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Abstract 

 
In 2013, Indonesia becomes the householder of Miss World contest in 2013 used as the medium for promoting 

Indonesia to the world. Thus, an advertisement entitled Bring Indonesia’s Beauty to The World was made. The 

advertisement was full of all images depicting Indonesia. Therefore, this study aimed to examine Indonesia’s beauty 

represented in the Miss World advertisement. Related to the methodology of the study, the writer used qualitative 

approach. Semiotics theory by Roland Barthes and nation branding theory by Keith Dinnie were used to reveal the 

representation of Indonesia in the advertisement. Based on the analysis results, Indonesia’s beauty represented in 

the advertisement as a nation with plural and friendly welcoming for everyone from every nation in the world, 

beautiful harmonization of religions, people who respect and maintain the environment as well, outstanding cultural 

heritage representing the beauty of Indonesia, and the patriarchy system. However, the representations of those 

assets used to brand Indonesia can create some stereotypes and redefinition about Indonesia.  
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Introduction 

In 2013, Indonesia becomes the householder of Miss World 2013. Miss World 2013 was held on 28 

September 2013 in Nusa Dua, Bali. The contest was managed by Miss Indonesia Organization as the 

stakeholder. Miss World contest is an annual international event looking for the most beautiful young 

women from around the world, thus, each contestant must represent  her  country  (World  2013). This 

contest is considered as the opportunity for Indonesia to be recognized by the world. This assumption is 

also supported by the statement of Miss Indonesia’s chairwoman, Liliana Tanoesodibjo, who argued that 

this opportunity is a great honor for Indonesia to show the culture and people of Indonesia to the world. 

The chairwoman of Miss World Organization also argued that this event could give a good impact for 

Indonesia in terms of tourism (BBC Monitoring Asia Pasific 2013).  

To promote the event, the advertisement of Miss World 2013 entitled Bring Indonesia’s Beauty to the 

world was made (RCTI Channel 2013). The advertisement was full of all images depicting Indonesia. 

Therefore, this study aimed to examine Indonesia’s beauty represented in the Miss World advertisement. 

There are some abundant works related to this study. First, a study conducted by Mawar Astari (2008), 

Nation Branding Uniquely Singapore, analyzed how Singapore is branded in Uniquely Singapore 

advertisement. Second, a study conducted by Piyada Prucpairojkul and Supatana  Triamsiriworakul  

(2008), Thailand  Nation, analyzed how Thailand is branded through the assets and the capabilities of 

Thailand.  

  In this study, the writer used qualitative approach focusing on the interpretation of making of the 

meaning of the data (Creswell, 2009). To examine the representation of Indonesia’s beauty in the 

advertisement, the writer also used semiotics theory by Roland Barthes since it provides the concepts of 

understanding signs and symbols the advertisement deeply. Furthermore, this study also used nation 

branding theory by Keith Dinnie (Dinnie 2008) to categorize and interpret the data. 
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Internal Assets 

Internal assets in Keith Dinnie’s theory about nation branding involve all elements of national identity 

that can be identified as assets of the nation, in this case Indonesia. The elements of the internal assets are 

divided into innate and nurtured assets. The innate asset includes the iconography, landscape and culture, 

while the nurtured asset includes the internal buy-in and supports the arts.  

 

 
      Figure 1: Urban Asset 

In Figure 1, there is narration emerged, “Berdiri dalam kemegahan di sebuah keindahan”. In English, 

the narration means luxurious things that stand out in the beauty. As the opening in the advertisement, 

those can be considered as the important words in order to guide the society to understand the message of 

the advertisement. Thus, it may be said that Indonesia is branded as the glamour and pretentious one as 

represented by Jakarta city. 

Moreover, Figure 1 shows some high buildings with crowded transportation on the street in front of 

them. The image indicates that Jakarta is a busy city with many kinds of social class represented by the 

various transportations. In other words, it can be said that Indonesia is branded as a nation with plurality 

represented by Jakarta city.  

There is also a monument in the center of the street surrounded by those high buildings. The monument 

is a welcome monument with the two statues of a man and a woman. The woman statue holds a flower, 

and both of the statues raise their hand. The monument is a welcome monument located in front of 

Indonesia hotel built in 1962 to welcome guests of Asian Games. In addition, the poses of those male and 

female statues with flower held by the woman actually represented the hospitality of Indonesian people 

since the poses can be interpreted as greetings. Thus, it may be said that through the image, Indonesia is 

branded as the friendly and hospitable nation. 

Thus, in myth level it may be said that Indonesia is branded as a plural, friendly and hospitable nation 

in the image. The nation branding of Indonesia is represented by the image of Jakarta city as a capital city 

of Indonesia, which becomes the center of Indonesia. Historically, Jakarta was called as Jayakarta, and 

then changed into Batavia by Dutch colony. Since a long time ago, Batavia had become a Maritime city 

and a center of trade where all of the trading activity was centered in Sunda strait. Thus, as Maritime city 

and trade center, it can be said that Jakarta historically has been developed as plural, friendly, and 

hospitable society.  

The image of Jakarta as the representative of plural, friendly, and hospitable society of Indonesia in 

the beginning of the advertisement can also be associated with the city campaign Enjoy Jakarta in 2012 

developed by local government of Jakarta one year before Miss World 2013. In this campaign, Jakarta 

was portrayed as the business and shopping place with many facilities and opportunities so that people 

who come to Jakarta can do everything. As a result, it may be said that like in the past, in the modern era 

Jakarta is still portrayed as a city that always welcomes to everyone.  
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Figure 2: Religion Asset 

In Figure 2, there are three sentences narrated. The first sentence appeared is menyaksikan karya seni 

yang menakjubkan. In English language, it means that looking at the amazing art. And, the second 

sentence appeared is “Keindahan Indonesia” or Beauty of Indonesia. It can be interpreted that something 

associated with the images is magnificent occurred in Indonesia. Then, the third sentence appeared is 

Sebuah kebanggaan dapat membawa kecantikan Indonesia kepada dunia di Miss World 2013. In English 

language, it means that it is a pride that can bring Indonesia’s beauty to the world in Miss World 2013. 

The word ‘pride’ reflects a feeling of human in a good ways and arises happiness. Thus, it can be said that 

Indonesia is branded as the religious nation accepting the difference in belief as the magnificent beauty 

that can be admired by everyone.   

Furthermore, the portrayal of Tanah Lot temple in the advertisement can be said to show the 

uniqueness of Indonesia’s beauty represented by the unique Tanah Lot temple. It also indicates that the 

temple contains a history story of Hindu people in Indonesia, especially in Bali. Thus, the portrayal of 

Tanah Lot temple in the advertisement indicates that Indonesia is branded as a religious nation that 

historically can maintain their old religion through the time as represented through its unique beauty 

manifested by the unique Tanah Lot temple.  

Then, the next image shows the red candles with the Chinese words as the representation of Tionghoa 

people. The meaning of red color in Tionghoa people is happiness and becomes the popular color for 

Tionghoa people (Lan 2013, p. 54-58). According to Nio Joe Lan, the red color is important because it is 

the symbol of happinesss, thus, it always appears in their celebrations, such lunar new year and wedding 

day. Besides, the red color is also considered as the symbol or sign of family member circle to connect 

the alive family members and the dead ones. Thus, it can be said that Indonesia is branded as a nation 

celebrating the harmonization of many religion or culture that can bring happiness for its people. 

Then, the third image shows a historical mosque in Semarang, called as Masjid Agung (Great 

Mosque). Mosque is actually a place for Islam people to pray, known as Sholat. Therefore, Masjid Agung 

can be considered as the representation of Islam as one of the old religions with the greatest population in 

Indonesia. 

The last image shows the big temple, known as Borobudur temple. Borobudur temple is one of the 

Budhist temples that is a part of Indonesian cultural heritage. The image of Borobudur then can be said 

as the representation of Budhism religion in Indonesia as one of the old religions in Indonesia since the 

development of Budhism is marked by the existence of Sriwijaya kingdom in the sixth century in the east 

coast, Sumatra. Now, this temple becomes one of the seven wonders in Indonesia attracting many 

international or domestic tourists to visit. For those reasons, it can be said that Borobudur temple can be 

considered as the representation of Budhism as one of the old religions in Indonesia. Finally, it can be 

concluded that Indonesia is branded as a nation with beautiful harmonization of religions. 

Therefore, the myth level of the Figure 2 shows that many religion of Indonesia such as Hinduism, 

Islam, Tionghoa and Budhism in the promotion of Indonesia. By the emergence of those religion, it is 

indicates that Indonesian people are the people who very welcomes with differences due to the fact that 

there is another culture becomes one of the religion in  Indonesia that is Chinese culture.  Moreover, the 

harmonization of each religion are occurs since a long time ago due to the fact that each of religion have 

a historical value and an old religion in Indonesia. 
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Figure 3. Natural Assets 

In Figure 3, the linguistic message obtained is Kecantikan nusantara di khatulistiwa. In English it 

means the beauty of archipelago in the equator. The beauty of archipelago indicates the beauty derived 

from archipelago, a group of islands. Thus, the beauty represented is the image of Indonesia as an 

archipelago nation. located in the equator.  

Moreover, Figure 3 portrays the nature of Indonesia, such as the scenery of beach and mountains. 

Indonesia actually has many beautiful types of scenery spread in its islands, such as mountains, river, sea, 

etc. Thus, Indonesia is branded as a nation with the wide, beautiful, and clean beach and with the 

harmonization of the nature and its people since its people can maintain it well.  

On the other hand, the second image shows the mountain, rice field and coconut tree. As mentioned 

above, Indonesia is branded as a nation with many beautiful landscapes. Then, the image of rice field and 

coconut tree located in Bali, moreover, indicates the typical Balinese village surrounded by rice fields and 

forest of coconut tree. Thus, it can be said that Indonesia is branded as a nation with the balanced 

relationship between its humans and its nature.  

In the myth level, Indonesia is branded as a maritime nation with strategic place in the equator. 

Indonesia historically became the center of trading, connected easily by other countries through the sea, 

causing big income for Indonesia during dutch colony. On the other side, the emergence of agriculture in 

the second image also represents the characteristic of Indonesia. Indonesia is branded as an agrarian 

country in which most of the Indonesia people has developed a ranch and farm, and even the developing 

of rice fields made Indonesia as a nation with the rice self-supporting in 1984 (Suryana 2001). As a result, 

Indonesia became the advanced of agrarian country in Asia at that time. Thus, it can be said that Indonesia 

is branded as a nation with rich natural resources and with harmonious relation between the people and 

the nature.  

 
Figure 4. Local Population Assets 

In Figure 4, there is a narration narrated by the narrator accompanying the image captured. The 

narrator says Sebuah Perayaan dari Budaya yang Istimewa. In English, it means celebration from a special 

culture. Special culture can also indicate particular specification for one culture distinguishing this culture 

from others. Thus, it can be said that through the image Indonesia is branded as a nation with special 

culture that can the beauty of Indonesia different from others’.  

Figure 4 shows the celebration of Balinese people known as Pajengan or Gebogan celebration. 

Gebogan, according Drs. I Nyoman Subawa D.Y. S.Ag, M.M, M.Ag as the leader of the highest 

department of Hindu Indonesia in west of Surabaya, means amount in Bali language. Gebogan is the 
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celebration of Balinese people to represent their gratefulness toward their god. During the celebration, 

Balinese people use fruit as the medium or symbol to show their gratitude because fruit is derived from 

nature. Through the celebration, Balinese people show their effort to get closer to their god. Furthermore, 

the fruit is brought by a basket put on Balinese women’s head indicating the women are portrayed as 

mothers who take care of the house’s needs, especially food. And their pose of carrying the food on their 

head can also indicate that they respect with something from nature, in this case food. Therefore, Balinese 

women can be considered as good mothers who take care of house needs and also environment. 

Furthermore, it also indicates the value of the Balinese women in representing the beauty of Indonesia in 

terms their sense of belonging with their environments, as a result, it also represents that Indonesia’s 

people in general are the people who respect and maintain the environment as well.  

In the myth level, the image can be related to the concept of motherhood as according to 

environmentalist that the women is better than men when it comes to clean up nature as an extension of 

their biology and their household responsibility (Sandilands 1999, p. 4). This argument about motherhood 

is also supported by the statement of Carolyn Merchant stating that the word of ecology derived from 

Greek word, oikos, means house, so ecology means the science of earth household. The connection 

between the earth and the household is mediated by women (Cited in Sandilands 1999, p. 4). Therefore, 

it may be concluded that Indonesia is branded as a nation with patriarchy system represented by the 

portrayal of motherhood reflecting the harmonious and traditional relation between the people, especially 

women, and the environment as a part of the beauty of Indonesia. 

External Assets 

External assets, according to Keith Dinnie in his book entitled Nation Branding, are divided into two, 

namely Vicarious asset and Disseminated asset. The elements of vicarious asset includes country image 

perception and external portrayal in popular culture, while the disseminated asset includes brand 

ambassador, diaspora and branded exports.  

 
        Figure 5: Branded Expots Assets 

In this part, the first image shows the branded export asset, the traditional propeller, positioned close 

to the gadget. It indicates that the traditional propeller and modern gadget can get along in Indonesia, but 

the image of modern gadget in this visual image is blur. Thus, the vague of the image shows that the 

traditional propeller can be outstanding alongside with modern gadget. As the souvenirs from Bali, the 

propeller is usually bought by domestic or international tourists after vacation or coming in Bali. On the 

other image, the background of traditional propeller is Borobudur temple. It indicates that the traditional 

propeller can be associated to Borobudur temple as a part of Indonesian cultural heritage and the legacy 

of Indonesia from generation to generation.  

In the myth level, the use of wood material in the traditional propeller also indicates the characteristics 

of Indonesia that has a 100 million hectare of tropical forest. Indonesia even has the most magnificent 

tropical forest in the world and most of all Indonesian society depends on the forest for their livelihood 

(Matthew 2002). It shows how important environment for Indonesian people, especially for their 

livelihood, such as harvesting, selling timber and gathering non timber forest products. As for this 

condition, it is apparent that the forest helps and increases the economy aspect for Indonesia’s society. 
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Therefore, it may be concluded that the traditional propeller is essential to brand Indonesian as a nation 

with outstanding cultural heritage representing the beauty of Indonesia. 

 
Figure 5: Brand Ambassador Assets 

In the first and the second images, it is known that the background involves temple, Bale, and two 

stone sculpturs. That the temple looks bigger can represent how the temple as a part of Indonesian cultural 

heritage and tradition is considered as the most prominent and sacred buiding, especially for Balinese 

people. In addition, Bale, a porche also represents Indonesian traditional culture. In Bali, many of 

households have a Bale in their house since it is a part of the main house usually used to receive and 

entertain their guests (Forshee 2006, p. 91). Therefore, it indicates that how Indonesia is branded as a 

nation with hospitality in welcoming their guests as a part of its traditional culture bequeathed to the 

people. In addition, according to I Nyoman Subawa, the meaning of the flower is the purity and the 

affection that show the character of Balinese people as loving people, and also represents the bless of god. 

Thus, it indicates that how Indonesia is branded as a nation with the good and kind people.    

In the myth level, how the jasmine flower is given to Vania by the Balinese woman can be signified 

as the traditional role of women in nurturing, loving, and caring. In Indonesia, the system that we used is 

patriarchy system in which women are considered more inferior than men, and always related to domestic 

life. According to Ikhaputri Widiantini in her journal article, Indonesia as the nation also shows the 

agreement about the role of women related to the domestic things, as a results, there was Dharma Wanita 

Organization in New Order Era which role is to empower their ability to take care and unite the nation. 

(Widiantini 2013, p. 268) Therefore, the use of women as brand ambassador assets in representing 

Indonesia’s beauty is to brand Indonesia as a patriarchy nation 

Redefining Indonesia as a nation only consisting of Java and Bali 

Based on the explanation above, it is seen that Indonesia has been branded by some sign and symbol 

of Indonesia most of which represent Java and Bali as the dominant culture. The aims of the advertisement 

as Bring Indonesia’s Beauty to the World is redefined by the stakeholder. Related to the facts about the 

advertisement, it can be said that it is influenced by the real condition of Indonesia. According to a 

politician in Indonesia, Ali Masykur Musa, he argued that the development of Indonesia is still focused 

on the west of Indonesia country which Java, Bali and Sumatra (Tribunnews.com 2014). This 

phenomenon has happened since Indonesia’s government is not able to associate the development with 

the condition of the archipelago of Indonesia that has separated islands. This condition can create an 

imbalance for Indonesia since the islands of Indonesia are not only Java and Bali islands, but also Sumatra, 

Kalimantan, Sulawesi and Irian islands.    

The Emergence of Traditional Culture as the Representation of Indonesia 

Related to the explanation above about the facts that Indonesia has been redefined only by the 

domination of Java and Bali, the writer also finds a several signs that Indonesia is branded by the 

emergence of traditional culture as the dominant aspects in representation of its beauty in the 

advertisement. In the advertisement, Indonesia is branded with the tangible and intangible culture of 

Indonesia, such as Gebogan celebration, the traditional propeller, and all of the cultural heritage buildings 



The Representation of Indonesia’s Beauty in Miss World 2013 Advertisement: A Semiotic Study 

 

 
15 

 

in the advertisement. It is shows the complexity and the cultural expressiveness process of Indonesia were 

more explored by the stakeholder than the modern aspects, such as Jakarta city. This process is a part of 

the encapsulation process creating a misinformation about Indonesia as the nation only related to the 

traditional culture. Through the representation of Indonesia in the advertisement, it shows the stakeholder 

redefined the traditional culture as the representation of Indonesia because they believed that it could 

increase the name of Indonesia in the world. Therefore, the stakeholder takes the advantages of the 

traditional culture to improve the images of the nation in order to distinguish Indonesia from other 

countries.  

The Role of Women on Domestic Areas in Patriarchy System  

 According to Julia Suryakusuma in her book, there is a social construction of Indonesia related to 

women, Ibuism, as a part of Dharma Wanita Organization’s construction on women (Suryakusuma 2011) 

created in Soeharto era. This organization is associated with family’s welfare to hegemonize women to 

believe that they only focuses on the domestic things in family. However, the participation of women in 

the career field has recently been increased. Therefore, this statistic’s result can indicate that the 

Indonesia’s women do not only deal with the domestic things, but can also explore their ability in their 

career. As a result, this process creates a misinformation about women as brand ambassador assets in 

representing Indonesia as a patriarchy nation.   

Conclusion 

In general, the results show that Indonesia is branded as a nation with plural and friendly welcoming 

for everyone from every nation in the world, beautiful harmonization of religions, different from others, 

people who respect and maintain the environment as well, outstanding cultural heritage representing the 

beauty of Indonesia, and the patriarchy system. However, the representations of those assets used to brand 

Indonesia can create some stereotypes and redefinition about Indonesia. Actually, stakeholders, such as 

the chairman and chairwoman in Miss Indonesia organization who handled the Miss World 2013 contest 

in Indonesia and also the people who participated in organizing Miss World 2013 contest, have an 

important role in representing and branding Indonesia. The stakeholders try to show the good 

characteristics of a nation since it can increase a good impression. The fact that a nation is dynamic and 

fluid can make the process of branding a nation through its representation is not completely stable and 

concrete. As a result, it depends on the aims of the advertisement to brand a nation.  
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