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Abstract

This research was initiated by Chinese ethnicity who carried out entrepreneurial activities in the Chinatown
area of Cirebon city. The purpose of this study was to describe a family business run by Chinese ethnicity
in the Chinatown area of Cirebon City. The research method used was a qualitative method. The results of
this study were the descriptions of the types of business fields and family businesses occupied by Chinese
ethnicity in the Chinatown area of Cirebon city. Types of entrepreneurship occupied by Chinese ethnicity in
the Chinatown area of Cirebon city include culinary, fashion, and household needs. The Chinese ethnicity
family business in the Chinatown area of Cirebon City had been carried out for decades, even when the
Dutch still colonized Indonesia. The family business occupied by the majority of Chinese ethnicity in the
Chinatown area of Cirebon city belonged to the Family Business Enterprise (FBE) category, that was the family
business activities that are only managed by their own family members without the help of a professional.
Some of the 8 shops that belonged to family businesses had entered the 4th and 5th generations of the
family. Most of the business fields that had been carried out had changed from the previous business fields,
some were being developed more, and some were being narrowed down.
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INTRODUCTION

Since the sth century, Chinese peop-
le have been visiting the archipelago. These
nomads mostly came from the South China
region. The ancestors of the Chinese eth-
nicity in Indonesia came from the plains of
China, particularly from the Guangdong,
Fujian and Hainan regions, who later sett-
led in Indonesia and married local people.
Chinese ethnicity who lived in urban areas
are mostly engaged in business or opening
private businesses; others work in the fields
of education, research and development,
health services, and so on. While those who
live in rural areas generally work or are ent-
repreneurs in plantations and agriculture
(Wang, 2006).

The Chinese are known for their skill
in doing business. The family business is
also their identity. Identity is a very comp-
licated thing because it is abstract. As Hall
(1990) explained, there were two ideas re-
lated to cultural identity. The first thought
stated that cultural identity was a culture
that belonged to a group of people with the
same history and ancestry. In this context,
cultural identity reflected historical experi-
ence and the same cultural code, tends to be
stable and did not change. Meanwhile, the
second thought stated that cultural identi-
ty was not completely fixed, but can change
depending on the position of the subject of
history, culture, and power. The first thought
stated that cultural identity was ‘being’, whi-
le the second thought was ‘becoming’.

In the study of Flexible Citizenship:
The Cultural Logics of Transnationality,
Ong (1999) described the phenomenon of
the Indonesian-Chinese diaspora, especially
those engaged in business, in constructing
their identity. Hall (1990) explained that cul-
tural identity was a never-ending producti-
on, that it was always in the process of iden-
tification in historical and cultural contexts.
According to Seng (2006), Chinese ethnicity
believed that only through business they
can become rich and improve their standard
of living. They will pass on their business
experience to their descendants. They belie-
ved that to become mature and experienced,
an entrepreneur must start from the bottom

(Seng, 2006).

Confucian values greatly influence the
traditional culture of Chinese community
life (Lestari, 2018). As Hsu said in Karsono &
Suprapto (2014), that the ancestral culture of
the Chinese ethnicity was based on the tra-
ditional values of Confucius; such as living
in harmony with respect for ancestors, fa-
mily and relationships, as well as an empha-
sis on moral education and one’s integrity.
The role of culture in the life of the Chinese
ethnicity community also influences their
success in running a business. According to
Efferin & Hopper (in Winarto, 2016) cultural
values in Chinese business are influenced by
Confucian values.

In general, Chinese ethnicity carry
out their entrepreneurial activities in their
houses. One building consists of two floors,
the ground floor has functions as a shop or
warehouse and the upper floor is a residence
(Putra, 2018). Building layouts like that are
often found in Chinatown areas. The Chi-
natown area is an area inhabited by Chine-
se ethnicity and has the characteristics of a
very strong Chinese culture. According to
Adishakti (2013), the Chinatown area is an
area with the economic domain of the city,
where this area usually functions as an eco-
nomic and residential center. Areas with the
appearance of buildings that function as
residential-trades, or more popularly kno-
wn as shop houses, often characterize Chi-
natown areas. The area has a very high buil-
ding density (Handinoto, 1996).

Anggraini (2016) mentions several
characteristics of Chinatown’s faces in-
cluding decorations, colors, commercial
markers, and symbols. The decoration of
shophouses (ruko) in the Chinatown area
uses dragon symbols, lotus flowers, and
various carvings typical of Chinese cultu-
re (Anggraini, 2016). The colors commonly
used are red and golden yellow. The red co-
lor represents happiness and joy, while the
golden yellow color represents majesty and
luck (Rahayu & Indiarti, 2020). Commercial
markers that are often encountered are han-
ging lanterns. Lanterns with red color have
the meaning as a hope to have a life full of
luck, happiness, and be kept away from evil
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(Syarif, Fajri, & Hildayanti, 2019). On the
shophouses of the Chinese ethnicity there is
also a symbol in the form of calligraphy in
Mandarin letters which are commonly used
for writing shop names, goods or food (Ang-
graini, 2016).

One of the areas in Indonesia that
has a Chinatown area is Cirebon City. Ci-
rebon City’s Chinatown area is located in
Lemahwungkuk District, which includes
Kanoman Street, Winaon Street, Pasu-
ketan Street, and Lemahwungkuk Street
(Chinatown). In this area there are many
shophouses (shophouses) owned by Chi-
nese ethnicity which are used as places of
entrepreneurship as well as residences. Ent-
repreneurial activities carried out by Chine-
se ethnicity in the Chinatown area, Cirebon
City, are mostly family businesses. On avera-
ge, they only continue and develop the bu-
siness that was built by their grandparents’
generation.

Family business is an entrepreneurial
activity carried out on a small scale or tradi-
tionally, and managed by family members.
According to Susanto & Susanto (2013) fa-
mily businesses are divided into two ca-
tegories, namely Family Owned Enterpri-
se (FOE) and Family Business Enterprise
(FBE). Family Owned Enterprise (FOE) is a
family business managed by a professional
who is not the founder or member of the fa-
mily. Family members only act as investors
and are not involved in the process in the
field. Meanwhile, Family Business Enterpri-
se (FBE) is a family business, in which both
the capital and the field are managed by the
family members themselves. In this type of
family business, all business management is
controlled by family members.

According to Engle (2010), entrepre-
neurship is an ability to think creatively and
behave innovatively which is used as a basis,
resource, driving force for goals, strategies,
and processes in facing life’s challenges.
Entrepreneurship is the process of creating
something new with value using the time
and effort required, assuming the accom-
panying financial, physical and social risks,
receiving the resulting monetary rewards,
as well as personal satisfaction and freedom

(Hisrich et. al. 2008). According to Zimme-
rer (1996), entrepreneurship is divided into
four things, they are: Part Time Entrepre-
neur, a group of entrepreneurs who do their
business only half the time or only as a side
hobby; Home Base New Ventures, a group
of entrepreneurs who start their business
activities based on their place of residence;
Family - Owned Bussiness, whose business
management is carried out by several mem-
bers from generation to generation; Corpre-
neur, a group of entrepreneurs whose busi-
ness activities are carried out by two or more
people. Entrepreneurs work together as co-
owners. In this form, corpreneurs are known
as true entrepreneurs, that is the businesses
carried out by husband-and-wife partners.

Cahyadi (2022) mentioned several
main characteristics of a Chinese family bu-
siness, among which are: Authoritarianism.
According to Yen (2014) authoritarianism is
a characteristic of business that is oriented
towards leaders (people-oriented manage-
ment), so that decision making is usually
flexible. Leaders will place more emphasis
on individual respect and loyalty.

Joint Ownership. According to Yu (in
Cahyadi, 2022) shared ownership does not
see the father figure as the owner of the
highest authority, but all family members.
All family members have the same goal,
which is to improve family welfare.

Paternalism. According to Farh &
Cheng (in Lesmana & Setiawan, 2015) pa-
ternalism is a leadership style that combines
strong discipline and authority with the vir-
tues of a father figure and moral integrity. In
this case the leader will behave like a father
who protects his family. Businesses with a
paternal leadership style prioritize together-
ness and tend to demand a workflow that is
in accordance with what has been done be-
fore (Erlangga, Frinaldi, & Magriasti, 2013).

Business Network. The Chinese eth-
nicity prioritizes relationships (guanxi) in
doing business. For the Chinese ethnicity,
social and business relations are of high va-
lue and are usually based on trust

Nepotism. According to Yen (2014) the
success and failure of the company is in the
hands of the leader, this is caused by autho-
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rity that is too centered on the power of the
leader.

In running a family business, it is ne-
cessary to apply a change of leadership or
succession. According to Aronoff (in Les-
tari, 2018) succession is the entire business
process to prepare for the transfer of power
and control from generation to generation.
Morris, William, and Nel (2018) say that
there are three groups of attributes that af-
fect family businesses, including (1) plan-
ning and control activities, (2) family rela-
tionships, and (3) preparation for each level
of succession. Therefore, good preparation
is needed to support the success of the tran-
sition period.

Cahyadi’s research (2022), regarding
the interest of Chinese students from Petra
Christian University class of 2017 regarding
the desire to continue the family business,
reveals that student interest is divided into
two, namely situational interest and indi-
vidual interest. In situational interest, stu-
dents tend to look at long-term prospects
and relationships that have been built by
their parents before deciding to inherit the
family business. Meanwhile, in terms of
individual interests, experience and kno-
wledge about family businesses can slowly
increase and develop students’ interest in
continuing the family business.

Lestari (2018) examined corporate
governance in Chinese ethnicity family bu-
sinesses in Indonesia using qualitative re-
search methods. The results of this study
indicate that in order to avoid conflict and
to perpetuate companies that have been
pioneered by the previous generation, se-
veral Chinese ethnicity family companies
in Indonesia have implemented corporate
governance, which can be identified by the
distribution of share ownership, then a suc-
cessful succession process is also carried out.
transparent, starting from the deepest fami-
ly with a selection process and a transitional
stage. The more advanced a family company
can be shown by the clearer rules regarding
ownership, management and governance.

Karsono & Suprapto (2014) conducted
research on determining the succession of
business ownership for Chinese ethnicity

families in Surabaya in the era of globaliza-
tion. This research used a descriptive quali-
tative method. The results showed that the
succession of family business ownership fell
to the eldest son and the second son. The
succession went to the second son because
the eldest son rejected him, this is related to
the concept of the son’s position in Chinese
ethnicity families. However, when the el-
dest son refused the orders of his parents, it
shows that the filial piety of a child towards
his parents in the Confucian concept un-
derwent a shift, which was originally strictly
applied, now it is more tolerant.

This study uses identity theory deve-
loped by Hall (1997a), which suggests that
cultural identity can be seen from at least
two perspectives, those are identity as a
being and as a process of becoming. “Being”
is something that can be used as a common
sense or identity for a group that has almost
the same history and customs. The identi-
ty formed will be influenced by stereotypes
and essentialism (Hall, 1990). “Becoming” is
how we identify ourselves. The general idea
is that the identity of a culture is shaped by
historical events, culture, forces and impor-
tant events.

Becoming is the result of positioning
oneself in the flow of historical events. In
other words, history and memory influence
the formation of cultural identities that exist
today. Becoming is a process of progressive
identity formation, but still taking into ac-
count events that have occurred in the past.
In terms of Chinese ethnicity identity, this
is thought to be caused by the difference in
identity between the Chinese and the local
people. So their opinion of the choice of bu-
siness and work will also vary. This refers to
the meaning of identity as something dyna-
mic.

Hall (1990) explains that identity is
not fixed and always changing. Hall argues
that identity is divided into two parts, na-
mely cultural identity as a form (identity as
being) and cultural identity as a process of
becoming (identity as becoming). Being or
also known as self-subjectivity is the iden-
tity given by the individual to himself. Me-
anwhile, becoming is a reflection of one’s
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identity in the surrounding social situation.
This identification will lead to the justifica-
tion of identity in the social environment,
which is called interpellation.

Based on the explanation above, this
research is important to do because 1) no
similar research has been conducted at this
research location, 2) the phenomenon of
Chinese ethnicity family business is very in-
teresting to study, especially regarding the
succession of business ownership of Chine-
se ethnicity families. This study focuses on
analyzing the business fields occupied by
Chinese ethnicity in the Chinatown area of
Cirebon city, as well as describing how fami-
ly businesses are developed by Chinese eth-
nicity in the Chinatown area of Cirebon city.

METHOD

This study used qualitative research
methods. According to Ericson (Fadli, 2021)
qualitative research seeks to find and desc-
ribe in a narrative way the activities carried
out and the impact of the actions taken on
their lives. In this case, the qualitative ap-
proach aims to obtain information from re-
search informants, namely shop owners in
the Chinatown area of Cirebon city.

The subjects of this study were Chine-
se ethnicity traders in the Chinatown area of
Cirebon city. This research was conducted in
the Chinatown area, Cirebon city, precisely
along Jalan Winaon, Jalan Kanoman, and Ja-
lan Lemahwungkuk (Chinatown). There are
8 shops used as samples in this study. Rese-
arch activities were carried out for 1 month,
starting from June 2022 to July 2022. Data
collection in this study used observation,
interview and documentation techniques.
The data analysis techniques used are data
reduction, data presentation, and data veri-
fication.

RESULT AND DISCUSSION
Cirebon City Profile

Cirebon City is one of the cities in
West Java Province, Indonesia. This city is
located on the north coast of Java or what
is known as the northern coast route which
connects the Jakarta-Semarang-Surabaya

area. Geographically, the city of Cirebon is
located at 6.41° South Latitude and 108.33°
East Longitude on the North Coast of West
Java Island. The shape of the Cirebon city
area extends from West to East about 8 ki-
lometers and from North to South about 1
kilometers with a height of + 5 meters above
sea level.

The city of Cirebon has an admi-
nistrative area of around 37,358 km? or
around 3,736 hectares which is divided
into five districts, those are Harjamukti,
Lemahwungkuk, Pekalipan, Kejaksan and
Kesambi. Harjamukti has the largest area,
reaching 47.15%, while Pekalipan has the
smallest area of only 4.18%.

Figure 1. Peta Kota Cirebon

Cirebon City is one of the cities in
Indonesia that has a Chinatown area. The
famous Chinatown area in the city of Cire-
bon is located in Lemahwungkuk District,
precisely around Chinatown Street, Kano-
man Street, and Winaon Street. This area is
an area that is mostly inhabited by Chinese
ethnicity and is also a trading center.
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Figure 2. Map of Lemahwungkuk District

Lemahwungkuk District is one of the
five districts in the city of Cirebon. This sub-
district consists of four sub-districts, na-
mely Pegambiran sub-district, Kasepuhan
sub-district, Lemahwungkuk sub-district
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and Panjunan sub-district. The boundaries
of the Lemahwungkuk sub-district are: to
the north it is bordered by Kejaksan sub-
district, to the east by the Java Sea, to the
south by Cirebon regency and to the west by
Harjamukti sub-district and Pekalipan sub-
district.

Figure 3. The atmosphere on Jalan Lemah-
wungkuk

“In the past, Jalan Lemahwungkuk did
not come to the end, it was only a fork in the
road. Initially the one at the end was called
Chinatown Street. But I don’t know why now
the name of Chinatown is gone and replaced
by Jalan Lemahwungkuk. In the past, when
Chinese people came here from China, they
would not go far to find an area near the
coast. So that the settlements in Winaon,
Kanoman, Chinatown, and Pasuketan are
all Chinese people and there are rarely nati-
ve Indonesians.” (Interview with Ms. Gouw
Jang Giok, 79 years old, June 2022)

According to informant-1, many Chi-
nese who came to the Cirebon area lived in
the areas close to the coast. This is because
they come to Indonesia by sea using ships,
so that when the ship docks at the port, the
area they go to is places around the coast.
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Figure 4. The atmosphere on Jalan Pasuke-
tan

Figure 6. The atmosphere on Jalan Kano-
man

“..In the past, Chengho’s ship ancho-
red at Muara Jati. Because it was too long to
wait, in the end many of the soldiers who
were left behind married local people..” (In-
terview with Ms. Gouw Jang Giok, 79 years
old, June 2022)

The area in Cirebon which is close to
the beach and also the anchorage for ships
belonging to Admiral Chengho and his sol-
diers is Muara Jati Harbor, or what is now
known as Gunung Jati. Another area that is
still close to the beach area is Lemahwung-
kuk District, which includes Kanoman
Street, Chinatown Street (Lemahwungkuk),
Talang Street, Winaon Street, and Pasuke-
tan Street. Therefore, many Chinese ethnici-
ty, both of mixed descent and full-blooded
Chinese, settled in the area and eventually
became known as the Chinatown area of Ci-
rebon.

Characteristics of shops owned by Chi-
nese ethnicity in the Chinatown area of
Cirebon city

The shops belonging to the Chinese
ethnicity group in the Chinatown area of
Cirebon City have several characteristics
that distinguish shops owned by the Chine-
se ethnicity group from those belonging to
the local community. This characteristic can
be found from the signboard used, the red
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accessories that decorate the shop, and the
shufa that is used as a wall decoration..

Figure 7. Sukabumi Store Signboard
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Figure 8. Royal Store Signboard

To Im Obat

 Eitbmosa

JI. Peginan (Lerabvwungiuk) He. 22 CIRERGH

Figure 9. Sentosa Drug Store Signboard

Some of the pictures above are examp-
les of shop signboards in the Chinatown area
of Cirebon city. Usually, the shop signboard
owned by Chinese ethnicity are painted in
the red color with white or golden yellow
fonts. In addition, there are also those who
add Chinese writing to the signboard.

Figure 10. Shufa as Aroma Canteen Wall
Decoration

Figure 1. Aroma Canteen Wall Decoration

Figure 12. Red Lanterns and Accessories at
Sentosa Drugstore

In addition to the shop’s signboard,
accessories are used as decoration on the
shop wall. The pictures above showed some
examples of accessories that the researchers
managed to keep as a documentation, inclu-
ding the lanterns and hangers at the Sento-
sa Drug Store, as well as the shufa and wall
hangings at the Aroma Canteen.

Business fields occupied by Chinese eth-
nicity in the Chinatown area of Cirebon
city

In the Chinatown area, Cirebon City,
there are various types of shops and types of
businesses occupied by Chinese ethnicity.
Some of them are the same type of business,
namely shops selling souvenirs and culinary
delights. The following are the results of in-
terviews with several shop owners:

“It’s only since there was a supermar-
ket that I changed my mind, I'd rather sell
souvenirs. Because I think the competition is
tough, you can't sell cheaply.” (Interview with
Mr. Sunaryo, 47 years old, June 2022)
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Figure 13. Cirebon typical souvenir shop
“Selamet”

Mr. Sunaryo is one of the owners of a
typical Cirebon souvenir shop. According to
his statement, initially the goods sold in his
shop were agricultural products, such as rice
and oil. However, since the development
of supermarkets in the city of Cirebon, he
thought of changing the goods sold into ty-
pical Cirebon souvenirs. This is because Mr.
Sunaryo’s shop will not be able to compete
with the prices offered by supermarkets.

“Yes, typical Cirebon food. (Interview
with informant-1, +58 years June 2022)

Figure 14. Cirebon typical food souvenir
shop “Chinatown”

Informant-1 is the owner of a typical
Cirebon souvenir shop. Items sold are the
same as informant-2. However, Mrs. Tris ne-
ver changed the line of business she was en-
gaged in. According to Mrs. Tris’ statement
during the interview, from the start she has
been selling Cirebon special food souvenirs.

“Toko 42, selling local produce, local
goods.” (Interview with informant-2, +63 yea-
rs, June 2022)

Figure 15. Toko 42

Toko 42 is a shop that sells household
goods; ranging from cleaning tools, furnitu-
re, to charcoal. The owner of this shop is Mr.
Aceng.

“This is a box for catering and culina-
ry, a complement to the catering business,
household. There are boxes, glasses, tissues,
spoons, plastic bags, rice paper.” (Interview
with Ms. Terry, +53 years, June 2022)

Figure 16. Three Diamond Box Shop

Another type of business is a box shop
and catering equipment owned by Ms. Ter-
ry. She sells various types of needs for res-
taurants and catering wholesale and retail.

“Yes, this is after I retired in 2011, so |
just came here, then because of textiles it’s
also not so crowded now. Most people buy
ready-made clothes, so I plan to open an ex-
pedition, then my wife runs a canteen busi-
ness, that’s it.” (Interview with Mr. Sudarto,
+65 years, June 2022)

Figure 17. Aroma & JNE canteen

Other types of businesses are canteens
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and expeditions. Mr. Sudarto has run this
business since 2012. Previously, the shop he
lived in was owned by his parents, the shop
used to sell textiles. But eventually changed
the field of business to food.

‘At first it was Cirebon batik, then the-
re was acculturation of batik with Chinese-
breed batik.” (Interview with Mrs. Giok, +79
years, June 2022)

UL = |
Figure 18. Kanoman Batik & Lina’s Batik

Next is the line of business that Mrs.
Giok is engaged in, that is batik. The batik
she produces is Chinese-breed batik. Initial-
ly, they only sold Cirebonan batik, but even-
tually developed into making batik with ty-
pical Chinese and Cirebon motifs.

Chinese ethnicity family business in the
Chinatown area of Cirebon city

The Chinese ethnicity is very famous
for their entrepreneurial skills and is known
to have a very high work ethic. One of the
reasons behind the success of the Chinese
ethnicity at work is because they really ap-
preciate the slightest work. As said by infor-
mant-3 in the following interview excerpt:

“Yes, so the Chinese have hatred for
the lazy. Because life must be responsible
for oneself, so tough, everything is tough. So
that it is delicious in old age.” (Interview with
informant-3, 65 years old, June 2022)

The Chinese people really don't like
lazy people. According to informant-3, eve-
rything must be done seriously, because in
life there are those who must be accounted
for.

In entrepreneurial activities, the ave-
rage Chinese ethnicity will pass the business
on to their descendants or to their relatives,
this type of entrepreneur is called Fami-
ly Business. As was done by several shops
owned by Chinese ethnicity in the following
Chinatown area of Cirebon city.

“Yes I used to be from BCA and I reti-
red. If you're retired, why try if you don't tra-
de. If you want a business today, you have to
be right on target, otherwise the capital will
run out. When I retired in 2018, it wasn’t long
before 2020 was the start of the pandemic, so
what was there was developed, right? The
current generation isn’t conservative, right?”
(Interview with Mrs. Terry, 53 years old, June
2022)

The quote above is a statement from
informant-4, the owner of Dus Tiga Berlian
Shop. She is a retiree who currently mana-
ges her parents’ business. According to her,
to do business or entrepreneurship must be
right on target and must be smart to see the

Table 1. Data on Stores Owned by Chinese ethnicity in the Chinatown Area of Cirebon City

Name of the

owner Name of the shop Address Type of business
Sunaryo Typical Cirebon Souvenir “Selamet” Jalan Kanoman No. 57 Culinary

Aceng Toko 42 Jalan Kanoman No. 42 Household needs
Terry So Three Diamonds Jalan Kanoman No. 50 Household needs
Tris SI;Zili)I?:n}"yplcal Food Souvenirs {?)leagr];:r?;?\}]l(ﬁzilmk Culinary

Sudarto Halim  Aroma Canteen Jalan Pasuketan No. 43 Culinary

Wong Sukabumi Jalan Pasuketan No. 58 Fashion

Gouw Jang Giok Lina’s Batik & Kanoman Batik Jalan Kanoman No. 54 Fashion

Santi Royal

Jalan Pasuketan No. 34 Household needs
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opportunities that exist. Since retiring, in-
formant-4 decided to continue and develop
her parents’ business.

“She’s already old, my mother is 82 and
will be turning September 83, so automa-
tically the term is repaired, replaced by me
who can still manage it, right?” (Interview
with informant-3, 53 years old, June 2022)

The Dus Tiga Berlian store has been
around since the 1980s and is currently
owned by the parents of informant-3. Ac-
cording to information from the informant,
the mother is old so she can’'t manage the
shop like she used to. Currently, the shop
automatically becomes the responsibility of
informant-3 as the second generation, alt-
hough the highest authority remains with
the mother as the business owner.

“Yes, this is after I retired in 2011, so |
just came here, then because of textiles it’s
also not so crowded now. Most people buy
ready-made clothes, so I plan to open an ex-
pedition, then my wife will run the canteen
business, like that.” (Interview with infor-
mant-5, 65 years old, June 2022)

Furthermore, informant-4 is the ow-
ner of the Aroma & JNE Canteen shop. In-
formant-5 has a background similar to in-
formant-3. He is a retiree who is currently
continuing his family business. In 1965,
this shop was a shop that sold textile goods
which was managed by his father. Howe-
ver, as time went on, textile sales were not
as busy as before, so Mr. Sudarto decided
to open an expedition counter and canteen.
The canteen sells Chinese specialties cooked
directly by the informant-5'’s wife

“No, I used to teach. Then after retiring,
rather than having no activity, now this place
is also not being used, so I'm taking advanta-
ge of it so there are just activities.” (Interview
with Mr. Sudarto, 65 years old, June 2022)

Informant-5 added that apart from
continuing the family business, he also took
advantage of this opportunity to fill in acti-

vities in his old age. Currently he is the suc-
cessor of the second generation of his family.

“Continue parental efforts. In the past,
we were in Central Java and we got married,
we got Central Java people, so we also opened
a kiosk business. But here no one takes care
of it so my mom said just go home and con-
tinue to have mom like that.” (Interview with
Mrs. Santi, 55 years old, June 2022)

Next is informant-6, the owner of the
Royal Shop. She is the successor to the se-
cond generation of his parents’ business.
According to the statement of informant-6,
initially she also opened a business with her
husband in Central Java, but because no one
managed her parents’ business, she finally
returned to Cirebon and continued her pa-
rents’ business until now.

“What year did that grandpa come
from, the Japanese or Dutch era already
existed.” (Interview with Mr. Wong, 53 years
old, June 2022)

Just like the others, informant-7, the
owner of the Sukabumi Shop is also a con-
tinuation of the family business. He is the
successor of the third generation, previously
the store was managed by his grandfather,
then passed down to his father, until finally
stopping at informant-7.

“..Previously, we were in Trusmi, be-
cause according to the story of my grand-
parents or my descendants, they came from
China, full-blooded Chinese. I don’t know my
grandparents, but according to the story, my
grandparents married a concubine from the
Kanoman Palace. The concubine married
and lived in Trusmi and opened a batik bu-
siness.” (Interview with Ms. Gouw Jang Giok,
79 years old, June 2022)

According to the statement of the key
informant, the ancestors of her family were
originally Chinese or commonly called full-
blooded Chinese. The grandparent of the
informant married one of the concubines
of the Kanoman Palace in Cirebon. In the
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1920s, Mrs. Giok’s family ancestors opened
a batik business in the Trusmi area, Cirebon
Regency, then in 1941 moved to Kanoman,
Cirebon City. Initially, the only batik produ-
ced by the key informant’s family was Cire-
bonan Batik, but over time their batik bu-
siness began to produce acculturated batik,
the mixed Chinese-Cirebon batik motif.

“I don’t know what year it was, but
when my father got the letter from the Kera-
ton it was in 1934, so it must have been before
that year, because it was probably from 1920
from my mother’s family.” (Interview with
Ms. Gouw Jang Giok, 79 years old, June 2022)

The key informant added that in 1934,
her father received a letter from the Sultan
of the Keraton Palace containing permission
to make batik with a palace motif. The let-
ter is still hanging in the corner of her living
room along with photos of visits from other
officials.

Figure 19. Permit to Make Batik from the
Sultan of the Palace (Sultan Sepuh Keraton)

“I am a batik maker who has been pas-
sed down from generation to generation,
from my grandparents in Trusmi until now
to my son, Monik. I am the fourth generati-

on and Monik is already the fifth generation.”

(Interview with informant-y, 79 years old,
June 2022)

Based on the results of interviews
with informant-7, the family’s business has
begun to be passed down to the fifth gene-

ration, that is their children. Initially, the
informant’s family batik business only had
one shop, it is called Lina’s Batik. The name
Lina’s Batik is taken from the name of the
mother, Linadjati, as the third generation
owner. Then as time went on, their batik bu-
siness grew and finally opened a new branch
with the name Kanoman Batik, which is
currently being managed by the son of in-
formant-7. Even though the two stores both
produce and sell batik, there is a difference
in the type of batik being sold.

“Kanoman Batik follows today’s use of
screen printing, but does not equate it with
Lina’s Batik because at Lina’s Batik there is
no screen printing batik and only written
batik, stamped batik, and mixed stamped
batik.” (Interview with informant-7, 79 years
old, June 2022)

According to informant-7’s statement,
there is a difference between the batik sold
at Lina’s Batik and Kanoman Batik. Before
technology became as sophisticated as it
is today, the batik sold at Lina’s Batik was
a type of hand-written batik, the batik was
produced directly by the craftsmen’s hands
without the help of stamps or screen prin-
ting. Meanwhile, the batik produced at Ka-
noman Batik has undergone modernization
because the production process has used
tools. This is what makes the selling price of
batik different, and that is why informant-7
said that Lina’s Batik cannot be compared to
Kanoman Batik, even though both of them
produce and sell Chinese Peranakan batik.
Informant 7 also added that with the Kano-
man Batik shop, it was hoped that people
could buy batik at affordable prices but with
good quality.

“To continue the business that has
been passed down, because from my great
grandparents to the current generation, all
of them make batik. Kanoman Batik is held
by Monik, while Lina’s Batik is still held by
my family and my sister. But we have also
started to pass it down to Monik for preser-
vation. Don't let this written batik stop, as
long as the batik makers are still around, it



Komunitas: International Journal of Indonesian Society and Culture 16 (2) (2024): 274-287 285

must be maintained.” (Interview with infor-
mant-7, 79 years old, June 2022)

Informant 7 stated that the reason for
doing this entrepreneurship was to main-
tain a family legacy that had been passed
down from generation to generation. In
addition, she also revealed that it was from
this batik business that she and her family
could survive. According to her, this batik
business must not stop and must be preser-
ved as long as the batik craftsmen are still
around, moreover the batik they produce is
batik acculturation between local Cirebon
motifs and motifs of mixed Chinese descent.

Based on the results of the research
analysis, it can be seen that shops owned by
Chinese ethnicity in the Chinatown area of
Cirebon city have different characteristics
from other shops. As stated by Anggraini
(2016) that the characteristic of shops belon-
ging to the Chinese ethnicity is synonymous
with the use of red and golden yellow, in this
case most of the shops in the Chinatown
area of Cirebon city use a combination of
these two colors for shop signboards. Next
is the decoration of lanterns and hanging
accessories in the store, such as those found
at the Sentosa Drug Store. Then the last one
is the calligraphy or shufa symbol found on
the decoration of the Aroma Canteen shop.

Based on the results of interviews
with several informants, it can be seen that
almost all the shops that the researchers in-
terviewed were family businesses managed
by their own family members without any
interference from other parties. According
to Susanto & Susanto (2013), this type of
family business belongs to the Family Busi-
ness Enterprise (FBE) category. Meanwhile,
the characteristics of a family business occu-
pied by Chinese ethnicity in the Chinatown
area of Cirebon city are shared ownership.
According to Yu (in Cahyadi, 2022) fami-
lies have the same goal, namely to improve
each other’s welfare. In running and deve-
loping a family business, on average they
will automatically pass on the management
of the business to their children and gran-
dchildren. The succession of business ow-
nership will indirectly fall into the hands of

the next generation.

CONCLUSION

Based on the description of the rese-
arch results, Chinese ethnicity in the Chi-
natown area of Cirebon city pursue several
different business fields. These business
fields include culinary, fashion, and house-
hold needs. Stores with household needs are
more dominant than other sectors, this is
because the location of the store is strategic
and blends with the Kanoman Market area.
Stores with the fashion category are Suka-
bumi Shops, Lina’s Batik & Kanoman Batik.
Shops that pursue the culinary field are Aro-
ma Canteen, Cirebon Typical Souvenir Shop
“Selamet”, and Cirebon Typical Food Sou-
venir Shop “Chinatown”. Besides that, there
is a shop for household needs “Toko Royal’,
Toko Dus Tiga Berlian, and “Toko 42"

Family businesses run by Chinese eth-
nicity in the Chinatown area of Cirebon City
are very diverse. Some of them still maintain
the line of business they run and even de-
velop the business. However, some others
actually narrow and even change the field
of business they are engaged in for several
reasons. One of them is the Aroma Canteen,
which was originally a textile materials shop,
but changed its line of business to become
a culinary one. There is also a typical Cire-
bon souvenir shop “Selamet”, which initially
only sold agricultural produce, but now has
changed to selling typical Cirebon souve-
nirs. On the other hand, Lina’s Batik store
still maintains the line of business that has
been occupied by her family, and has even
managed to open a new store that is also en-
gaged in fashion, namely Kanoman Batik.
Of the 8 shops that the authors interviewed,
4 of them continued to maintain the line of
business that had been occupied by the fa-
mily, while the other 4 changed their line of
business.

The family business occupied by Chi-
nese ethnicity in the Chinatown area of
Cirebon city is a type of Family Business
Enterprise (FBE), in which all company ma-
nagement is managed by the family mem-
bers themselves. This is also caused by the
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place of business and the field of business
they are engaged in. Most of the businesses
they run are small businesses that can still
be managed by their own family members,
so they feel they don'’t need a professional to
help with their business activities.
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