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ABSTRACT 

 

 

Nation branding is now become a concern to countries as a competitive 

advantage. Many countries around the world began to embrace their nation 

branding to differentiate their country internationally and to strengthen their 

economy. In this study, researchers continuing the exploratory study conducted 

previously by Mardyah & Magdalena (2013) entitled "Study of early 

exploration: Forming Nation Branding Indonesia as the Unite of Entrepreneur 

Image”. Furthermore, this study aims to explore and find out the forming 

factors of Indonesian nation branding. This study used exploratory factor 

analysis data method. The results of this study is finding sixteen forming factors 

of Nation Branding Indonesia, the sixteen factors are originality, integrity, 

vision, infrastructure, transformation, pleasant, value, promotion, attractive, 

heritage, innovation, pride, commitment, authenticity, brand and competitive. 

Furthermore, researchers summarize them into the proposed model of Nation 

Branding by perception of citizen who live in Bandung which is called Forming 

Factors of Indonesian Nation Branding by dimensions of Authenticity, 

Competitiveness, Transform ation and Vision. 

 

Keywords: Nation Branding, Brand Identity, Form Factors of Nation Branding 

Indonesia 
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ABSTRAK 
 

 

Nation branding menjadi perhatian negara-negara sebagai keunggulan bersaing. 

Semakin banyak negara di seluruh dunia mulai merangkul nation branding 

untuk membedakan dirinya dalam panggung dunia internasional dan untuk 

menguatkan perekonomian.. Dalam penelitian ini, peneliti melanjutkan 

penelitian eksploratori yang dilakukan sebelumnya oleh Mardyah & Magdalena 

(2013) yang berjudul “Studi Awal Eksplorasi Pembentukan Nation Branding 

Indonesia Sebagai Langkah Awal Pemersatu Citra Wirausaha Indonesia”. 

Selanjutnya, penelitian ini bertujuan untuk menggali dan mengetahui faktor 

pembentuk nation branding Indonesia. Penelitian ini menggunakan metode 

analisis data exploratory factor analysis. Hasil dari penelitian ini adalah 

menemukan enam belas faktor pembentuk Nation Branding Indonesia yaitu: 

originality, integrity, vision, infrastructure, transformation, pleasant, value, 

promotion, attractive, heritage, innovation, pride, commitment, authenticity, 

brand dan competitive. Selanjutnya, peneliti meringkas menjadi usulan model 

Nation Branding Indonesia persepsi warga negara yang menetap di kota 

Bandung yang disebut Forming Factors of Nation Branding Indonesia dengan 

dimensi Authenticity, Competitiveness, Transformation, dan Vision. 

 

Kata kunci: Nation Branding, Brand Identity, Faktor Pembentuk Nation 

Branding Indonesia  
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