself got down in response to the mar'����������
����:����
�!��� �!�� ������ �������� /�� �!��� �,� ��,������ 1��� �!��/!� �!�� ������� �!����"1��� ��� ���
longer alive, it will not affect the price of the artwork. 

Do artists have a target on how much they should accomplished in terms of 
artwork? 
Well yes. Artists with more artworks will most likely priced higher, because there are 
enough artworks of theirs that can go around and they can get more exposure and then 
priced higher. Art commodity is weird and different. An artist productivity is important 
to be able to create a turn and circling of artworks that will help their promotion and 
exposure. In order to do so, they have to have at least 100 artworks, they who are 
productive and produce about 10 a month may start doing their business in a year or 
least. 

So, there is a minimal quantity of artwork to join in the market?  
	!���������0���������� ��-� 
�������'�� �����������*����1���""-� �!��� ��� �!�������+���1��,�
dealer and speculator has their own criteria of investing their money on one collection.  

Is this group of interest legal? Since they are actually affecting the price of the 
market? 
8����������,���,����!���� 
�� �������/��������������%��� �������-� �!���� ��� �!���������� !�����
represented by this one dealer. One day, this artist got some critics and this artist 
offended the dealer. At the end of the day, their artwork price can go from hundreds of 
millions dollars to only a few millions. If you are an artist and I represent you, I will 
make sure that your artworks will cost a lot. I will do that by voluntarily bid on your 
artwork. I will even put people in the auction to make sure that you will end up in a very 
!�/!�+������ 
�� ,������� 
�������!�1����!��"�!,� ��"�����-� 
� �""����������,���� �!��� !��!�
then leads to you not having a high price. The relationship between artist and dealer is 
important.  

Is there any written agreement between the dealer and the artist themselves about 
this relationship?  
Yes, there is but these misunderstanding and conflicts are not written in it. Maybe it is 
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different now, maybe more artists know about this. But the base of it, most agreement 
������������������!��������������������1�����

So, there is an unconfident behavior from these artist that feel the need to be 
related to a certain dealer in order to help them as they go into the market, 
���� ��	�+	����	�����	��	����	��	'���	��	,���	����	+��	���&(	��	����	��"
Yes, it is hard and not at all easy. To get into the art world, you have to do both creating 
and looking for exposure at the same time. The competition and the game within the 
sales can be good with a certain obvious limit and also boundaries of course. If you 
happen to be making artworks that are hard to be understood, maybe it is better for you 
take a distance for a while. 

What about the age range? For people who are bidding as well as joining the 
auction? 
There used to be a very young kid, about 15 years old who was brought by their parents. 
Maybe he is 20 something now. They sometimes follow the auction and bid but never 
ended up paying up for it. They then ended up getting black listed.  

How to be a part of this art market? 

�� ��������� ��1�����/-���,��� ������������ ��� ���� ���������1�� �������	�������-� �!�,� �!��"��
look up what it is on the market and what happens within the auction at least three 
times, so they can see and observe other auctioneer. But it is tough though, to divers 
whether they are really collectors or dealers. 

Why do you think for people in a younger generation, they are more interested in 
different kind of investment like property or gold rather than art investment even 
though they are capable of investing in arts?  
Property and also gold have solid base of standards. There are references on prices and 
they are very easy to compare while, as artworks are harder. The ability of the gain for 
the artworks is also very tentative. It can go higher or lower. All of them are depends on 
the market itself, it is unpredictable and always different. It is more uncertain than the 
sectioning of area for property listing in Jakarta, for instance. We can start buying 
property for a very cheap price nowadays; in the future will be much different if the 
location does not change because geographic location does not change.  

Are people usually afraid on buying arts for not knowing about the value of it? 
It can be. With artworks, it is more uncertain. The market always change, there can be a 
new artists coming up. It must start with understanding and also have the ability for it. 
They have an intention to pay, but maybe afterward they thought about it and then 
realized that they are buying the wrong thing.  They only want to be seen in the market,
without knowing anything on the background. 

What gets you into art? 
Just because I like it. 

Why you establish this auction in Indonesia? 
Because only few people that actually like going to museums, more people go into 
auctions. I was thinking that if we make an auction with lots of educational aspects, the 
maybe more people would be interested in art as well as the knowledge behind it too.  
This is now also a very promising type of business. 
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What do you think about the art market nowadays? 
I think we should not be so much in a rush. I believe we can establish a better 
understanding and appreciation through auction. Later on, the knowledge that people 
can get from the auction can be spread out from them, which then will encourage the 
growth of art within Indonesia. 

What about in the future? What do you think is the prospect for art business? 
Looking pretty good actually. I believe one day we will have a good museum because it 
will be a necessity. When we have one good museum, the bases of knowledge will grow 
and the appreciations of art will also becoming more solid. For now, we are lacking for 
things here and there. The value of Indonesian art now has gone pretty high from Rp.1 
million to Rp.10 million equivalent to US$ 75 to 750 (Bank Indonesia, 2015), until now 
hundreds of millions even billion. That also why we should appreciate Indonesian art. 

How about placement and the location of the display?  
Yes, that is very influential. Maybe because we are not given stories aside from that to 
support the display of the artwork. The environment gives up a lot of influence towards 
the decision of buying and also enjoying the art. 

Is there a list of the sales and tracks of the previous owners of the artwork?  
We do have the list.  

Is there any other thing that may add value to the artwork? 
The previous ��""������� names might influence the price but not always. If this one 
painting was owned by one of a very famous collector, that can lift up the price. Most of 
the time in auction, they announce from which collection this artwork came from. With 
�!��� ������������ ��� ���� ��++���� +��+"���� ���������� ��� ��,� �!�� ��� ��'� ���  �""� ���
influencing the price of the artwork. The origin story of artworks can add value to the 
artwork. But this information was sometimes not delivered, for reasons such as the 
collector does not want to be known for selling up their collection. The stigma of 
auction in Indonesia is still very negative. Auction is identic with the image of selling 
up your belongings means that you really need money or even bankrupt. In foreign 
countries, most people participate in auction just because they want to sell the artwork. 
Indonesian stigma on auction in general is very negative. 

Is it the same, the point of view of this collector and the group of interest towards 
artworks in general? 
There is a similarity. Most of the best artworks in auction indeed became a stock for a 
certain people. For instance, in our auction, there are few artworks that are very popular 
among collectors. For some reason, out of these 150 artworks that we put in auction, 
there are these 5 artworks that are very popular among these collectors. They just bid 
right away.  Maybe there are influences from the sales person of the artist that announce 
that this artwork is good. Most of them also have an agreement in times of bidding, so 
they can end up buying the things they like. 

So, relationships amongst the member are important? 
Yes, sometimes there is also a certain hierarchy. If this group of interest happens to 
!�1�� �� 9"������-� �!�,� !�1�� ��� ���+���� �!��� +������ ��� /�����"�� ���������� �!�,� �"��� +���
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more people to help them bid, so the relationship between the members of this group 
will remain protected even though they want the same artwork. 


��	���	������	 � ����	��&�����	'���	����	'���	��	� �	'���	��&����	'����	�����	
in the market? 
Possibly. Some more mature audiences, they have an idea of doing business and also 
more mature sense of taste. Maybe it is like when we are younger; we buy things and 
like many different things and then when we are older, the groups of things that we like 
become narrower.

You also collect artworks? 
C��-�
����!�1���������������
�"�'���!����*��������������-�
�������+������+�������������/�
within the auction that we made. 

What happen if the artwork does not sell? 
We give it all back directly, without any fees. If they are sold, there will be fee for the 
gallery that represent them as well as for auction and also for the artist. 

Is there an age range in between the participant of the auction? 
There are some 20s and also 70s to 80s. 

Do you have any suggestions for people who are interested in doing this kind of 
investment? 
In my opinion, start learning. In the future, artists that will be acknowledged by the 
world in term of knowledge will be the ones who have a solid ground in this market. 
Learn more about the art, the artists behind it and everything around that. This kind of 
investment is clearly better with a good base of knowledge. 

In terms of financial aspects, does it require a lot of money to start investing? 
It can start with only Rp.15 million to Rp.20 million, equivalent to roughly US$ 1,123 
to US$ 1,497 (Bank Indonesia, 2015). Just buy 2 or 3 artworks that priced below Rp.10 
million, equivalent to US$ 748 (Bank Indonesia, 2015), 1 or 2 every month. Later on, 
try putting it in your house. From there, start collecting the same amount of money and 
buy more. Through the next year, choose which you still like and which you turn to 
dislike. You can also put budget on the prices of individual artworks based on your 
capability. It is better to keep a pretty long time distance between the time of purchase 
and also reselling. Even if you lose, it will not be much at all. Just about the same as the 
gain. The idea is to let people forget about the artwork and the price of it before 
reselling it; so then you can put the artwork in a higher price. Artworks are visual 
display and really easy to remember.  
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APPENDIX 10 � INTERVIEW TRANSCRIPT 
(INDAH ARSYAD) �

Is there any other thing that may add value to the artwork? 
Most of the time, it is because of my style of work. Most artwork is also in purpose of 
investment. But if it is a commission, they want to make it in a certain size or some 
other request, as long as it is still in my style of work. 

Do most artists made things because they want to make them or based on orders of 
the customers they have?
There is something called a commission. This is when they can request me to make 
something, as long as it is still goes with my style and way of work. For exhibition is all 
of my thoughts and style. Other than that, I have to say no and sorry for I am not doing 
that kind of work.

What do you usually create? 
Usually paintings, and sometimes sculptors. My style of work is abstract with figurative 
shapes as well. 

Do artists usually sold their arts to the same customer again? 
Yes, sometimes someone buy one of my paintings and then come back again for other 
paintings for another rooms of theirs. There also some of them that finds me through an 
exhibition and then come back again after several months to buy another one. There are 
also some people who want me to make them something, which will take me a long 
time to make it, but one day I can see them again and they will ask me for that one thing 
that they ask me to make months ago.  

How does the artwork can be useful for the one who purchase it? 
Artworks usually are for investment, other than to hang as a part of decoration as well 
as their wants. Most of the collectors do invest, but then it also depends on the track 
records of the artists. It has to be clear and strong. 

Do usually artists will do better and sell better if they are in an association or 
organization? 
Me personally, I am not into any association. I do what I love and I do not care that 
much about the sales too. I do have to pay attention to always exist in the market. I have 
to have how many exhibitions in a year and how many should I made. I manage that 
myself and grow the career as an artist. Just like any career you have to grow.  

Have you ever gone into auction? 
No, never before. I do not see it important. I usually have my own customer also. 


��	������	 � ����	��&�����	'���	����	'���	��	� �	'���	��&����	'����	�����	��	
the market? 

������������"",�'�� � !�����!�++����/����������������������!����""��/��G���"",��!�,����
see me on an exhibition and contact me afterwards. They also do come to my next 
exhibition and the contact me and buy my works after looking more into my tracks and 
artworks. 
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Do you know if your artworks are being sold again or not? 
I actually do not know. Once my artwork got sold, I do not know to whom it was sold. 
Maybe it is because of the prices, or something else. So, I will just wait for the money 
that is my part from the sales. When an artwork got sold, I will be informed, I made the 
certificate and then sign it and there comes my part of the sales. Just like that. There are 
some cases where the gallery hands my phone number to the potential buyer, and then 
the buyers will contact me themselves. I got the money, while other business from 
shipping to packaging is all on the gallery. 

Do people usually afraid on buying arts for not knowing about the value of it? 
��� ��'����������"",�����+������"��������
����!������������������n that sense.  In terms of 
the investment, it is also depends on the artists themselves. If they can stay in the 
business, keep making things, the price of the arts usually either stable or goes higher. 
*��� ��� �!�,�/����������++���� �!����� !��� �!��+�������sually go down. The track of an 
����������������������"",���+������������!��+���������!����� ��'��

Is buying art usually only based on personal preferences? 
C��-����� �/���� ��� /�������'� ��� �!����""������� �!����"1������ !����� �!��+��+������� �!��
purchase.  

What about installation? 
That is not usually for sale. It is actually just for expression. 

Will someone be more prestige or appreciated if they have an artwork? 
Yes, for a certain group of people. Some people are much prefers to buy like Rp.50 
million bags, equivalent to roughly US$ 3,742 rather than Rp.10 million artwork, 
equivalent to roughly US$ 748 (Bank Indonesia, 2015). 1��� ����/��,� �������-� �����
hard to ask them to go and see my exhibition. I think it is almost the education that we 
have in Indonesia about art is lacking. 

What is the expectation of people when they buy arts? 
Mostly it is because they expect my style of work and that I am the painter.  

What can support people on buying arts? 
Mostly it is their personal wants that they want these particular artworks that I deal with 
most of the time. 

How much are people willing to spend on arts? 
I sold a 2 meters bronze statue for Rp.400 million, equivalent to roughly US$ 29,940 
(Bank Indonesia, 2015) which is a commission. Once they like something, they are 
willing to pay much for it. 

Do artists have a target on how much they should accomplished in terms of 
artwork? 
I personally do not have any. I have targets for exhibition and things around that. But in 
general it is important to have a target for the artist.   



Contemporary Indonesian Artists: Brand Images, Market Acceptance & Market Opportunity 

Page 131 of 135 

@October 2018 by: AI Kusumah, SPD Anantadjaya & IM Nawangwulan (Ed) 

How to be a part of these exhibitions? 
Usually it is from the gallery or the museum that asked for us to have an exhibition. In 
other time, we can also make our own proposal and then ask for slot.
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APPENDIX 14 � PLAGIARISM CHECK  












