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Abstract: The role of Micro, Small and Medium Enterprises (SMEs) is very important as an eco-
nomic force to countries, especially developing countries like Indonesia. However, the role of the
government is still ineffective to support SMEs. As a result, they cannot grow optimally. As one of
the economic forces, the role of SMEs is worth considering when ASEAN Economic Community
(AEC) begins by the end of 2015. This study aims to investigate how SMEs’ product brands were
able to support the economics of the country. Using descriptive qualitative, this study collected the
primary data by interviewing five SMEs assisted by Diskoperindag of Surabaya city. This research
found that Entrepreneurial Strategy Marketing 3.0 through brand development models 3i (image,
identity, integrity) fit the needs of SMEs assisted in Surabaya so that they are able to develop their
businesses to face the AEC.
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INTRODUCTION

The ASEAN Economic Community (MEA)
is an agreement made by ASEAN countries to
establish a new unlimited market condition within
the field of economic. MEA is a term adapted
from the ASEAN Economic Community (AEC)
which causes free goods and services to flow from
one country to another without any import duty
(Tyas & Safitri, 2014). The main concept of MEA
is to make ASEAN countries as single market and
unity of production base where free flow of goods,
services, factors of production, investment, and
capital, and the elimination of tariff take place
for trade among ASEAN countries. The purpose
of this MEA cooperation is expected to help re-
duce poverty and economic disparity among its
member countries. Indonesia, according to
Kartajaya et al., (2015), has a high power and
potential in ASEAN which is seen from the total

population. Indonesia whose GDP has reached
36.04 percent reached 38.61 percent of the total
ASEAN and. However, MEA can also be a chal-
lenge for Indonesia. If Indonesia is not ready, lo-
cal players with limited capital will be ‘run over’
by foreign players (Kartajaya et al., 2015).

The existence of MSMEs is extremely
important for they proved to be able to survive
and become the driving wheel of the economy,
especially after the economic crisis. On the
other hand, MSMEs also face many problems,
namely limited working capital, low human re-
sources, and the lack of mastery of science and
technology (Sudaryanto and Hanim, 2002).

According to the data from BPS Online,
SMEs in Indonesia experienced significant
growth in 2013–2015 (see Table 1). The in-
creasing number of business units makes them
support force for the country’s economy in the
current MEA era. However, the competitive
advantage of MSME products is still a big
challenge that needs to be improved.
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