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Abstract 

The Lake Toba region is recognized as one of the areas designated as a Super Priority Tourism 
Destination (SPTD) by the Ministry of Tourism and Creative Economy of Indonesia. The creative 
market, serving as the destination and icon of tourism in Lake Toba, needs to be developed for 
international and domestic visitors through various strategies, making research on this matter a 
pressing concern. Through the development of creative markets, it will enhance the products 
utilizing local textiles, thereby preserving the local cultural heritage and providing cultural 
experiences that can attract the interest of both domestic and international tourists. The aim of this 
research is to realize a model strategy for enhancing the sense of place and creative industry products 
in the Lake Toba creative market. The research method was conducted in two phases. The first was 
qualitative research to obtain the essential elements of the traditional cloth as a unique local sense 
of place, which could be adopted for the second phase, practice-based research through creative 
product design, utilizing key facts and sources from the first phase. The Qualitative research phase 
conducted interviews with driving actors in Ulos village, observation, documentation, and literature 
study, while the design research was carried out using research-led practice with stages of the design 
thinking process. The results of the first phase of research were the mapping out of traditional cloth 
characteristics and their various motifs. Meanwhile, the second phase would produce creative 
products based on traditional clothes to be produced as unique to that particular area. These products 
are expected to increase the competitive advantage of Ulos village as a sustainable tourism object. 

Keywords: creative industry, ulos fabric, Lake Toba, fashion products, interior products 

Introduction  
 
Creative markets that offer local, creative product commodities as souvenirs play a crucial role 
in supporting tourism areas by enhancing the overall tourist experience, bolstering the local 
economy, and fostering unique relationships between tourists and the destinations they visit. 
Creative products serve as tangible representations of visitors' travel experiences, providing 
intrinsic value as concrete evidence of visiting different places and showcasing the unique 
aspects of the societies and cultures visited (Hung et al., 2014; Wu et al., 2022). The availability 
of creative products and traditional-style tourist equipment encourages strong links between 
tourism and other industries in the local economy, thereby encouraging economic growth 
(Wilson et al., 2001). 
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Creative tourism experiences, which often involve purchasing local products, influence 
tourists' memories, satisfaction, and behavioural intentions. Authentic product development 
meets the increasing demand from visitors and contributes to the overall tourism experience 
(Hung et al., 2014; Wu et al., 2022). These products serve as media that describe the physical 
setting, activities, and traditions of a tourism destination, thereby enabling tourists to construct 
a narrative of their tourism experience (Ross et al., 2017). A memorable souvenir will support 
and strengthen memories of a place, or what is also known as a sense of place, especially for 
international tourists. 

 
Apart from that, products and market areas. Another important factor is that the active 

participation of souvenir traders in promoting tourism has a significant impact on the number 
of tourists visiting an area. Increasing tourism awareness among souvenir traders can attract 
tourists to visit the destination, thereby supporting economic growth (Dias et al., 2021). This, 
in turn, contributes to the tourism market and its ecosystem, ultimately benefiting the tourism 
sector. 

 
With the development of Indonesian tourism, creative markets also deserve significant 

attention, especially those located in super-priority areas. One such market is the creative 
market near a local tourist destination in the Lake Toba area, which requires proper 
management. It is essential not only to develop and manage the facilities, but also to ensure 
that the products sold play a crucial role in enhancing the value and sustainability of tourism. 
Dawood and El-Din (2019) revealed that creative products based on local uniqueness play a 
vital role in enriching tourists' experiences and memories of their journey. 

 
Designing creative products for both international and domestic visitors presents 

numerous challenges. The challenges associated with creative products in the Lake Toba region 
are multifaceted, encompassing issues related to authenticity, cultural representation, and 
environmental sustainability. The product is expected to reflect a destination's unique cultural 
heritage, offering travelers a tangible memento of their travel experience. However, in some 
cases, existing products may lack authenticity due to the prevalence of mass-produced goods 
in the market, which may reduce the cultural significance of the product (Paraskevaidis & 
Andriotis, 2015). This lack of authenticity can break the connection between creative products, 
souvenirs, and the destination they represent, thus potentially reducing the value of the 
memorabilia for visitors (Paraskevaidis & Andriotis, 2015). Several other problems were 
identified during the observation of the Lake Toba creative market, including the 
homogeneousness and lack of variety in souvenir products found at every selling location, with 
no products based on traditional cloths/wisdom, which would be easy to carry and package. 
Aside from this, products were found not to be keeping pace with lifestyle developments, thus 
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requiring a more in-depth exploration to produce creative, traditional cloth-based products that 
are also trendy. 

 
Moreover, the commercialization of souvenirs can lead to cultural commodification, 

wherein traditional items are produced primarily for commercial purposes rather than for the 
preservation and promotion of cultural heritage (Azarya, 2004). This can result in the 
exploitation of local artisans and misrepresentation of cultural practices, ultimately 
undermining the authenticity of the souvenirs and damaging the cultural integrity of the 
destination. 

 
This applied research addresses a research gap. Several previous studies discussed the 

Ulos village area in terms of tourism (Maleachi et al., 2023; Parinduri et al., 2024; Tarigan et 
al., 2024), from the aspect of the sense of place element of ulos village (Sudarwani et al., 2022a; 
Sudarwani et al., 2022b; Tobing et al., 2021), in terms of artisans and social life (Fitriani & 
Rahmawati, 2022; Subrata & Damanik, 2019), from the character of ulos fabric (Alamo et al. 
., 2021; Tinambunan, 2023; Putri et al., 2024) and actors in the management of Ulos Village 
(Sagala, 2023; Nainggolan, 2024; Akbar et al., 2022). However, there has rarely been an 
integrated research into the unique elements of local traditional cloth linked to product 
implementation. 

 
Aside from determining the characteristics of local traditional cloth, the advantage of 

this research lies in the effort to design creative products that may enhance the identity of Ulos 
village, Lake Toba. This research is also a follow-up to previous studies on the sense of place, 
focusing on novelty as a means of developing creative products based on local traditional cloth 
and in accordance with the needs of Lake Toba community partners. 

 
Method  
 
This research was conducted by implementing two approaches; firstly, using a qualitative 
approach, with the Lake Toba creative market and Ulos fabric as research objects. The second 
phase is the design research phase.  

 
In the first phase, this research was conducted by collecting data through on-site 

observation, documentation, and interviews with economic actors and traditional cloth artisans 
in Lake Toba. The data collection instrument, which included interviews, focused on three 
aspects: experience gained from the Lake Toba tourism area, products and displays, culture, 
and social interaction activities with local Lake Toba economic actors.  
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In this research, one approach to assessing validity in qualitative research is 
triangulation, which involves converging information from various sources to strengthen 
findings and increase research credibility. Triangulation serves as a qualitative research 
strategy to test validity by ensuring consistency and reliability through the integration of 
diverse perspectives and data sources. In this research, triangulation of data sources was 
employed across three aspects, and mutual clarification was used to ensure the validity of the 
results. 

 
Additionally, participant validation can be employed as a strategy to enhance the 

trustworthiness of research and address ethical concerns (Lindheim, 2022). By involving 
participants in the research process and incorporating their feedback and perspectives, 
researchers may increase the validity of their findings and build a stronger foundation for their 
conclusions. After interviews with several actors in Ulos Lake Toba Village, the results will be 
reviewed by participants involved in the process, and feedback will be obtained. 

 

 
 

Figure 1. Interview and observation on-site 

 
The next stage is research-led practice (Smith, 2009), which involves implementing 

research through design. This is carried out after data analysis, utilizing a mood board and 
design brief as a guide and limitation for design development, resulting from the research. A 
research-based design process is employed, as described by Barron (2021) and Steagall & 
Grieve (2023). This type of research makes it possible to study the sequence of design 
processes that naturally arise during implementation, providing a more comprehensive 
understanding compared to selective or controlled research (Croughan-Minihane et al., 2000). 
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Figure 2. The design process 

 
Result and Discussion  
 
1. Qualitative Phase  
 
The Ulos woven fabric is a traditional textile type that serves as a prominent feature in the Lake 
Toba area and holds significant appeal for tourism purposes. Through on-site observations in 
the Hutaraja area, it is evident that the Ulos fabric predominantly produced in the region 
features Karo Batak motifs, which are highly favoured by buyers (Siburian, 2017). Initially, 
ulos functioned as clothing; however, ulos now have a symbolic function (Tinambunan, 2023). 
Each ulos has its properties and associations with certain conditions. The presence of ulos 
fabric in ceremonies or cultural events organized by the local population is a unique expression 
of identity. Ulos fabrics are used in various events with special motifs and decorations. This 
ulos fabric is believed to symbolize love, establishing a relationship between tribes and 
communities (Desiani, 2022).  

 
The colours of the Ulos fabric themselves carry symbolic meanings; red is associated 

with courage, black signifies wisdom, and white denotes purity. In addition to these colours, 
other colours such as yellow, purple, and green are also commonly found in a variety of colours 
and motifs. Ulos are made using simple spinning machines. The primary material is yarn spun 
from cotton. To give the basic colour, ulos use yarn dyed with natural dyes. The process takes 
months; hence, the price can be costly. 

 
Typically, the process of making ulos weaving involves several steps, including 

spinning cotton / Mamipis using a tool called a Sorha. Then the colouring process. After these 
two processes, the yarn is coloured.  Following this is the Garip process, where the yarn is 
strung in a standard size and then re-colored. These processes are rarely observed in the 
corridor area of the Ulos village for display, which is usually viewed by tourists starting from 
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the Ani process of thread weaving, followed by the Tonun/weaving process, the Sirat for 
binding the Ulos cloth, and finally the Manitrat to complete the cloth. In addition to the bolon 
house, the striking colours of the ulos, and the impression of being crowded, are a special 
attraction (Siahaan, 2019). 

 
This textile product serves as a focal point in the display areas, allowing buyers to 

witness firsthand the weaving process conducted by artisans. Such an experience enriches the 
tourist visitation in the Lake Toba area. Incorporating Wastra into the luxury tourist experience 
can also elevate the appeal of contemporary lifestyle products. Every stakeholder plays a 
crucial part in creating exceptional experiences that reflect the creativity and legacy inherent 
in Wastra. Destinations can appeal to tourists seeking culturally immersive experiences by 
emphasizing Wastra's cultural value within the upscale category. (Iloranta & Komppula, 2021). 

 

  

 
 

Figure 3. Ambience of Ulos Creative Market Ulos Village Huta Raja 

 
2. Design Research Phase  
 
Based on the observation and data collected, the Ulos woven fabric will be developed into 
fashion and lifestyle products to create trendier textile-based product variations. By going 
through the design thinking phases, the research analysis at the definition phase is visualized 
in the form of a mood board, which will produce a narrative and design guide for fashion 
products, including clothing and lifestyle items, as well as home decor such as cushion covers, 
table runners, and wall displays. 
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Figure 4. Moodboard 

 
A mood board, as a visual narrative, is intrinsically linked to user experience because 

it encompasses storytelling elements that involve users' emotions and shape their journey, 
visualized through images. Empirical studies have shown that user satisfaction can be 
influenced by various factors, including emotional and pragmatic elements, as well as 
confirmation of user expectations (Chien et al., 2016). The use of storytelling on mood boards 
is not only a method to enhance creativity but also a means to achieve deeper relationships with 
users, which ultimately contributes to user satisfaction (Peng, 2017). 

 
Instructions for decor and interior products involve several important aspects for 

application, including material quality and combination, motifs and colours, precision in 
craftsmanship, sourcing and production, as well as usage. For materials, utilizing high-quality 
Ulos fabric paired with matching materials according to the colour mood, combined with 
canvas and linen fabrics, is recommended. Ulos motifs, such as Ragi Hotang, Ragi Boru, and 
Ragi Pangondian, can be used, ensuring proper visual presentation by paying attention to their 
placement. Regarding the use of displays in the Ulos village creative market, the research 
implies design considerations related to arrangement, cultural themes and materials, product 
grouping, seating facilities, and weaving demonstrations. 
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Figure 5. Décor and interior product design recommendation 

 
Regarding fashion products, considering the interests of visitors, the character of the 

products is determined by an exotic style, aligning with the ambiance of the Lake Toba area. 
This ensures that buyers acquire an experience they can take home by either observing or 
wearing fashion products made with Ulos fabric. In the design/ formulation process of this 
fashion product collection, we also pay attention to the application of design principles, so that 
the product designs are seen as one harmonious collection. The repetition of the ulos motif and 
detailed elements in the design, as well as the principle of emphasis, are the first attractions for 
visitors, prompting them to perceive the need to purchase more than one product to truly 
experience the Lake Toba area. Apart from paying attention to aesthetic design factors, the 
standard materials used will be a combination of linen and cotton. The comfort factor will also 
always be taken into consideration, as it is a commercial product.  

 
From the results of on-site observations, the ulos fabrics most popular with visitors are 

the Ragi Hotang and Mangiring ulos types. These Ulos feature a minimalist motif in the form 
of lines and a contrasting colour combination, with a dominant red colour, making them a fabric 
that is easily matched and combined with clothes or other style products. In addition, the two 
ulos have their own philosophical meanings and cultural value. Ulos Ragi Hotang means a 
bond of affection, and Ulos Mangiring symbolizes prosperity and good luck. The cultural 
meaning of the ulos motif may result in a personally strong emotional connection with the user, 
leading to positive experiences for each user. This is why the design of fashion products in this 
research attempts to apply these two types of ulos as variations in blends with linen and cotton 
fabrics. 
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Figure 6. Fashion product design recommendation 

 
The design recommendations involve utilizing more than 50% ulos in each look, a 

decision guided by data revealing that prospective consumers prefer garments with substantial 
use of traditional cloth rather than merely incorporating it as minor details. However, this 
approach will likely position the garments within a price range accessible only to middle- to 
upper-class consumers or international tourists who prioritize quality and cultural experiences. 
Handmade ulos, rich in sensory elements, can be leveraged to create emotionally resonant user 
experiences in fashion products. The varying textures, resulting from the unique weaving 
techniques of each artisan, serve as a design medium that plays with light and shadow, adding 
depth and dimension to the garments. 

 
Specifically, products made from fabric with various characteristics must be well 

accommodated, and it is crucial to provide seating facilities and weaving demonstrations, as 
this is the experience visitors seek when they visit the creative market of Ulos village. The 
effectiveness of visual narratives in user experience design lies in their ability to convey 
complex information in an intuitive and emotionally resonant manner, thereby enhancing 
visitor engagement and satisfaction. 

 
Thus, this design implements the symbols, colours, and textures of Ulos Village. This 

integration demonstrates a deep understanding of local culture and heritage, resulting in a 
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design that is aesthetically pleasing and culturally meaningful. The application of literary 
elements not only enhances the visual appeal of the design but also serves as a tribute to the 
rich traditions of Ulos village. This approach not only creates a unique and meaningful 
experience for users but also serves as a valuable tool for preserving and promoting cultural 
heritage (Desiani, 2022). 
 
Conclusion 
 

This research has produced detailed design implications that will be realized in various 
creative products, including fashion items, interior and decorative products, as well as display 
products. The recommendations for fashion products include incorporating elements of Ulos 
village's culture into contemporary ready-to-wear fashion products, paying attention not only 
to design aesthetics but also to aspects of the senses, both visual and tactile. The following 
recommendation for decorative and interior products is to incorporate visual elements and 
philosophy from the culture of the Ulos village, focusing on the quality and matching of 
materials, motifs, and colors, as well as the precision of workmanship, source, and 
manufacture, and the intended use of the product. The key innovation of this research lies in 
its application of design solutions rooted in a deep exploration of Ulos village culture within 
the Lake Toba region. This approach highlights the sense of place and leverages local potential 
to create products that solidify Lake Toba's creative market position. 

 
This research holds value in preserving the local values inherent in the fabrication of 

Ulos fabric, the sales process, and the integration of Ulos fabric into product development, 
whether for ready-to-wear fashion products, interior products, or display products, to enhance 
the Lake Toba Creative Market. Strengthening creative products as elements of the area's sense 
of place will provide a unique experience for visitors to Ulos village, allowing them to take 
Ulos products back to their home regions as souvenirs. This research not only focuses on 
enhancing product value economically, but also considers the sustainability of local culture. 
This approach can be replicated in collaborations between designers, artists, and communities 
worldwide. By fostering knowledge exchange and best practices regarding sustainable 
materials, production methods, and fair-trade principles, such collaborations can contribute to 
a more responsible and environmentally conscious design ecosystem. This collaborative 
approach holds the key to unlocking the full potential of the creative industries to drive positive 
social, cultural, and economic change worldwide. In future research, exploring design 
applications or "research through design" types of studies could provide valuable insights into 
design and be beneficial for the development of both creative product design and the broader 
creative market. 
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