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Abstract- The largest Muslim population in the country is Indonesia.  For years, Muslim women in Indonesia have had to 
adapt to an assemblage of long-sleeved T-shirts and cardigans to express their fashion taste. Surprisingly, faith and fashion 
were largely mutually exclusive. Due to the demography of Indonesia, hijab fashion industry is crowned as the fastest growing 
industry among other industries in the creative sector. The industry has come to cause a stir by successfully serving national 
needs toward hijab fashion items with value consumption worth USD 18 billion in 2015. There are four key aspects in global 
hijab fashion industry, i.e., brands, event, media, and designer. Islamic Fashion Fair in Indonesia holds the first rank in the 
aspect of the event. Additionally, Noor magazine as the oldest female magazine in Indonesia wins the first position in the field 
of media. As from designer aspect, Dian Pelangi from Indonesia emerged as one the most influential hijab fashion designer. 
From the brand aspect, on the other hand, Indonesia is still an underdog. This study conceptualizes knowledge co-production 
process using the evidence from hijab fashion industry as a service ecosystem. The knowledge co-production or knowledge 
exchange among the stakeholders in service ecosystem is necessary. The growth of brand as the knowledge integration output 
is influenced positively by the number of an available educational institution in the ecosystem. Semi-structured interviews as 
the qualitative approach are conducted to the representative of the government, designer, media, and enterprise sectors. This 
study showcases the lack of educational institution in the ecosystem and therefore characterizes the service providers in hijab 
fashion industry in Indonesia. The classification of service providers in hijab fashion industry in Indonesia is constructed on 
a conceptual model to redefine the service ecosystem. Both theoretical and practical contribution of the characterization of 
value orchestration of service-dominant logic is also discussed. 
 
Index Terms- Hijab Fashion Industry, Service Ecosystem, Value Orchestration, Resource Integration.  
 
I. INTRODUCTION 
 
In the context of Indonesia, creative economy has 
become part of the economy which has 16 subsectors. 
Fashion, one of creative economy subsector, 
contributes significantly [25] and consistently [20] to 
creative economy in several ways: increase GDP, 
absorption of work labor, and export value. As the 
world’s most populous Muslim country, hijab fashion 
becomes part of fashion style in Indonesia since 1998 
which reach 60% market until 2002 [24]. This market 
always increases year by year. Therefore, hijab fashion 
becomes one of potential industry in Indonesia. 
By capturing the potential of hijab fashion industry in 
Indonesia, some players collaborated and established 
Indonesia Islamic Fashion Consortium in 2008. They 
also initiated to declare the vision of making Indonesia 
as the world center of Moslem fashion in 2020 which 
is agreed and supported by Government. This 
initiation triggers business stakeholders to involve in 
hijab fashion industry. It can be seen from the number 
of stakeholders in hijab fashion industry which is 
increase time to time. Moreover, hijab fashion 
industry shifts to become a complex business 
ecosystem which connects hijab fashion to a variety of 
industries [17]. 
Considering the complexity of hijab fashion industry, 
mapping the business ecosystem to identify the 
inhabitants of the business ecosystem is important 

[18]. Sharing the benefits to all stakeholders and roles 
that are taken by stakeholders are also important to 
keep the healthiness of the business ecosystem [7]. It is 
related to the concept of service dominant-logic 
(SD-L) which argue that value is better created by 
collaboration among all stakeholders. In contrast, 
hijab fashion industry has not mapped its ecosystem 
yet and the collaboration inside the business 
ecosystem is not run well since the roles of 
stakeholders in hijab fashion industry are not 
developed and analysed yet. 
 
Further, bridging the gap of fulfilling the vision of 
hijab fashion industry in 2020 and lack of studies in 
the business ecosystem of hijab fashion industry, this 
study would make an exploratory study of the business 
ecosystem of hijab fashion industry. In particular, this 
study aims to mapping and analyzing the 
stakeholders’ roles in hijab fashion industry. 
However, the analysis of the study also considering the 
concept of SD-L because the business ecosystem is one 
of the service systems which has interaction and value 
co-creation inside it [31]. 

 
II. LITERATURE REVIEW 
 
Companies nowadays are dealing with complex [7], 
[8] [21] and competitive business environment [14] 
with various fast-changing technology [4], [14]. 
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Businesses were moving in one industry [4], [16], and 
the term business industry was used widely to express 
the business network and activities in one industry [4], 
[17]. 
 
Recently, businesses could not be separated in one 
industry only [16], they collaborate and compete to 
various industries to create a newly innovated product 
that benefits to customers need that have various and 
specific need [1], [4], [7], [8]. One of finding [17] is to 
shift the perspective of companies to see themselves 
not as a member of single industry who fight head to 
head with competitors. Instead, he recommends 
companies to see themselves as a member of a 
business ecosystem that shares the fate [7], [18]. 
 
According [16], business ecosystem is an economic 
community where its inhabitants or members include 
that company itself, suppliers, producers, competitor 
and other stakeholders who have different capabilities 
co-evolve them to each other and produce valuable 
goods and services to customers.  Business ecosystem 
characterized by complex operational dynamics of 
highly interconnected networks of organizations [7], 
[21]. These organizations depend on each other for 
their success and survival (Iansiti and Levien, 2004; 
Den Hartigh, 2006). 
The members of business ecosystem similarly to 
biological ecosystem’s inhabitants are sharing the fate 
of their success and failure [7], which means that a 
change in one species could affect to other species [3], 
[4], [7],  sometimes some species are affected in short 
time and others in longer time. Every ecosystem has 
many species which inhabit the ecosystem. In a 
biological ecosystem, the inhabitants are species and 
its environment, while in the business ecosystem, the 
inhabitants are economic agencies [22]. Economic 
agencies inhabit a business ecosystem according to 
[16] are the suppliers, lead producers, competitor, and 
other stakeholders. Gossain and Kandiah [6] put 
partners and suppliers as business ecosystem’s 
inhabitants. They argue that those inhabitants will 
create connectivity, and the connectivity will become 
the engine that moves the whole system. Lewin and 
Regine [13] state that competitor, collaborator, and 
complement are the inhabitants of a business 
ecosystem. Traditionally, the company would make a 
friend with partners and battle with competitors for 
leading position in market share or profit. Changes 
happened to the business environment today, and 
create a complex business environment [21] that push 
company to compete and also cooperate with others 
[28]. Companies now becoming members of one or 
more business ecosystem that share fate [7], which 
means they share the success and the failure of the 
whole system [16]. 

In today complex business environment, the company 
who creates a new product, new technology, new 
method that meet customer demands and also has the 
ability to adapt fast to environment changing could be 
a success [16]. The boundaries of the business 
ecosystem are hard to define because it is always 
evolving that cause business ecosystem to be 
changeable and unlimited extendable [6], [4], [11], 
[29], and [33]. 
 
When introduced the term business ecosystem for 
company strategic, Moore [16] has recognized that in 
the business ecosystem, there is a central company that 
leads the other members to directions set. Iansiti and 
Levien [7] contribute to the central concept of 
keystone character. Keystone company is said to be the 
entity with hub function that improves the ecosystem 
health by providing benefits to the ecosystem as a 
whole [7], [10]. The structure of business ecosystem 
formulated by [7] consists of Keystone, dominator and 
niche players, where keystone in an ideal business 
ecosystem positioning itself as important hub position 
that connects only to small part of the network [3], 
[19].  
That platform of Keystone strategy will improve the 
healthiness of business ecosystem and help the 
ecosystem to realize self-renewal by incorporating 
innovations from outside or other members [4], [7]. 
This platform of keystone is the foundation of 
symbiotic relationships in a healthy business 
ecosystem [12]. 
 
III. RESEARCH METHOD 
  
A. Data Collection 
Data were collected primarily through in-depth 
interview interviews. A total of four semi-structured 
interviews were conducted representative of the 
government, designer, media, and enterprise sectors. 
By interviewing these individuals, researchers can 
obtain first-hand information from different 
perspectives [32]. Interviewees were selected based on 
their involvement and responsibility in the hijab 
fashion industry. 
For the government, researchers interviewed 
Chairman Indonesia Agency of Creative Economy. 
For the designers, researchers interviewed members of 
the Indonesian Fashion Chamber as the advisory 
board and vice chairman of the research and 
development education division. For the media, 
researchers interviewed the editor of NOOR 
magazine. For the enterprise sectors, researchers 
interviewed Creative Director Shafira Corporation 
(Shafco). Each interviewee lasted between one and 
two hours. They are all guided by the number of 
questions that have been before the interview. 
Researchers also contact the person interviewed after 
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the interview if there are additional information and 
clarification. 
B. Data Analysis 
Information collected from interviews is transcribed, 
examined and classified on various common themes 
[15]. Analysis of qualitative research data illustrates 
general statements about the relationships and themes 
expressed in the data. This study analyzes the first 
coding process with initial coding. The initial coding 
can be closely related to the original data even reusing 
the same words [34]. The next stage coding chosen 
was pattern coding to explain the main theme under 
the data segment, patterns in human relationships, the 
search for cause and explanation of possible 
phenomena. Based on qualitative data analysis, the 
researcher conceptualizes knowledge co-production 
process in from hijab fashion industry. 
C. Validity and Reliability 
To strengthen the validity of this study, researchers 
applied two strategies. First, researchers collect data 
from multiple sources to improve the convergence of 
empirical evidence. Second, information gained from 
interviews with industry experts in the academic field 
is used to triangulate information obtained from 
interviews with individuals from a representative of 
the government, designer, media, and enterprise 
sectors. Reliability relates to the ability of other 
researchers to perform similar studies and achieve the 
same results [15]. Reliability issues can be solved by 
making the research process transparent by providing 
detailed information on methods, rules, and 
procedures for collecting information [5].  
 
IV. RESULT AND DISCUSSION 
 
Actors who are involved in hijab fashion industry are 
changing from time to time. There were only three 
actors identified back then around 1980s, which are a 
producer, retailer, and customer. The ecosystem was 
narrow because the production and trading were only 
purposed to fulfill the need of minority - women 
Moslem with veil [2]. Today, inhabitants of hijab 
fashion ecosystem consist of many new actors that 
connect to each other making network [23]. Twelve 
stakeholders are identified as hijab fashion 
ecosystem’s inhabitants. In practical, each stakeholder 
performs a typical role in the ecosystem.  In this 
research, stakeholders will be divided into three roles 
as defined by [7] which are: Keystone, dominator, and 
niche player. Twelve stakeholders are categorized 
based on their characteristic as described by [7]. 
Keystone is characterized as the role that creates a 
platform that worthwhile for the entire ecosystem. The 
platform indicates greater potential shared by 
Keystone. On the other hand, keystone also shows 
deeper involvement in its attempt to build a healthy 
business ecosystem. Core components of keystone are 

value creation and value sharing. Dominator is 
defined as stakeholder who tries to absorb as much 
value as it can with a little concern to its ecosystem. 
Dominator usually has big potential with resources it 
has but little involvement in the ecosystem unless has 
a direct benefit for it. The last roles are niche players, 
who are stakeholders with specific skills and 
capabilities that differs them from other stakeholders. 
Niches player are a wide range, some have greater 
involvement in building a healthy ecosystem and some 
others have less involvement. Referring to 
specialization characteristic, niche player has limited 
potential to share to the whole ecosystem. The 
involvement and potential of stakeholders’ role can be 
described as in figure 1. 

 
Figure 1. Stakeholders’ roles involvement and potential 

Keystone and dominator, both have high potential, the 
difference between two is keystone involve deeper to 
the ecosystem. Keystone involves more expecting that 
its efforts could lead to the better ecosystem, a healthy 
ecosystem. Using its platform, the value is shared with 
all stakeholders. Dominator, with the same level of 
potential, has a tendency to absorb value offered as 
much as it could, which in long term will damage 
itself because the lesser resource is available, and that 
would harm the entire ecosystem. While niche players 
are various in involvement level, but in potential level 
are in the same quadrant – low to medium. Based on 
those characteristic, stakeholders are divided as 
described in table 1.  

 
Table 1. Stakeholders Characteristics 
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Business in hijab fashion takes control of some 
amount of resources. Resources owned by the business 
are not in greater amount. Referring to a key 
informant in business, one of the biggest players in 
hijab fashion only takes control to 10% of all market. 
Most of the businesses in hijab fashion are small 
medium enterprises that control a few resources. Thus 
the potential of the business is low until medium. The 
same level of potential is performed by media, 
association, designer, financial, market channel, and 
academia. The only supplier performs small potential 
to the ecosystem because it directly connects mostly 
only to its buyer. The supplier like textile industry 
could improve its potential to medium when 
collaborating with other stakeholders to innovate and 
share the value with the rest of members.  
 
Involvement levels of most members are small to 
medium level. Stakeholders who understand the 
concept of the business ecosystem has tendency to 
have bigger involvement than stakeholders who are 
not aware of ecosystem concept. Some big players, 
designers, and designers’ association are involved 
more in the ecosystem because they know that 
constructing a healthy ecosystem is important to the 
environment as well as to their benefit. The 
government in hijab fashion ecosystem recognized to 
have a high level of potential. Acting as regulator and 
facilitator, the government has huge resources to be 
shared to the ecosystem. Observing government 
involvement in hijab fashion ecosystem, it indicates 
that government at the early stage was at high level. 
The government gave attention to hijab fashion 
ecosystem and encouraged the development. After 
several years, government involvement was 
decreasing, when it involvement was triggered by 
proposal received. Thus, the government involvement 
level is low to medium. Consequently, government is 
categorized as the dominator in hijab fashion 
ecosystem.  
 
IIFC was having a high potential, with connections to 
many stakeholders, and collaboration among 
prominent hijab fashion players. Collaboration among 
prominent stakeholders increased its level of potential 
because IIFC could integrate some resources of 
different stakeholders to be modified to deliver 
innovative products. The involvement of IIFC was 
also high, with the vision, mission, and objectives that 
purposing to achieve an advance hijab fashion 
ecosystem. Therefore IIFC complied with keystone 
characteristics. Although IIFC is now facing 
stagnation in the operational, it has already 
contributed a useful platform that bound all 
stakeholders. 2020 vision has become IIFC platform 
that drove the ecosystem to move forward 
concurrently. One stakeholder is not categorized in 

roles – the customer. Iansiti and Levien [7] do not put 
the customer in business ecosystem roles. There is no 
further explanation of the decision, but the customer 
might be perceived by them as end-user, who consume 
the value created by other stakeholders and has no 
effect on the entire ecosystem.  
 
The table above shows that hijab fashion ecosystem 
has a full set of roles, only for the last two years, IIFC 
as keystone is facing a stagnancy moment. Despite 
common prediction in the business ecosystem, the 
disappearance of IIFC as keystone did not create a 
catastrophic in hijab fashion ecosystem. It should 
further be questioned, weather IIFC really took 
keystone role or not.  
 
Examining further of Indonesian hijab fashion, there 
are indicators that appoint Indonesian characteristics. 
First, Indonesia is an emerging country with a large 
number of the young generation as an advantage. 
Referring to statistical data Indonesia, the largest 
contribution to Indonesian economy are from small, 
medium enterprises (SMEs) to 60.34% with human 
resource absorption to 97.22% in the last five years 
[26]. According to [27], SMEs in Indonesia hold the 
important role for several reasons, among them are 
their ability to provide an opportunity for 
entrepreneurial and business skill development. 
Therefore, SMEs in hijab fashion might firm enough 
to maintain the ecosystem and keep it from collapsing. 
Second, as stated earlier, the government was 
supporting IIFC programs, and eventually contributed 
to establishing IIFC roadmap.  
 
Some of IIFC programs have been accommodated in 
government’s program. Accordingly, programs in 
hijab fashion roadmap are still running even though 
IIFC is stagnant. Third, the platform shared by IIFC 
has been successfully becoming stakeholders’ vision. 
Most stakeholders acknowledge that Indonesia is 
approaching to become the world center of hijab 
fashion. The platform has already embedded in 
stakeholders mind, thus although IIFC is not 
performing, the effort done by stakeholders are still 
towards the 2020 vision.  
Stakeholders of hijab fashion ecosystem are 
considered as an actor in service-dominant logic (S-D 
logic), and the interaction of stakeholders is actor to 
actor interactions. S-D logic perceived that all actors 
are both service provider and also service beneficiary 
[30]. In every transaction which means service is 
exchange with service imply to concepts that actor is 
integrated sources of demand and integrate sources of 
supply [30]. 
 
Actors in hijab fashion ecosystem are integrated their 
resources to value co-create. Following S-D logic, 
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business ecosystem is perceived as service ecosystem, 
because in accordance with Axiom 1, service is the 
fundamental of exchange, thus in the business 
ecosystem, it is service that is exchanged to another 
service. As service ecosystem, hijab fashion ecosystem 
is characterized as (1) relatively self-contained, which 
means the ecosystem was established solely to solve 
problem they face; (2) self –adjusting system of 
resource – integrating actors; (3) shared institutional 
logics; and (4) mutual value creation through service 
exchange.  
There are three roles recognized in hijab fashion 
ecosystem – keystone, dominator and niche players. 
Stakeholders of the ecosystem have one shared vision 
to be achieved – the 2020 vision. IIFC identified as 
keystone did activities that similar to concept value 
orchestrator in S-D logic and the platform used by 
IIFC is categorized as shared institutional in S-D 
logic. Applying S-D logic axiom 2 - foundational 
premises number 6, a customer in hijab fashion 
ecosystem is proposed to be part of the ecosystem with 
the role, joining the platform offered by orchestrator as 
framed in Figure 2. Customers would contribute to the 
ecosystem by sharing their thoughts to improve hijab 
fashion product, process, and many others.  
 

 
Figure 2. Stakeholder value orchestration strategy framework 

 
Observing proceeding in hijab fashion ecosystem, 
IIFC is playing an orchestrator role to orchestrate and 
facilitate value co-creation by customers and providers 
[9]. In the value orchestration strategy, there are three 
steps to be followed, they are involvement, curation, 
and empowerment. Stakeholders of hijab fashion 
ecosystem were following the stages. Proceeding of 
stakeholders in value orchestration strategy is 
described in table 2.  
 
Based on the table above, it can be depicted that IIFC 
as Keystone was performing value orchestration 
strategy. 2020 vision was act as a shared institution in 
service ecosystem and as a platform for value 
orchestration strategy.  Three stages of the strategy 
consist of involvement, curation, and empowerment.  
 
Keystone in every stage was becoming the busiest of 
the stakeholders. In involvement stage, Keystone 
announced the platform is made, and invited 
stakeholders to join the platform. In hijab fashion 
ecosystem, IIFC was approaching the government to 
join the platform, by proposing favorable platform to 
the government. IIFC was also inviting other 
stakeholders to get as many stakeholders as it can to 

join the platform. The powerful platform offered by 
IIFC becomes the key to involvement stage succeeds. 
Dominator and niches roles are only being introduced 
to the platform. 
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Table 2. Stakeholders’ implementation on value orchestration 

strategy 
 
CONCLUSION 
 
The emergence of hijab fashion business attracts 
parties to get on board and participates in it. 
Employing business ecosystem perspectives and 
service-dominant logic, hijab fashion is observed from 
a different angle and some interesting phenomena in 
the ecosystem are arisen, particularly in stakeholders’ 
roles. This research is conducted to describe hijab 
fashion as ecosystem: identified stakeholders as 
ecosystem’s inhabitants, roles of stakeholders in 
ecosystem, and interaction of stakeholders in the 
ecosystem that promises to hijab fashion ecosystem’s 
development.  
 
Twelve stakeholders are identified as the inhabitants 
of hijab fashion ecosystem. The many various 
members of the ecosystem strengthened the finding 
that hijab fashion should be considered and studied as 
the business ecosystem. The twelve stakeholders 
except customer with further analysis are categorized 
into three roles: Keystone, dominator and niche 
players.  Indonesian Islamic Fashion Consortium is 
identified as the keystone of the ecosystem, while 
government by its potential and involvement is 
categorized as dominator. The rest of stakeholders 
become niche players, the many businesses that 
support the ecosystem. The roles exist in business 

ecosystem perspective are also exist in 
service-dominant logic, especially for keystone roles.  
 
Keystone is the orchestrator in service ecosystem. 
Orchestrator functions to direct and organize the 
entire ecosystem toward better achievement by using a 
defined platform made by orchestrator. In order to 
achieve keystone objective through the platform, the 
strategy of three stages needs to be implemented. The 
stages are involvement, curation, and empowerment. 
This value orchestration strategy is a cyclic process, 
where keystone should develop a new platform to 
promote the ecosystem’s sustainable. For the further 
research, Customer is included from roles in business 
ecosystem perspective because it also contributes to 
value co-creation. Further, a customer should be count 
as a stakeholder that has an impact on ecosystem 
condition. It contributes its resources especially 
knowledge and capabilities in production and also in 
influencing another customer in buying. 
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