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FOREWORD 

 

The use of foreign terms has now become a commonplace in every 

aspect of life. People can find the use of foreign languages, especially 

English, in many sectors such as: education, economy, technology and 

so on. In the world of education, the term e-learning has been popular 

since the Covid-19 pandemic broke out. The term e-commerce is also 

well-known among users of digital markets. 

There is a shift in public perception of foreign terms supported by 

the rapid development of technology in the current era. The use of 

foreign terms changes people's perceptions and attitudes in making 

purchases of the goods they are interested in. In the business world, 

recently the term “Foreign Branding” strategy has appeared. This term 

has a meaning as a strategy for pronouncing or spelling a brand name 

in a foreign language. 

The authors wrote a monograph entitled "Foreign Branding and 

Persuasive Strategies on MSMEs Products" with the aim of adding 

information and knowledge to the world of marketing and MSMEs 

based on the author's findings at the study sites. The information in this 

monograph is the result of research, experience in the field and 

references from previous studies. 

For the assistance and cooperation of various parties in the 

preparation and publication of this monograph book, we thank you. We 

welcome constructive criticism and suggestions for improving this 

monograph. Hopefully this monograph will be useful in understanding 

the use of Foreign Branding and Persuasive Strategies on MSME 

products. 

       

Medan, May 2023 

            The Writers 
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CHAPTER I  

INTRODUCTION 

 

The use of foreign terms has now become commonplace in every 

aspect of life. People can find the use of foreign languages, especially 

English, in many sectors such as: education, economy, technology and 

so on. In the world of education, the term e-learning has been popular 

since the Covid-19 pandemic broke out. The term e-commerce is also 

well-known among users of digital markets. 

There is a shift in public perception of foreign terms supported by 

the rapid development of technology in the current era. The use of 

foreign terms changes people's perceptions and attitudes in making 

purchases of the goods they are interested in. In the business world, 

recently the term “Foreign Branding” strategy has appeared. This term 

has meaning as a strategy for pronouncing or spelling a brand name in 

a foreign language. 

This term is being actively promoted along with the growing 

development of marketing of local products/MSMEs in Indonesia. This 

foreign branding makes consumers view the brand name as something 

important from the product. Consumers also assume that foreign brand 

names add value to a brand. If the consumer's perception of the brand 

has been formed, then the company's image will rise. This foreign 

branding strategy is also considered effective in boosting promotion and 

marketing. 

In Indonesia, the foreign branding strategy has long been used by 

large companies engaged in different fields. Silver Queen products that 

use foreign terms in their trademarks, are products from PT. Petra Food 

which was founded in 1950. Le Minerale whose name sounds foreign 

is also a domestic product produced by PT. Tirta Fresindo Jaya. The 

very popular bicycle product branded Polygon is also produced by a 
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bicycle company from Indonesia based in Sidoarjo Regency, East Java, 

namely PT. InseraSena. 

Launching from Kompas.com, many local products made in the 

country use foreign branding strategies, however, many consumers 

think that these products are products from abroad. Based on research 

in 2018, the foreign branding strategy can increase the buying interest 

variable by 83.4 percent, while the remaining 16.6 percent. Some 

companies show positive results with this naming strategy. Not only the 

use of foreign languages, several brand names in Indonesia also adapt 

their founding history to produce unique word combinations. For 

example, the Krisbow brand is a combination of the founder's name, 

namely Krisnandi Wibowo1. 

 
 1 https://lifestyle.kompas.com/read/2021/03/15/120954920/foreign-branding-

strategi-merek-lokal-agar-disangka-produk-impor?page=all, it was accessed on 

September, 12th 2022. 

https://lifestyle.kompas.com/read/2021/03/15/120954920/foreign-branding-strategi-merek-lokal-agar-disangka-produk-impor?page=all
https://lifestyle.kompas.com/read/2021/03/15/120954920/foreign-branding-strategi-merek-lokal-agar-disangka-produk-impor?page=all
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