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Abstract: The purpose of this study is to analyze the brand strategy, strategy of marketing, mar-
keting mix, and international market entry strategy implemented by Noore Sport Hijab. The
method used in this research is descriptive with a qualitative approach. Data collection techniques
in this study used interviews, observation, and documentation. The results of this study indicate
that Noore Sport Hijab positions its brand as the modest active wear. The most dominant brand
identity is color. Elastic is the brand personality of Noore Sport Hijab. Noore Sport Hijab com-
municates its brand through #HijabFofTheChampion. Noore Sport Hijab classifies its market seg-
ments based on demographics and psychography. The target market is Muslim women who are
active in sports. Noore Sport Hijab positions its product as a solution for active Muslim women.
The Product Strategy used is the Focused Strategy. The Price Strategy used is the Penetration Pric-
ing Strategy. The place strategy used is the Exclusive Distribution Strategy. Promotion Strategy
used in the form of Advertising, Publicity, and Sales Promotion. Noore Sport Hijab uses an export
strategy in entering the international market. The Export Strategy used is the Indirect Export Strat-
egy. As for the destination countries of Noore Sport Hijab in exporting include: Singapore, Malay-
sia, Brunei, United Arab Emirates, United Kingdom, Germany, France, Russia, United States of
America, Canada.

Keywords: Brand Strategy, Strategy of Marketing, Marketing Mix, International Market Entry
Strategy.

1. Introduction

1.1 Background of Research

Muslim society is a population that has a great influence on the growth of new
lifestyles, one of which is Halal Life Style. Based on data taken from the Global Islamic
Economy Report 2018/2019, the number of Muslim communities in the world reaches
1.8 Billion. This figure shows that 24% of the world's population is Muslim. In
Indonesia, the Muslim population has reached 219 Billion. This shows that 12.2% of
the world's Muslim population comes from Indonesian Muslim communities. The
data explains that the Muslim community, especially the Indonesian Muslim
community, has a large contribution in growing market demand for the Halal
Industry (Astuti & Kurniawan, 2019).

Halal is a law that guides millions of Muslims around the world in determining
their consumption patterns and lifestyles based on good things and thayyib as
instructed by Allah in Q.S. Al-Baqarah: 168. In that verse Allah has commanded
Muslims to eat and drink from everything that is halal and thayyib. In addition, Allah
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also commands not only to consume food and drink, but also in earning a living as
well as Amr Ma'ruf Nahi Munkar. This is in accordance with the Word of Allah. in
Q.S. Al-Baqarah: 172. Based on the command of Allah, the Muslim community is very
selective in determining their consumption patterns and lifestyle (Elif & Cheryl, 2016).

There are several market sectors that have grown rapidly in the Halal Industry.
The sectors include Islamic Finance, Halal Food, Halal Travel, Modest Fashion, Halal
Media & Recreation, Halal Pharmaceuticals, and Halal Cosmetics (Anggara, 2019;
Rahman Abadi, Ghafur Wibowo, & Setyono, 2013). One sector that has a rapid market
growth is Halal Fashion. It is estimated that Halal Fashion will continue to grow by
5% CAGR (Compound Annual Growth Rate) and will reach US $ 361 Billion in 2023.
This provides a significant opportunity for companies in the Fashion Industry field to
enter the market share. One of the fashion brands from Indonesia that has the
opportunity to enter the market is Noore Sport Hijab.

Noore Sport Hijab is one of the fashion brands from Indonesia which is engaged
in Sport Wear. Noore Sport Hijab began marketing their products in 2016. At its first
launch, Noore presented their flagship product in the form of Sport Hijab, which was
aimed at Muslim women who were active and liked to exercise. In 2018, Noore Sport
Hijab has sponsored several Muslim women athletes from Indonesia in the 2018
ASEAN GAMES event which has been held in Jakarta-Palembang, Indonesia. The
event provides an opportunity for Noore Sport Hijab to introduce their products to
athletes who come from various countries in Asean. While in 2019, Noore Sport Hijab
successfully represented Indonesia in the prestigious event, South by Southwest
(S5XSW) which was held in Texas, USA. These international events provide promising
opportunities for Noore Sport Hijab to expand their markets, both domestic and
international.

Noore Sport Hijab requires effective marketing strategies to enter the
international market. it is reviewed that a company that wants to achieve certain goals,
they will need certain strategies that are appropriate for the company in achieving
these goals. That strategy is becoming a tool for companies to achieve goals (Utomo,
2017). Based on the background described by the researchers above, researchers are
interested in researching brand strategy, strategy of marketing, marketing mix, and
international market entry strategy that are applied by Noore Sport Hijab in facing
competition in the international market. Therefore, the researcher takes the title for
this research that is “Analysis of Brand Strategy, Strategy of Marketing, and
Marketing Mix at Noore Sport Hijab In Entering The International Market”.

1.2 Objectives of Research
The objectives of this research are:
1. To analyze the Brand Strategy used by Noore Sport Hijab;
2. To analyze the Strategy of Marketing used by Noore Sport Hijab;
3. To analyze the Marketing Mix used by Noore Sport Hijab;
4. To analyze the International Market Entry Strategy used by Noore Sport Hijab.

. Literature Review

2.1 International Marketing

Marketing is a series of organizational processes that have functioned as creating,
communicating, and offering value to consumers and regulating customer
relationships into mutually beneficial relationships for the company and its
stakeholders. Marketing is not only limited to marketing products to consumers, but
marketing is a company's ability to communicate and create what is needed and
desired by consumers, so as to create good relationships with consumers who aim to
produce benefits for companies and consumers (Triyawan, Tussifah, syahruddin, &

https://ejournal.unida.gontor.ac.id/index.php/IBM]/



IBM]J 2020, Vol 3, issue 1

96 of 14

Armayanto, 2019). While international marketing is a series of processes that include
planning, pricing, promotion, and providing goods or services to consumers who are
in more than one country in order to increase company profitability (Philip, 2016).

2.2 Brand Strategy

Brand is a name, shape, symbol, design, or a combination of these things that can
identify the goods or services offered by the company and differentiate its products
from competing products (Tjiptono & Chandra, 2012). Brand strategy is a
communication system designed by the company that regulates the relationship
between the product, or the organization itself with the stakeholders (Kurniawan &
Abidin, 2019). Brand strategy is also brand management that regulates all elements of
the brand in order to influence the attitudes and behavior of the intended consumers
(Fasa, Aviva, Firmansah, & Suharto, 2019). There are 4 strategies that companies can
use to create value for their brand (Gelder, 2004). The brand strategy includes: Brand
Positioning; Brand Identity; Brand Personality and Brand Communication (Tussifah,
2017).

2.3 Strategy of Marketing

Strategy of Marketing is a series of processes that companies use in creating the
value they want to offer and build beneficial relationships between consumers and
companies. The process includes determining the target consumers targeted through
the process of segmenting and targeting as well as how companies serve and handle
these consumers who are in accordance with their attitudes through the positioning
process (Hastuti & Anggara, 2017). The process includes:

2.3.1 Segmenting

Market segmentation is a series of processes in classifying markets into
several subsets of consumers based on the same needs and characteristics that are
shown through their responses, so companies can determine suitable products and
accurate marketing processes for the intended market share.

2.3.2 Targeting

Targeting is the process of evaluating and selecting one or more market
segments that have been previously classified, which have criteria that are in
accordance with the company's vision and mission and have the potential to
increase the level of product sales.

2.3.3 Positioning

Positioning is a design process or a description of a company taken from the
competitive advantage offered to consumers, which is embedded in the minds of
consumers so that it functions as a differentiation among competitors in the market.

2.4 Marketing Mix

The marketing mix is a set of tools that functions as a marketing tactic controller
that includes products, places, promotions, and prices and integrates them in the
process to achieve the needs and desires of the intended target consumers. The
marketing mix tool is called the 4P: product; price; place; and promotion.

2.4.1 Product Strategy

The product is everything that is offered by the company to consumers to be
used or consumed to meet the needs and desires of consumers. The product
strategies used in this study include: Low-Cost Strategy, Focused Strategy, Differ-
entiation Strategy, and Diversification Strategy (Bertozzi et al, 2017).
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2.4.2 Price Strategy

Price is the amount of money from consumers in exchange for products of-
fered by the company. This amount is a reward for the company for the value that
has been felt by consumers in consuming a product. The pricing strategies used in
this study include: Skimming the Market; Sliding Down the Demand Curve; Pen-
etration Pricing; Pre-emptive Pricing; and Extinction Pricing (Albaum, 1998).

2.4.3 Place Strategy

Place or Distribution Channels is the process of creating products and services
available in the right amount and at the right location when consumers need these
products. The distribution strategies used in this study include: Intensive Distri-
bution; Selective Distribution; and Exclusive Distribution (William, 2017).

2.4.4 Promotion Strategy

Promotion is a series of communication processes that serve as the delivery
of information about the product delivered to potential consumers to influence the
attitudes and behavior of the intended consumers (Setyanta & Kurniawan, 2019).
There are several marketing communication tools used in this study which in-
clude: Personal Selling; Mass Selling / Advertising; Publicity; and Sales Promotion
(Maulana, 2019).

2.5 International Market Entry Strategy

There are several strategies that can be used by companies in entering interna-

tional markets. as for the strategy namely:

2.5.1 Export

Export is one of the strategies where the products to be offered are produced
in the country of origin, then domestic companies will send their products to con-
sumers who come from other countries. This activity usually occurs when consum-
ers from the international market order directly the desired product. There are
three types of export strategies that are commonly used: Indirect Export; Direct
Export; and Cooperative Export (Hollensen, 2017).

2.5.2 License

License is an international agreement between the seller of licenses (interna-
tional companies) with the purchaser of a license in the form of submission of
something of value and has a long term. As for what can be submitted by the li-
censing seller in the form of: patent rights; trademarks; copyright; and knowledge
of the product or process (Astuti & Kurniawan, 2019). Meanwhile, the purchaser
of a license has the following responsibilities: creating products that are in accord-
ance with the license; marketing these products to predetermined markets; pay the
amount of money determined by the seller of the license in accordance with the
sales volume (Firmansyah & Fatihuddin, 2017).

2.5.3 Franchise

Franchise is one of the strategies in which the company gives its company
authority to someone through several mutually agreed terms. This strategy per-
mits people to sell products or carry out operational activities of companies that
have given such authority (Michalski, 2015).
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2.5.4 Joint Venture

Joint Venture is a strategy to enter the international market where companies
from their home country - Home Country - make partnerships with local compa-
nies - Host Country. This strategy can reduce the presence of political threats com-
ing from local or destination countries (Maulana, 2018) .

2.5.5 Foreign Direct Investment (FDI)

Foreign direct investment occurs when a company invests directly in another
country by facilitating the production process or marketing its products in the des-
tination country. The condition for companies to have FDI is that the company has
mastered a profit of 10 percent or more in business with other countries (Hill,
2014).

3. Research Method

This research uses a descriptive method with a qualitative approach. The
objectives of this study include Brand Strategy, Marketing Strategy, Marketing Mix,
and Strategy to enter the international market. The subject in this study was Noore
Sport Hijab. The informants in this study were the Founder, Sales Promotion, and one
of the Consumers from Noore Sport Hijab. The location of this research is in the
Prapanca Industrial Complex, Cigondewah Kaler, Bandung Kulon, Bandung, and in
one of the Noore branches located in Jogja City Mall, Yogyakarta.

The instruments used in this study include the researchers themselves, interview
guides, recording devices and cameras. Data collection techniques used were
interviews, observation, and documentation. Data analysis techniques used are data
reduction, data display, and drawing conclusions. The data validity technique used is
data triangulation.

. Result and Discussion

4.1 Implementation of Brand Strategy at Noore Sport Hijab

Brand strategy is a series of processes implemented by companies in creating
brands. The brand is an identification of the products offered from competing prod-
ucts. The purpose of the brand is to ensure that the product is the product of choice in
the minds of potential audiences for the company, such as consumers, employees, or
partners. Brand strategies commonly used by companies have four elements: Brand
Positioning; Brand Identity; Brand Personality; and Brand Communication
(Rahmadhani, 2017).

4.1.1 Brand Positioning

Noore Sport Hijab has implemented Brand Positioning through the four val-
ues it creates: Modest, Beautiful, Comfortable, and Healthy. Noore positions their
brand with these four values according to the character of their target consumers,
namely active Muslim women. Of the four values created by Noore, the modest
value is the value Noore has successfully implanted in the minds of consumers.
This is because Muslim women have had difficulty finding modest sport wear
products when used in sports that have high-intensity movements. Therefore,
Noore Sport Hijab positions their brand as "Modest Active Wear" which can be a
solution for Muslim women in sports. This value can be seen from the form of
product design created by Noore, where sport wear is created that can cover parts
of the body and is comfortable when used in sports. This is also in accordance with
one of the three components that must be used by companies in creating a good
brand positioning: the definition of the target market, the definition of the compa-
ny's business, as well as the purpose of creating benefits that are the advantages of
a product.
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4.1.2 Brand Identity

Noore Sport Hijab creates their identity through the colors and patterns used,
both on the company logo, product packaging, and the product itself (Kurniawan
& Maemunah, 2019). Noore Sports Hijab has a tagline that is "Be Your Own Ath-
lete". The tagline confirms that Noore is a product created specifically for consum-
ers who love to exercise, so exercise is a daily routine that cannot be left behind.
Therefore, Noore Sports Hijab creates its an identity with strong and bold colors
to be used in their logos and products, such as black, white and red. The color
expresses that Noore Sport Hijab is a product created specifically for Sport Enthu-
siasm, especially women. It aims to influence consumer perceptions that Noore
Sport Hijab is a product that is used when exercising that has a high intensity of
movement. This is in accordance with the meaning of brand identity, which is
something that is shown by the company that can be known and inspires the five
senses, namely what can be seen, touched, and felt.

4.1.3 Brand Personality

Noore Sport Hijab creates their personality through characters created by Fab-
ric Technology from the material of their products. Noore Sport Hijab creates its
character as a sport wear that has fabric technology: Air-tech, UV Guard, and Nano
Guard. These advantages help consumers interact with brands. The life brand cre-
ated by Noore Sport Hijab is improving the quality of their ingredients as the per-
sonality of Noore Sport Hijab. Based on this fabric technology, Noore Sport Hijab
creates products that have elastic character, regulates air circulation to the skin,
and can avoid skin from sun exposure. However, the character felt by consumers
is the material elasticity of the Noore Sport Hijab product. The elasticity makes it
easier for consumers to move when exercising. this is in accordance with the func-
tion of brand personality, in order to show brand character, companies must create
a "living brand" sensation such as "a living person". The purpose of the function is
to change the invisible assets into visible through visualization such as product
character. it also helps consumers interact with brands such as interacting with
humans (Firmansah, 2015).

4.1.4 Brand Communication

There is some content used by Noore Sport Hijab in creating Brand Commu-
nication. Noore Sport Hijab communicates its brand through the pillar content it
creates that has a vision and mission that is in accordance with the tagline that they
carry. the pillar content is communicated through campaigns that can attract the
attention of consumers (Maulana, Umam, Astuti, Cahyo, & Faradisi, 2019). One of
the most embedded campaigns in the minds of consumers is #HijabForTheCham-
pion which is communicated through their official Instagram account,
@nooresport. The campaign serves to support Indonesian athletes, especially hijab
athletes, in participating in international sporting events. In addition, Noore Sport
Hijab also uses Indonesian Muslim athletes as endorsers of their products (Wi-
bowo, Setyono, & Abadi, 2013). Noore even created special products for the cam-
paign. the product is in the form of a sports hijab that uses the Indonesian flag as
a sign of the campaign. the flag is located at the top left of the veil. This is in line
with the purpose of brand communication which is to help. consumers to identify
and remember that the brand is around them and increase awareness and loyalty
of the products offered (Richard, 2016).
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4.2 Implementation of Strategy of Marketing at Noore Sport Hijab

Strategy of Marketing is a series of processes used by companies in dividing
market share and identifying potential target markets for companies. After getting a
potential target market, the company will position their products in the minds of
consumers in accordance with the criteria of potential customers (Nugrahanti &
Mawardji, 2017). The process includes Segmenting; Targeting; and Positioning.

4.2.1 Segmenting

In the segmentation process, Noore Sport Hijab divides their market segments
based on two variables: Demographics which include gender and type of work,
and Psychography which includes social class and lifestyle. Demographics are
divisions of market share based on age, gender, income, or gender. While
Psychography is a division of market shares based on social class, lifestyle, or
behavior (Hardianti & Martini, 2016). The classification of the Noore Sport Hijab
market segment is as follows:

Demographic Psychographic
a. Gender: Female 90%, Male a. Social Class: People who are in
10% themiddle class and upper
b. Occupation: Entrepreneur, b. Lifestyle: Muslimah who loves to
Sports Enthusiasm, House- exercise and cares about healthy liv-
wife, Student ofCollege ing
4.2.2 Targeting

Based on the results of market segmentation done earlier, the target market
for Noore Sport Hijab is Muslim women, especially those in the middle and upper
middle class, who have a high interest in sports activities that have high intensity.
The segment is a potential target market for Noore Sport Hijab, which is in accord-
ance with the characteristics and problems experienced by the market share. diffi-
culty in finding sport wear that is polite and comfortable when used in sports, both
outdoors and indoors. This is also in accordance with the type of product created
by Noore Sport Hijab that can cover the body of Muslim women who are not al-
lowed to be seen by the public. This is in accordance with the vision of the targeting
process, where companies will choose one or more market segments according to
which they are potential market share.

4.2.3 Positioning

Noore Sport Hijab positions their product as a product created to be a solution
for women, especially Muslim women, who find it difficult to find sport wear
products that are suitable for their situation as Muslim women. So far, sport wear
is one of the clothes that are too open for Muslim women. This is an opportunity
for Noore Sport Hijab in creating products as a solution for Muslim women who
want to exercise without feeling burdened with clothes that do not suit their
circumstances. The value created in order to become the solution is the modesty
found in Noore's sport wear products. So that these values can be conveyed, Noore
Sport Hijab uses their vision of "Wearing Hijab Doesn't Limit Muslimah Doing
Sport Activities". This is consistent with the purpose of positioning, where the
value invested by the company successfully differentiates their products from
competing products in the minds of the target consumers (Nurlena et al, 2018).
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4.3 Implementation of Marketing Mix at Noore Sport Hijab

The marketing mix is a series of elements that include Product, Price, Place, and
Promotion which are planned separately but are used together. These elements aim
to create customer satisfaction.

4.3.1 Product Strategy

In facing competition, both domestic and foreign, Noore Sport Hijab has
implemented a focus strategy as their product strategy. this is in accordance with
the target market for Noore Sport hijab, namely Muslim women who love sports.
The target market is one of the market segments in the niche market category and
is classified as specific. This is also in accordance with the superiority of products
offered by Noore Sport Hijab, namely Modesty. This is in accordance with the
definition of the focus strategy, which is a strategy where the company targets the
target market that has specific specifications and also offers products that have
special specifications that are in accordance with the intended consumer
specifications.

4.3.2 Price Strategy

Noore Sport Hijab uses a price penetration strategy in stopping prices that
will be offered to consumers. This is shown by the price offered by Noore Sport
Hijab which is lower than its competitors in the sport wear industry. Noore Sport
Hijab determines lower prices based on the results of the benchmark conducted by
Noore himself. Noore Sport Hijab determines lower prices than competitors based
on the length of time the Noore Sport Hijab is still relatively young among
competitors. this is in accordance with the definition of price penetration, where
companies offer lower prices than new products created in order to influence
consumer attention.

4.3.3 Place Strategy

In choosing a distribution channel strategy, Noore Sport Hijab uses an
exclusive distribution strategy in distributing the brand's products to various
regions. This can be seen from the management system implemented in several
stores in various regions (Kurniawan & Fajri, 2019). These stores are managed
directly by Noore Sport Hijab through the establishment of the same operational
procedure system and direct supervision carried out by the Head Office of Noore
Sport Hijab. This is in accordance with the definition of an exclusive distribution
strategy, in which the company distributes products to distributors in a very
limited number.

4.3.4 Promotion Strategy

In communicating their products to consumers, Noore Sport Hijab uses three
of the four marketing communication tools, which include Advertising, Publicity,
and Sales Promotion. In advertising, Noore applies it online. Where Noore uses
their official Instagram account, @nooresport, and uses their official website,
www.nooresporthijab.com. Through these two media, Noore conveyed their
advertising in the form of campaigns that can influence the minds of consumers
and their perceptions about Noore Sport Hijab. In Publicity activities, Noore has
held various activities that can campaign for their products to consumers (Mau-
lana, 2019). One of the activities that Noore Sport Hijab has participated in is the
ASEAN GAMES 2018 which has been held in Jakarta-Palembang, Indonesia. While
for Sales Promotion activities, Noore has used discounts, member cards, and free
products in order to increase the level of consumer demand for the products
offered.
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4.4 Implementation of International Market Entry Strategy at Noore Sport Hijab

Noore Sport Hijab has used an export strategy in entering the international
market. export strategy is one of the strategies to enter the international market where
the production process is carried out in the country of origin and then sent or sold in
other countries. There are several reasons why Noore uses the export strategy in
entering the international market. one of the reasons is so that it can increase
Indonesia's Gross Domestic Product in the face of international competition (Djayus-
man, Anggara, lhsan, & Kurniawan, 2019). As for countries which become the
destination countries for Noore Sport Hijab to export include: Singapore, Malaysia,
Brunei, United Arab Emirates, United Kingdom, Germany, France, Russia, United
States of America and Canada.40 While the export strategy used by Noore Sport Hijab
is the Indirect Export Strategy. Noore Sport Hijab has collaborated with one of the
American companies in marketing their products, especially in the American and
Canadian regions. This is because American and Canadian consumers prefer to shop
at companies from their home countries rather than shopping directly from the Noore
Sport Hijab official website. The reason for this is the price difference offered by the
company from the country of origin and the official website of Noore Sport Hijab.
This is in accordance with several factors that influence companies in carrying out
export activities: different lifestyles of consumers; differences in prices and products
offered; and different consumer incomes (Rahmawati,2015).

. Conclusion

Based on the results and discussion above, then conclusions can be drawn from
this study:

5.1 Noore Sport Hijab’s Brand Strategy
1. Noore Sport Hijab positions its brand as the modest active wear.
2. The most dominant Noore Sport Hijab identity is the color of the product and
brand.
3. The personality of Noore Sport Hijab is an elastice sport wear product.
4. Noore Sport Hijab communicates its brand through its campaign,
#HijabForTheChampion.

5.2 Noore Sport Hijab’s Strategy of Marketing

1. Noore Sport Hijab classifies market segments based on demographics and
psychography. Based on demographics, Noore divides market segments based
on gender, namely women, and types of work that include entrepreneurs, sport
enthusiasm, housewives, and a small proportion are students. While based on
Psychography, Noore divides market segments based on social class, namely
women who are in the middle and upper social classes, and lifestyle, namely
Muslim women who have a high interest in sports and care for a healthy
lifestyle.

2. The target consumers that Noore Sport Hijab is aiming for are Muslim women,
especially those who like to exercise.

3. Noore Sport Hijab positions its product as a solution for Muslim women who
have difficulty finding modest sport wears.

5.3 Noore Sport Hijab’s Marketing Mix
1. Noore Sport Hijab uses a focus strategy as its product strategy in the face
comptition with competitors.
2. Noore Sport Hijab uses a price penetration strategy in determining prices to
face price competition in the market.
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3. Noore Sport Hijab uses an exclusive distribution strategy to distribute their
products, both offline and online.

4. Noore Sport Hijab uses advertising, publicity, and sales promotion as
promotion strategies to deliver product information to consumers.

5.4 Noore Sport Hijab’s International Market Entry Strategy

Noore Sport Hijab uses an export strategy in entering the international market.
while the export strategy used by Noore Sport Hijab is an indirect export strategy. The
export destinations of Noore Sport Hijab include: Singapore, Malaysia, Brunei, United
Arab Emirates, Germany, France, United Kingdom, Russia, USA, Canada.
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