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Abstract. The Sundanese language as the local language with a large speaker 
has a significant influence on society. However, several studies show that more 
Sundanese words are getting archaic.  Therefore, it needs revitalization efforts to 
save them.  This study aims to describe the creative industry in the Arkaiss 
product as one of the revitalization efforts of Sundanese archaic words. The 
method of the research uses a qualitative descriptive approach.  The data 
collection technique is a survey using questioners and interviews.  The result 
reveals that the Arkaiss consumers’ profile is the age range 18-40 years old 
(75.9%), Sundanese ethnic group (87%), and university students as the 
profession (51,9%).  The respondents’ impressions of the archaic words are 
interesting (88.9%), culturally valuable (88.9%), and unique (77.88%).  The 
findings show the revitalization effort in the creative industry gives good results 
in socializing the values of language and culture and in preserving the local 
language. 
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1 Introduction  
 

The Sundanese language spread in West Java, Banten, and on the border of West Java and 
Central Java has its characteristics. From the observations and research of experts, the 
Sundanese language that grows and develops in Banten Province, for example, which is a 
geographical variation, is unique due to the contact between regional languages there cited in  
Sudarman et.al [2].  We can observe the variation in the Sundanese language used by the 
Baduy ethnic group in Lebak.  The diversity and uniqueness of the Sundanese language is an 
extraordinary asset that requires protection from the community and the central and local 
governments. However, the development of civilization in the Sundanese region has increased 
the cultural mixture, leading to the loss of Sundanese words. 

An observation of the loss of the word explains that the emergence of the modern rice 
cooker has eliminated about fifty Sundanese vocabulary. The vocabulary includes nyangu, 
nyepan, ngarihan, ngisisi, ngakeul, and ngabibis.  Several investigations done by Sobarna [2] 
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[3] [4]strengthen this fact by tracing vocabularies in Sundanese that the society rarely uses, 
such as dulang, hihid, ngakeul, nyengsreng, pangarih aseupan, boboko, and suluh. The 
finding reveals that the Sundanese people prefer modern tools from various popular products, 
domestic and foreign, compared to the names of traditional tools. The case of the rice cooker 
is proof. The technology that continues to emerge is predicted to eliminate more Sundanese 
vocabulary. The emergence of technology leads to the loss of words called archaic.  

One of the efforts to save the Sundanese language is by conducting a revitalization 
program. Language revitalization is an effort to create specific new forms and functions of an 
endangered language.  The revitalization is intended to increase the use of the language. Even 
if it is possible, the number of speakers of the language also increases. According to  Lauder 
[5],  there are 169 languages that are threatened with extinction in Indonesia. Even with such a 
large number of threats, we do not yet have a strong preservation program and tradition to 
save it from extinction, except only at the level of documentation through individual research, 
universities, or the National Language Center. The data can be used as a reference to find a 
solution by conducting a revitalization program. The planned revitalization includes 
expanding the linguistic system of a minority language and creating a new realm of use by 
new types of speakers.   We can do revitalization to save the loss of words or language. The 
words or language no longer used are called archaic.  

According to Kamma [6], language maintenance is an effort made by speakers or those 
interested in a language to function to meet the needs of its speakers or interested parties. The 
government has made some efforts to save endangered languages by conducting language 
revitalization. Revitalization is the process of increasing the vitality of a language that is 
threatened with extinction so that it has the power to protect language, develop language, and 
foster language speakers. This revitalization effort is to reveal the phenomenon of the 
extinction of a local language. The extinction was initiated by a decline in the number of 
speakers due to language competition. It is also because of the decreasing loyalty of speakers 
in using their local languages as their mother tongue. Although Sundanese is the second most 
spoken language after Javanese in Indonesia, the threat of disappearing and unpopularity with 
the Sundanese word becomes possible. BPS data (2015) shows that there are around 42 
million Sundanese native speakers. Sundanese, as one of the local languages,  is entering a 
critical condition. It is due to increasingly intense language competition and the onslaught of 
increasingly advanced science and technology developments. In general, Sobarna [7]  stated 
that Sundanese is included in the eroding stage or is in a stable condition although threatened 
with extinction. The death of language in the world has been getting more and more prominent 
lately, and Sundanese is no exception. The issue is related to the phenomenon in urban centers 
in West Java, especially Bandung.  The people, especially the younger generation, are 
reluctant to use Sundanese in their daily lives. This phenomenon is interesting to study from 
the point of view of language death. Therefore, comprehensive strategic efforts are needed to 
defend the Sundanese language from extinction. One of the efforts to deal with the extinction 
is to carry out the revitalization. 

Several studies conducted by Ewing  [8], [9], [10] highlighted that In Indonesia, data on 
language extinction, especially related to language shift, shows the most crucial symptom of 
language shift and language vitality. These symptoms include the number and quality of the 
domains in which it is used and transmitted. The second thing about the threat of language is 
the loss of transmission from one generation to the next. The phenomenon is now happening 
in many communities in  Indonesia where children no longer speak the language of their 
parents. There are factors related to social changes in Indonesia, such as economic, 
educational, and political discourse, that trigger a shift from local to the dominant language. 



 
 
 

How to maintain the language? Cohn  [11], [12], [13] expressed his concern about the use 
of Indonesian as the national language, which would threaten the existence of regional 
languages. Indonesian as the official language in various fields of state and official areas can 
continue to erode local languages among the people. The Javanese language as the language 
with the most speakers is still a concern because of developments. Indonesia, as a multilingual 
nation, will it continue like that? Or it will likely be a country that only uses the monolingual 
Indonesian language. 

Regarding the development of the Sundanese language, Sobarna [14] investigated the 
condition of the Sundanese language in teenagers Bandung. In general, teenagers in big cities 
like Bandung prefer to use foreign languages and Indonesian languages.  We must follow up 
on the challenge immediately. Big cities as multicultural societies are similar to cultural 
acculturation tourist areas. This condition is not surprising in the multilingual urban.  
Djajasudarma [15] explained that the acculturation of Sundanese and non-Sundanese 
languages occurred in tourist areas in Pangandaran. Therefore, Dardjowidjodjo [16] 
emphasized that various strategies should be made related to using the national language. 

One of the efforts to overcome the extinction of languages from both archaic vocabulary 
and wording threatened with extinction is to do documentation. Penfied [17] made efforts to 
document endangered languages. The research covers the gap between documenting and 
revitalizing endangered languages. To deal with the problem of language extinction, We must 
carry out various documentations that focus on the study of language extinction. The form of 
the effort is, among others, training that focuses on applied research on endangered languages. 
However, in revitalizing Grenoble[18] stated that it is necessary to foster motivation. The 
effort is to promote the psychological connection of people in loving their language by 
knowing their ancestors, the past life of their people, and their cultural heritage. The effort can 
have a good impact between the revitalized language and the community concerned. It can 
build the community and their cultural knowledge and understand the benefits of education 
about their mother-tongue multilingualism. Some cases related to revitalization is more crucial 
in border areas. Sundanese regions are within the borders, like Brebes district. Junawaroh [19], 
[20], [21], [22], [23] believes that we should carry out the revitalization efforts s in border 
areas, like in Brebes. As a border area, most of the people, in general, have passive Sundanese 
language skills. If we do not do it immediately, it will not be easy to maintain the Sundanese 
language in the area. 

The revitalization program has been done in some government efforts by doing research, 
socialization, raising awareness among the society, and performing it in the creative industry. 
However, carrying out revitalization programs through the creative sector has been done 
much.  Global competition requires regions to be able to produce output efficiently to survive. 
Efficiency triggers creative thinking, which in turn can lead to creative ideas. The relative 
economy, identical to the creative industry, is currently considered a significant contribution 
to the regional economy. 

Furthermore, its existence is an inseparable part. The creative industry contributes 
significantly to the country's economy, namely an increase in the value of exports, absorption 
of large numbers of workers, and a contributor to gross domestic product (GDP). Nurchayati 
& Ratnawati [24] stated that the contribution of the creative industry to GDP from 2002 to 
2006 averaged 6.3% or equivalent to 152.5 trillion in rupiah. The creative industry can absorb 
up to 5.4 million workers with a participation rate of 5.8%, meanwhile, in terms of exports, 
industry. 

To increase public attention to local languages, the author tries to collaborate between the 
two, namely utilizing entrepreneurship to propagate linguistic values, especially Sundanese. 



 
 
 

The chosen field of entrepreneurship in the creative industry is based on language and 
literature. Creative industries based on language and literature can take the form of T-shirts, 
bags, stickers, hats, and sweaters, which contain word processing and literature. The word 
processing can be in the form of standard and non-standard words, motivational words, poetry, 
and rhymes. The alternative of business can socialize the values of language and literature in 
it. 

The language and literature can express beautiful words, entertainment, advice, cultural 
values, and various forms of communication for the users.  They also can be a form of the 
creative industry. Why should it use the local language? Because local language is a part of 
local wisdom. To maintain the local language means to preserve local wisdom. We can do the 
preservation with the creative industry. The creative sector through Sundanese needs 
investigating because Sundanese is a regional language with many speakers. These speakers 
do not realize that the Sundanese language has started to become unpopular. This unpopularity 
is called words become archaic. Long-term archaic phenomena may lead to the extinction of a 
language. Therefore, making a product that popularizes the Sundanese language can help 
reduce the archaic Sundanese words and maintain local wisdom. 

The creative industry in Indonesia is currently in the spotlight because it contributes 
significantly to the economy in Indonesia; based on BEKRAF data, the contribution of the 
creative economy to Indonesia's gross domestic product in 2017 is 7.28%. According to 
several sources, we need to consider what the creative industry sees as this considerable 
contribution. According to BEKRAF, there are 16 creative industry sub-sectors. The 
followings are application and game development, architecture, product design, fashion, 
interior design, visual communication design, performing arts, film, animation and video, 
photography, craft, culinary, music, publishing advertising, fine arts, television, and radio. 

Simatupang [25]  argued that the creative industry is an industry that relies on skills, 
talents, and elements of creativity that have the potential to improve welfare. According to the 
Ministry of Trade of the Republic of Indonesia in 2009, the creative industry utilizes 
individuals' skills, creativity, and talents to create prosperity and employment opportunities. 
This industry will focus on empowering the invention of an individual. The creative industry 
is one sector to support national economic growth. Some of the benefits of developing the 
creative industry in Indonesia are increasing, opening, and adding jobs, the value and quality 
of a product are increasing, people will be demanded to be more creative, competitive 
competition, economic growth. 

This study provides an overview of alternative forms of business that can be used to 
socialize and propagate the values of the language in it. Hilaliyah & Anam  [26] described that 
the audience of creative industries such as T-shirts, bags, stickers, hats, and sweaters of this 
kind is dominated by teenagers. Adolescence is an age stage that is thirsty for knowledge. In 
addition, people of various ages will be more interested when reading the readings of the 
creative media used. Therefore, this alternative is considered to potentially raise public 
awareness of the Indonesian language by utilizing entrepreneurship. 

Excavation and discussion of the creative industry in linguistics open up opportunities for 
growth and development of creative industries based or capable of supporting the Indonesian 
language. These various creative industries use accurate data by the field of work in the sector 
concerned. Research findings become the primary material for the innovative team in 
producing innovative industry products that are quality and competitive in the national market, 
even in the international market.  According to Sugono [27] [28] and Lauder [29], Indonesian-
language products to the global market also expand the distribution. People in today's life need 
media, such as advertisements (written, audio, and audiovisual), word processing, signboards, 



 
 
 

banners, directions (traffic, roads, tours), warnings, appeals to launch their industrial goals. All 
of this is presented with the medium of language. It is called the Indonesian language-based 
creative industry. Based on the facts above, the research aims to find out three objectives. The 
first goal is to describe the mapping of Arkaiss customers to realize the archaic Sundanese 
language revitalization program. The second one represents the archaic words used in the 
Arkaiss Product and the creative industry based on language and the respondents’ impressions 
towards words used in Arkaiss products.  

Based on the facts above, there is not much research to investigate revitalization programs 
using the creative industry. Some Sundanese words have become archaic due to the 
developments of technology. Hence,  the study is intended to describe how the mapping of 
Arkaiss customers as a revitalization program, what archaic words are used in the Arkaiss 
products, and respondents’ impressions towards the names of Arkaiss products taken from 
Sundanese archaic words.  

 
 

2 Methodology 
 
2.1 Method 

 
This research uses the qualitative descriptive method. The data are taken from questioner 

using a google form and interviews. There are 54 respondents of this research chosen 
purposively.  They are Arkaiss’ customers or parties that have known Arkaiss products 
through social media, socialization programs, and other media to 54 respondents.  
 
2.2 Data Collection Technique 

 
The research gained the data from questioner in the google form. The questioner consists 

of three parts: respondents’ profile, respondents’ knowledge of Arkaiss (names of Sundanese 
archaic words and types of products), and respondents’ impressions toward the naming of 
Arkaiss products. There are ten questions for each part. The questions are related to their 
knowledge of Arkaiss products names. The description of the respondents’ profile contains 
sex, age, ethnic group, and level of education. The questions are about the names of Arkaiss 
products in bags, T-shirts, and maskers equipped with archaic words representing the 
products. 

 
2.3 Data analysis 

 
The data analysis is done by calculating the data from google form using Microsoft Excel. 

The steps of processing the data are analyzing, calculating, and interpreting them.  After 
calculating, they are shown in the form of bar diagrams and pie diagrams. The data is 
interpreted in the discussion section. 

 
 

3 Results and Discussions 
 

The findings of this study are divided into three parts: the mapping of Arkaiss customers as 
the products users, the products and words of the archaic that are in demand, and the 
popularity of Sundanese archaic words.  



 
 
 

3.1 Results 
 
3.1.1 The mapping of Arkaiss Customers  

 
Based on the results of the data survey, there were 54 respondents. Fifty-four respondents 

are Arkaiss consumers. Arkais products can be seen from Arkaiss customer profiles. Here is 
the profile of Arkaiss customers. 

 
Fig. 1. Composition of respondents by age 

 
The data is intended to see the age range interested in the creative industry based on 

regional languages. The age range is users aged 18-30 years (75.9%) and 13% age range 40 
years (13%), and the rest are aged 30-40 years. This information can be found in figure 1. 

In figure 2, apart from the age variable, the revitalization program through the creative 
industry is also seen based on ethnic groups. This data shows that the popularity of the 
industry product is the Sundanese (87%), Javanese (9%), and from other ethnicities. From the 
data, we know that most of the respondents are Sundanese. It means the goal of the 
revitalization program of  Sundanese archaic words is successful. It is essential to see that this 
Arkaiss innovative product revitalization program can effectively revive Sundanese words that 
have become unpopular.  
 

 
Fig.2. Respondent based ethnics group 



 
 
 

Figure 3 provides an overview to see Arkaiss consumer groups. The data is used to see if 
this product is liked by students (51.9%), civil servants (16.7%), private employees (9.3%). 
The rest are from various other professions. This revitalization program was successful 
because of the enthusiasts of creative industry products from words that Arkaiss already 
wrote. This data is essential to get an idea of what the creation of Archaic words is. 

 
 

 
Fig.3. Arkaiss Customer based on education 

 
3.1.2. Arkaiss Products 

 
The creative industry will be popular with products known by the public. Product 

effectiveness related to Arkaiss product Producing can be seen from a survey of Arkaiss 
consumers. These words can be used to revitalize words that have begun to be unknown to the 
public. The following are the results of a survey of respondents. 

 

 
Fig. 4. Arkaiss Product  by respondents knowledge 

 
According to the survey results, 57.4% of consumers claimed to know Arkaiss products, 

and 39.9% said that some of the product names knew and the rest did not know and claimed to 
buy because of the shape, not the naming of words in the Arkaiss product. 

From these data results, respondents know that the creative industry product is the archaic 
words related to vocabularies, such as time markers, pandemics, and women's fashion. The 



 
 
 

product is packaged into the creative industry based on language in the T-shirts, bags, masks, 
and bags. Respondents prefer products and product names for bags (94.4%), T-Shirt products 
(81.5%), and masks (66.7%).  Figure 5 will show more response data.  
 

 
Fig.5. Arkaiss products 

 
Figure 6 shows the data showing the popularity of the words in each product. Every 

Arkaiss product has a meaning as product Producing and the socialization of Arkais 
Sundanese words, which are socialized through Arkaiss products. The following are the 
results of the survey. This survey is to describe whether respondents know the meaning of 
each word in Arkaiss products. Figure 6 shows the respondents' knowledge of Arkaiss 
products. From the data, it was found that the words Janari (90.7%), Sareupna (87.0%) Jalu 
(85.2%) and Campernik (81.5%) are the most popular words among respondents. The words 
Umpi (25.9%) and Kandaga (33.3%) are less popular. 
 

 
Fig.6. Understanding product naming 

 
3.1.3 Respondents’ Impression toward Sundanese Archaic Words. 

 
From the survey results, it can be seen that each word for Arkaiss product has a different 

impression. Respondents gave positive ratings for product names with Arkaiss words. We can 
see the results of the data analysis in Figure 7. 



 
 
 

 
Fig.7. Respondents’ impression toward Sundanese archaic words 

 
Based on the survey results obtained positive data about the archaic words used in the 

product. Respondents stated that mentioning the names of archaic products was interesting 
(88.9%), culturally valuable (88.9%), and unique (77.88%). This shows that the respondents 
consider that the naming using Sundanese archaic words has a positive value. Although some 
respondents think these words are rarely used, the wording of the product is pretty cool 
(51.9%), vintage (27.5%), and funny (22.2%). 
 
3.2 Discussion 
 
3.2.1. Survey Reveal and Revitalization Efforts 

 
Based on the survey results, Arkaiss' creative industry products seem to have reached the 

right group because the archaicism of a language occurs when the language is not popular 
among young people. The age range of most Arkaiss customers is 18-40 years old (75.9%). 
They are from Sundanese (87%). Their occupations are students (55, 9%). The broad range of 
work among the young Sundanese people turns out to be a reasonably significant age 
mapping. This revitalization target is quite effective. Based on the map of age, occupation, and 
ethnic groups. The dissemination of archaic words among young people has given positive 
results. 

The findings can solve problems related to the difficulty of involving the young generation 
to know archaic words. The Arkaiss products have attracted the younger generation by 
introducing them to bags, T-shirts, and maskers developments.   The important thing that 
needs to be known and realized by all parties with local culture and language is the issue of 
inheritance. Rosidi (2006) argues that this inheritance is related to the inheritance of skills and 
appreciation to the younger generation. Culture, including art, without appreciation, will 
eventually become extinct. Concerning the Sundanese language, Wahya and Adji (2016: 81-
82) argue that the problem of intergenerational transmission is one of the factors of the lack of 
success in teaching Sundanese in West Java. Parents, especially those who live in urban areas, 
rarely invite their children to speak Sundanese. Thus, the creative industry done by Arkaiss 
product can reduce the probability of these words being archaic 

Similarly, children speak Indonesian more often when talking to friends, teachers, and 
school caretakers at school. It turns out that school attendance cannot be an optimal place to 



 
 
 

learn regional languages without the participation of parents and the community. The same 
thing can happen in big cities, including in Bandung. Parents and the community must 
consciously assist their children in learning the local language because it is their 
responsibility. Therefore, revitalization programs in Arkaiss product can attract young people 
to know the Sundanese vocabulary in the form of T-shirt, bags, and maskers. Those archaic 
words are intended to be  revitalized by introducing the products in the creative industry. 

Vocabularies popularized by Arkaiss include words related to time markers, pandemics, 
and women's fashion. Some products use the words for T-shirts, bags, and masks. This type of 
product is undoubtedly popular among young people. The understanding of Sundanese archaic 
vocabulary words is effective because the respondents remember the words quite well. The 
data shows the words janari (90.7%), sareupna (87.0%),  jalu (85.2%), and campernik 
(81.5%) are the most popular words among respondents. Those words begin to be known 
again through this revitalization program. The Unesco report states that only 30% of the 
world's languages undergo intergenerational transmission shows that 70% of the world's 
languages do not experience intergenerational transmission. This means that 70% of the 
world's languages are threatened with extinction. This should get the attention of the world 
community. Therefore, efforts to develop, foster, and protect Sundanese language and culture 
in various regions must be carried out immediately under the umbrella of local central 
government policies before Sundanese is not recognized in the lives of children as the next 
generation.  

Raising public awareness to use Sundanese is not an easy thing because it involves attitude 
issues. Various efforts need to be made at school, at home, and in the community to foster a 
positive attitude in the Sundanese language. The Sundanese archaic words were not only 
remembered by the respondents but also gave a reasonably positive impression among them. 
Based on the survey results obtained positive data about the archaic words used in the product. 
Respondents stated that mentioning the names of archaic products was interesting (88.9%), 
culturally valuable (88.9%), and unique (77.88%). The data shows that the linguistic campaign 
through the creative industry has proven to be effective in revitalizing an archaic vocabulary. 
The word will begin to be recognized again as the preservation of local wisdom. 

Indonesian, which has a broader function than regional languages, sociolinguistically has 
higher prestige than regional languages. Introducing archaic words to the younger generation 
is one of the efforts to revitalize Sundanese archaic words. It is natural for speakers of local 
languages to switch to being Indonesian speakers. However, the switch cannot be tolerated. 
Regional languages as regional cultural treasures, national culture, and even world culture, 
which are rich in regional cultural values and characters, must be continuously used.  
 
3.2.2 The Implication of Language Learning for Revitalization Efforts 

 
Based on the results of the analysis,  we can relate the revitalization efforts to language 

learning.  We can carry out various ways by referring to learning theory.  Firstly, we have to 
introduce archaic words to the students. The most significant step that we should do 
understand the characteristics of learners. Parlindungan [30]investigated Indonesian culture 
how we used cultural elements in learning—learning the words of the Indonesian Sundanese 
cultural archaic on the importance of inclusive representations. Indonesian culture, in general, 
students are more silent, especially in minority groups. This study suggests that local culture 
must be included in the teaching materials in the preparation of teaching materials. 
Concerning the revitalization of the Sundanese archaic vocabulary, perhaps words that are 



 
 
 

already known by the respondents and contain high cultural values related to the pandemic, T-
shirts, and bags can be included in teaching materials for local language content. 

Secondly, archaic consumers are dominated by teenagers and adults. In the revitalization 
effort by incorporating elements of Sundanese culture with attractive packaging. We can make 
revitalization efforts by motivating students. Amirullah [31] explained how to encourage 
students who are multicultural and generally bilingual or multilingual. Although it is not very 
similar in form to this study, we can adapt the methodology in this finding, namely the way to 
introduce the Sundanese archaic vocabulary by motivating unfamiliar language to become 
prestigious. In naming Arkaiss products, several vocabularies are acceptable for young 
speakers. They think that the vocabulary is interesting. The findings of this study indicate that 
these efforts have contributed to them becoming multilingual and multicultural individuals. 
Referring to this, we can say that revitalization can be used to become multilingual and 
multicultural. 

Thirdly, we can introduce Arkaiss products with more exciting media, for example, 
developments in the form of proverb writing. Par-Angin [32] examines how proverbs in the 
culturally literary text deserve to be preserved or protected. Proverbs generally contain a moral 
message conveyed in interesting figurative words so that it can be used as a medium for 
socializing archaic products. Product naming not only use words/phrase but also in the form of 
a proverb. These proverb expressions can be written on T-shirts as a result of the creative 
industry. Thus, it can be used as a medium for revitalizing the Sundanese language. 

Finally, the analysis results show that the vocabulary in the Arkaiss product is quite 
acceptable in young Sundanese speakers. We can carry out the revitalization efforts by using 
the context of these words with interesting teaching materials in school materials to develop 
local language teaching materials. Castro [33] found that learning vocabulary in the second 
language (L2) must look for familiar vocabulary with the first language. Learners can use 
vocabularies that have the same semantics. There is an Arkaiss Sundanese vocabulary. The 
words are familiar in the first language (L1) or languages known to learners, such as Paul, 
Janari, and Campernik. 
 
 
3 Conclusion 

 
The result of the study indicates significant findings. Firstly, the mapping of Arkaiss 

consumers shows in the age range, ethnic group, and occupation. Most Arkaiss customers are 
18-40 years old (75.9%). They are from Sundanese (87%). Their occupations are students (55, 
9%). The archaic words used in the Arkaiss Product are related to vocabularies, such as time 
markers, pandemics, and women's fashion. The associated terms are in some products, such as 
T-shirts, bags, and masks. Based on the survey results obtained positive data about the archaic 
words used in the product. Respondents stated that mentioning the names of archaic products 
was interesting (88.9%), culturally valuable (88.9%), and unique (77.88%). 

The socialization of  Sundanese archaic vocabulary can be revitalized through linguistic 
campaigns using creative industries. The research still requires more comprehensive analysis, 
namely, exploring many aspects from various perspectives and studies.  
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