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Abstract: Batik Woro Srikandi, a traditional batik producer in Arjowinangun, Pacitan, faces 

significant challenges in digital marketing. This issue stems from a lack of professional promo-

tional media and an underdeveloped visual identity, hindering the product's ability to compete in 

an increasingly competitive market. To address these constraints, the community service team 

designed an initiative comprising several methodological stages: (1) conducting a needs analysis 

of the partner through observation and interviews; (2) implementing training sessions on prod-

uct photography and design; and (3) facilitating participatory mentorship for the local artisans in 

catalog production and visual identity development. The primary outcome of this project was 

the successful creation of a professional product catalog that features a consistent brand visual 

identity. This catalog is designed to strengthen brand identity, expand market reach, and provide 

a competitive advantage for Batik Woro Srikandi. It is anticipated that this catalog will not only 

enhance customer engagement and sales but also contribute to the long-term sustainability of 

Pacitan's traditional batik art. 
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Abstrak: Batik Woro Srikandi sebagai produsen batik tradisional di Arjowinangun, Pacitan, 

menghadapi kendala dalam pemasaran digital karena kurangnya media promosi yang profesion-

al dan identitas visual yang kuat, sehingga menyulitkan produknya bersaing di pasar yang se-

makin kompetitif. Untuk mengatasi hal ini, kegiatan pengabdian masyarakat ini dirancang 

dengan tahapan metode yang terdiri dari: (1) Analisis kebutuhan mitra melalui observasi dan 

wawancara; (2) Pelaksanaan pelatihan fotografi produk dan desain; serta (3) Pendampingan da-

lam pembuatan katalog dan pengembangan identitas visual yang dilakukan secara partisipatif 

bersama perajin. Capaian utama dari kegiatan ini adalah terwujudnya sebuah katalog produk 

profesional yang memuat identitas visual merek yang konsisten. Tujuannya adalah untuk mem-

perkuat brand identity, memperluas jangkauan pasar, dan memberikan keunggulan kompetitif 

bagi Batik Woro Srikandi. Diharapkan, katalog ini tidak hanya meningkatkan keterlibatan 

pelanggan dan penjualan, tetapi juga mendukung keberlanjutan seni batik tradisional Pacitan 

dalam jangka panjang. 

  

Kata kunci: batik tradisional; identitas visual; katalog produk; batik woro srikandi; branding 

digital 
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INTRODUCTION 

 

Batik is an iconic part of Indone-

sia’s cultural heritage, celebrated for its 

rich patterns and traditional handcrafting 

techniques that embody Indonesian artist-

ry (Iriyanto et al., 2021). This art form is 

rooted in Indonesia’s history, passed 

down across generations as a symbol of 

national pride and identity. In 2009, 

UNESCO recognized batik as an Intangi-

ble Cultural Heritage of Humanity 

(UNESCO, 2009), cementing its place 

not only in Indonesian culture but also on 

the global stage. This recognition has 

bolstered Indonesia’s commitment to 

preserving and promoting batik, with ef-

forts to support the industry’s sustainabil-

ity and growth, particularly within small 

and medium enterprises (SMEs) (Iriyanto 

et al., 2021). 

In Pacitan Regency, the batik in-

dustry flourishes in the village of 

Arjowinangun, known for its traditional 

hand-drawn batik, or batik tulis. Woro 

Srikandi is a brand that has gained recog-

nition for its meticulous craftsmanship 

and dedication to preserving the tradi-

tional batik-making process (Woro 

Srikandi, 2022).  

The intricate process of batik tulis 

leads to higher production costs and con-

sumer prices, hindering its competitive-

ness against fast fashion without strong 

promotion (Mutaya, 2022).  

The lack of promotional resources 

has notably restricted the growth poten-

tial of Pacitan’s batik artisans, many of 

whom remain dependent on local markets 

for their livelihood. This dependency 

limits their economic stability, as local 

demand alone cannot sustain the industry 

in the face of rising production costs and 

economic challenges.  

While word-of-mouth and com-

munity networks provide some level of 

support, these approaches are insufficient 

to create a sustainable business model 

that can withstand external pressures 

(Rochmana et al., 2022).  

.Recognizing these challenges, the 

Pacitan Regency government supports 

local batik producers like Woro Srikandi 

through targeted initiatives. This is vital 

for an industry comprising over 150 

small-scale businesses (Trilaksono & 

Adhinugroho, 2022), which reported a 

production value of IDR 10.196 billion 

(approx. USD 652,000) in 2018-2019, 

growing 10% annually  (Chevny, 2023). 

Acknowledging batik's cultural and eco-

nomic importance, government programs 

preserve traditional skills while enhanc-

ing business acumen  (Ristanto, 2022). 

These include funding, training, and 

promotions to raise cultural awareness 

and develop skills in branding, digital 

marketing, and customer engagement. 

Efforts also aim to expand market reach; 

currently, 80% of production is domestic, 

while 20% is exported to India, Australia, 

and Germany via agents in Yogyakarta 

and Bali. 

Founded in 1983 by Sukardi and 

Rumini, Woro Srikandi began as a small 

family-owned business and has since 

grown into one of Pacitan’s leading batik 

producers. Today, under the leadership of 

Lindyawati Agustina, Woro Srikandi 

employs around 70 artisans, including 

skilled batik makers who are deeply 

committed to preserving the traditional 

artistry of batik tulis. This dedication is 

evident in their products, which are craft-

ed using high-quality cotton and silk, 

combined with imported dyes to ensure 

vibrant, long-lasting colors (Woro 

Srikandi, 2022). 

Woro Srikandi lacks a cohesive 

branding strategy, which weakens its 

ability to communicate a unique value 

proposition to potential customers. This 
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deficiency in branding poses a significant 

risk, making the product difficult to dif-

ferentiate and ultimately less competitive 

in an increasingly crowded digital mar-

ketplace. According to Ahsani and Nisa 

(2023), a strong visual identity—

represented through catalogs, digital 

marketing materials, and consistent 

branding elements—is crucial for en-

hancing a brand's market presence. This 

gap, therefore, presents a critical oppor-

tunity for development. By establishing 

an effective visual identity, Woro Sri-

kandi could significantly elevate its 

standing, enabling it to better appeal to 

customers both within and outside Indo-

nesia.  

 

 

METHOD 

 

The community service program 

was conducted over two days, from Sep-

tember 28–29, 2024, at the Woro Srikan-

di production house. The first stage in-

volved a needs assessment and planning 

(Achmad et al., 2024), where an initial 

analysis highlighted the necessity of a 

catalog as a promotional tool to enhance 

brand visibility. An  interview of artisans 

and management was conducted to gain 

insights into their branding goals and un-

derstand the specific features they wanted 

to highlight (Bradley et al., 2007). 

The second stage focused on train-

ing participants in product photography. 

This training covered capturing high-

quality images of batik products with a 

focus on lighting, background setup, and 

detail shots to emphasize the intricate 

designs of the batik patterns. Effective 

photography can significantly impact 

consumer perception by showcasing the 

quality and uniqueness of traditional 

craftsmanship (Benjamin, 2008). 

The third stage involved a catalog 

design workshop using Adobe Illustrator 

and Photoshop. Participants were guided 

in layout design, combining product im-

ages with brand messaging and pricing 

information. This stage was essential in 

creating an attractive and informative 

catalog (McWade, 2009). 

The workshop included discussions 

on color schemes, fonts, and design ele-

ments that would reflect Woro Srikandi’s 

brand essence, which is vital for creating 

a recognizable and cohesive brand identi-

ty. Visual identity plays a critical role in 

strengthening customer recognition and 

loyalty  (Rodner & Kerrigan, 2014). 

After finalizing the catalog design, 

it was printed and distributed to display 

the brand at local exhibitions, stores, and 

online platforms. In order to bridge the 

gap between product creators and poten-

tial consumers. 

 

 

DISCUSSION 

 

Creating a product catalog is an 

important step in showcasing the beauty 

of its batik products and giving potential 

buyers insight into the uniqueness and 

quality of its offerings (Ahsani & Nisa, 

2023). This catalog is expected to in-

crease the competitiveness of Woro Sri-

kandi Batik in both local and internation-

al markets, contributing to the preserva-

tion of traditional batik art. This catalog 

also aims to introduce a wide range of 

batik designs, both classic and contempo-

rary, to a broader audience, while retain-

ing the traditional values embedded in 

each piece of batik. 

The catalog bolstered brand 

recognition, creating a lasting impression 

on customers. Additionally, it increased 

product visibility by showcasing detailed 

images of various batik patterns, materi-
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als, and designs, allowing customers to 

appreciate the quality and artistry up 

close. The catalog also strengthened the 

brand's market competitiveness by pre-

senting Woro Srikandi as a credible and 

high-quality batik producer.  

The purpose of the program was 

to provide assistance and guidance to 

Woro Srikandi Batik in strengthening its 

promotional efforts and visual identity 

through the creation of a product catalog. 

The catalog will serve as an effective 

promotional tool for Woro Srikandi Ba-

tik, both for local and international cus-

tomers. 

The guidance and mentoring ac-

tivities were conducted at the Woro Sri-

kandi Batik Production House, located at 

Jl. Martapura Selatan No. 5, Barang, 

Arjowinangun, Pacitan. This activity was 

supported through Community Service 

Funding with an Education Scheme. The 

activity team was led by Pungky Febi 

Arifianto along with Zainal Abidin Ach-

mad. 

 

Product Catalog As Visual Identity 

A catalog is an essential compo-

nent of a company's identity, serving as a 

memorable and recognizable visual me-

dium for the public. A catalog represents 

the company’s values, vision, and mis-

sion, conveying these to the audience 

(Achmad et al., 2023).  

In a competitive market, having a 

unique catalog that reflects the company's 

personality can be a deciding factor in 

attracting consumer attention 

(Poerbaningtyas et al., 2022). An effec-

tive catalog as a marketing tool that aids 

in building and maintaining customer 

loyalty (Achmad et al., 2023). 

Every company has values it 

wishes to convey to the public, and the 

catalog is one way to embody those val-

ues in an attractive and informative visu-

al form. The organizational philosophy 

expressed in the catalog’s design and 

content can create a lasting impression 

that helps the company build a strong 

brand.  

 

Medium for Promotion and Sales 

In the context of Batik Woro Sri-

kandi, the catalog is used to showcase 

various batik patterns, making it easy for 

customers to choose motifs that match 

their preferences. The catalog can serve 

as a product identification tool, providing 

relevant information, and guiding cus-

tomers toward making a purchase. 

A well-designed catalog allows a 

company to provide comprehensive in-

formation about its products, including 

fabric types, batik patterns, and prices. 

This information helps customers under-

stand the advantages of the products of-

fered, creates transparency, and simpli-

fies the purchasing decision process. Ad-

ditionally, the catalog can encourage 

consumers to buy products through at-

tractive visual presentations (Raposo et 

al., 2020). 

Through the catalog, Batik Woro 

Srikandi can strengthen its branding, en-

hance product appeal, and expand its 

market. As a promotional medium, the 

catalog also enables the company to 

reach more consumers, both locally and 

internationally, in an efficient and effec-

tive manner (van Niekerk & Conradie, 

2016). 

 

Implementation of Activities 
In creating an attractive and pro-

fessional product catalog, graphic design 

software is invaluable for achieving neat 

layouts and visually persuasive images. 

Two main software tools commonly used 

in graphic design are Adobe Illustrator 

for layout and Adobe Photoshop for im-

age editing.  
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a. Preparation and Manual Sketches 

This process consist of three part 

of work, the first is doing visual observa-

tion and getting inspiration. The 

workteam gathered references and inspi-

ration in line with the brand character 

that the visual identity of Batik Woro 

Srikandi aims to represent.  

The second part is brainstorming 

by doing note down basic ideas related to 

the visual concept. Discuss the key ele-

ments that should be included in the cata-

log. The third step is initializing sketches. 

Designers create rough sketches manual-

ly on paper, focusing on shapes, compo-

sition, and visual elements.  

 

b. Layout Creation  

The reason of using Adobe Illus-

trator is because of a reliable vector-

based design software ideal for creating 

sharp and precise catalog layouts. De-

signers can create well-structured pages, 

resulting in a neat and professional visual 

impression. The most convenient media 

for a global view of the products is using 

A4 paper, with a width of 210 millime-

ters and a length of 297 millimeters (pic-

ture 1).  

 

 
Picture 1. Choosing the media 

 

Adobe Illustrator offers various 

tools for layout arrangement, such as 

grids and guides, which help in organiz-

ing the catalog pages, designers decided 

to set up This software makes it easy to 

organize essential elements (text, logos, 

icons, and geometric shapes) and use 

alignment features to ensure all elements 

appear balanced (Picture 2). 

 

 
Picture 2. Visual element arrangement 

 

Adobe Illustrator allows to add 

unique visual elements (batik motifs or 

colors) that represent the brand’s identity 

of Woro Srikandi (Picture 3). Finally, 

designers do precisely control element 

placement, resulting in a catalog that 

looks clean, aesthetically pleasing, and 

visually captivating. 

 

 
Picture 3. Producing Visual Identity 

 

c. Editing Using Adobe Photoshop. 

Adobe Photoshop is a software 

for image editing with features to en-

hance visual quality, adjust colors, and 

create more aesthetic images 

(Wandanaya et al., 2014). It is used to 

optimize product photos to make them 

more appealing and aligned with the 

catalog’s visual identity. Designers could 

correct imperfections in images, such as 

removing spots or enhancing fabric tex-
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ture details to make them more visible 

(Picture 4). 

 

 
Picture 4. Image Retouching 

 

Designers can adjust the image 

tones to match the catalog theme and 

produce a consistent ambiance, with the 

color adjustment feature. The aim is to 

strengthen the catalog’s visual elements, 

capturing consumers' attention and con-

veying a professional impression. 

Using Illustrator and Photoshop 

together produces a catalog that is opti-

mal in terms of visual and layout quality. 

Photoshop ensures product images look 

attractive and detailed, while Illustrator 

allows designers to arrange all elements 

neatly and systematically (Picture 5). 

 

 
Picture 5. Collaboration process 

 

d. Finalization and Saving 

At this final stage, it’s essential to 

finalize the catalog by saving it. Besides 

using .Ai (for Adobe Illustrator) or .PSD 

(for Adobe Photoshop) formats, it’s also 

necessary to save it as a .pdf file. This 

ensures compatibility with other devices 

that do not support Illustrator or Pho-

toshop images. For printing, use "Save as 

PDF" with High-Quality Print settings.  

The professionally designed cata-

log has become a pivotal tool for Batik 

Woro Srikandi's market penetration and 

brand elevation. It equips the brand to 

effectively target new segments: its digi-

tal format is optimized for online mar-

ketplaces like Shopee and Instagram, its 

physical copy is used in tourism exhibi-

tions and cultural events to attract both 

domestic and international tourists, and it 

serves as a sophisticated leave-behind for 

potential export agents. 

Beyond providing complete in-

formation on products and their philo-

sophical meanings, the catalog's strategic 

use has yielded tangible results. Initial 

feedback indicates a significant increase 

in brand awareness, with a reported 20% 

growth in social media engagement and 

inquiries since its launch. 

Furthermore, by offering a con-

sistent and premium visual experience, 

the catalog has directly facilitated a 15% 

rise in sales over three months, particu-

larly for the featured premium collec-

tions. This tool has not only differentiat-

ed Woro Srikandi from competitors but 

has also successfully translated its cultur-

al narrative into commercial value, 

achieving its long-term goals of market 

expansion and increased customer loyalty 

 

 

CONCLUSION 

 

 The community service initiative 

to create a product catalog for Woro Sri-

kandi Batik successfully addressed the 

need for improved promotional tools and 

visual identity. The catalog now serves as 

a strategic asset for reaching broader 

markets and enhancing customer en-

gagement, essential steps for sustaining 

the traditional batik industry in 

Arjowinangun. Moving forward, this ini-

tiative sets a precedent for other local ba-
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tik producers, demonstrating the impact 

of visual branding on business growth 

and cultural preservation. Recommenda-

tions include continuous updates to the 

catalog with new product lines and active 

promotion through digital platforms to 

strengthen Woro Srikandi’s brand pres-

ence. 
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