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Abstract 

Micro, Small, and Medium Enterprises (MSMEs) have a strategic role in the regional economy, including in 

Wakatobi Regency. One of the main challenges for MSMEs in traditional markets is the limitations of effective 

and contextual marketing strategies with local culture. This study aims to examine the use of regional language-

based communication as a marketing strategy for MSME products in the traditional market of Wakatobi. The 

research method used is a qualitative approach with observation, interview, and documentation techniques for 

MSME actors, consumers, and market managers. The results of the study show that the use of regional languages 

in buying and selling interactions is able to increase emotional closeness, consumer trust, and customer loyalty. 

Thus, regional language-based communication can be an effective and sustainable marketing strategy for MSMEs 

in the traditional Wakatobi market. 
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Abstrak 

Usaha Mikro, Kecil, dan Menengah (UMKM) memiliki peran strategis dalam perekonomian daerah, termasuk di 

Kabupaten Wakatobi. Salah satu tantangan utama bagi UMKM di pasar tradisional adalah keterbatasan strategi 

pemasaran yang efektif dan kontekstual dengan budaya lokal. Studi ini bertujuan untuk meneliti penggunaan 

komunikasi berbasis bahasa daerah sebagai strategi pemasaran produk UMKM di pasar tradisional Wakatobi. 

Metode penelitian yang digunakan adalah pendekatan kualitatif dengan teknik observasi, wawancara, dan 

dokumentasi terhadap pelaku UMKM, konsumen, dan pengelola pasar. Hasil penelitian menunjukkan bahwa 

penggunaan bahasa daerah dalam interaksi jual beli mampu meningkatkan kedekatan emosional, kepercayaan 

konsumen, dan loyalitas pelanggan. Dengan demikian, komunikasi berbasis bahasa daerah dapat menjadi strategi 

pemasaran yang efektif dan berkelanjutan bagi UMKM di pasar tradisional Wakatobi. 
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INTRODUCTION  

Micro, Small, and Medium Enterprises (MSMEs) have a strategic role in national and regional 

economic development, especially in Indonesia which has high social and cultural diversity (Sinha et 

al., 2024). In the context of marketing, MSMEs are required to be able to convey product value 

effectively in the midst of increasingly fierce competition. One of the approaches that is getting more 

and more attention is the use of regional language-based communication as a product marketing strategy 

(Vikaliana et al., 2021). This approach is considered relevant because it is able to bridge economic 

interests with local cultural values that are still strong in the community, especially in traditional 

markets (Moonti et al., 2023). 

The popularity of the concept of regional language-based communication in marketing has 

increased along with the development of the Integrated Marketing Communication (IMC) approach, 
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which emphasizes message consistency and proximity to consumers (Ikhsana et al., 2019). Regional 

languages not only function as a means of communication, but also as a symbol of identity and social 

closeness. Therefore, the use of regional languages in MSME marketing strategies is an important and 

urgent issue to be researched, especially in the context of traditional markets that still rely on direct 

interpersonal interaction (Yusuf dan Roslan 2024). 

The main variable in this study is regional language-based marketing communication, which is 

positioned as a strategy to increase the marketing effectiveness of MSMEs (Nasrul et al., 2023). Recent 

literature shows that culturally relevant communication can increase consumer trust, strengthen brand 

image, and build customer loyalty (Mujib & Nurvianti, 2021). In MSME organizations, interpersonal 

communication carried out in local languages is able to create more personal and emotional 

relationships, thus providing a competitive advantage that is difficult to replicate. 

In addition, another variable that focuses on is consumer trust and engagement. Recent studies 

confirm that the use of regional languages in marketing communications can increase consumer 

engagement because messages are conveyed according to their social and cultural context (Pujianto et 

al., 2022; Nurrohmah et al., 2024). For MSME organizations, this is important because limited resources 

demand an effective, adaptive, and relatively low-cost marketing strategy (Yusuf and Roslan 2025). 

Although many studies on marketing communication and local wisdom have been conducted, 

most previous research has focused on the tourism sector, destination branding, or medium- and large-

scale companies (Priantana & Santoso, 2019; Ferdian, 2021). Research that specifically examines the 

use of regional languages as a marketing strategy for MSMEs in traditional markets is still relatively 

limited, especially in archipelago areas and regions with a high level of linguistic diversity. 

From a theoretical perspective, there is a gap between modern marketing communication theory 

which tends to be oriented towards digital media and mass communication—and MSME marketing 

practices in traditional markets (Supriaddin et al., 2025). Common solutions that have been extensively 

researched place more emphasis on product innovation and the use of digital technology (Santoso et al., 

2021; Hendrawanto et al., 2023), while the regional language aspect is still treated as a supporting 

element, not as a core marketing strategy. 

This research offers a conceptual approach that positions regional language-based 

communication as the main marketing strategy for MSMEs. The research model integrates the concept 

of Integrated Marketing Communication, interpersonal communication theory, and social capital. 

Regional languages are seen as a mechanism that is able to mediate the relationship between MSME 

actors and consumers through the creation of trust, emotional closeness, and shared identity. 

Through this model, the core concept of regional language-based communication is expected to 

be able to answer the research gap by presenting a contextual and applicative analytical framework. 

Regional languages not only function as linguistic tools, but also as strategic instruments that strengthen 

social and economic relations. Thus, this study provides a specific solution to the gap in the theory and 

practice of MSME marketing in traditional markets. 
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This research was conducted in the traditional market of Wakatobi Regency, Southeast Sulawesi, 

which is known to have a strong diversity of regional languages and local cultures. The interaction 

between sellers and buyers in the Wakatobi traditional market takes place directly and intensely, with 

the use of regional languages as the main medium of communication. This condition makes Wakatobi 

a relevant context to assess the effectiveness of regional language-based marketing communication in 

MSMEs (Roslan dan Akbar 2024). 

The purpose of this study is to analyze the role of regional language-based communication as a 

marketing strategy for MSME products in the traditional Wakatobi market. This research is expected to 

make a theoretical contribution to the development of marketing communication studies based on local 

wisdom as well as practical contributions for MSME actors and local governments in formulating 

marketing strategies that are contextual, sustainable, and oriented towards strengthening the local 

economy. 

 

METHODS 

This study uses a qualitative approach with a descriptive method to deeply understand the use of 

regional language-based communication as a marketing strategy for MSME products in the traditional 

market of Wakatobi. The research informants consisted of five MSME actors who were selected through 

purposive sampling with the criteria of actively selling in traditional markets and directly interacting 

with consumers. Data collection is carried out through direct observation and in-depth interviews to 

explore the experiences, views, and marketing communication practices applied by business actors. The 

data obtained was analyzed descriptively through the process of data reduction, data presentation, and 

conclusion drawing to obtain a comprehensive picture of the role of regional languages in supporting 

MSME marketing activities. 

 

RESULTS AND DISCUSSION  

This study aims to examine the use of regional language-based communication as a marketing 

strategy for MSME products in the traditional market of Wakatobi. Based on the results of in-depth 

interviews and observations of five MSME actors as research informants, several main findings were 

obtained that were adjusted to the formulation of the research problem. 

Forms of Regional Language Utilization in MSME Marketing Communication 

The findings of the study show that all informants actively use regional languages in the 

marketing communication process, especially when offering products, bargaining, and having informal 

conversations with consumers. Regional languages are used as the main language in daily interactions 

in traditional markets because they are considered more familiar, easy to understand, and reflect the 

local identity of the Wakatobi people. The use of regional languages is not only limited to mentioning 

the price or quality of products, but is also used to greet consumers, joke, and build a family atmosphere. 
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MSME actors use regional languages as a strategy to dilute the atmosphere and reduce social 

distance between sellers and buyers. This personal interaction is a hallmark of marketing in traditional 

markets, where social relationships often take precedence over mere transactions. These findings show 

that regional language-based communication plays a role as an effective interpersonal marketing tool 

in the context of traditional markets, in line with the characteristics of MSMEs that rely on social 

closeness as the main strength. 

Benefits of Using Regional Languages on Consumer Interests and Trust 

The results of the study revealed that the use of regional languages has a positive impact on 

buying interest and consumer confidence. The informants stated that consumers tend to be more 

comfortable shopping when served using the local language because they feel valued and treated as part 

of the same community. Regional languages are able to create emotional closeness that is difficult to 

achieve through the use of formal languages or national languages. 

In addition to increasing convenience, regional language-based communication also contributes 

to building consumer trust in MSME actors. Consumers consider business actors who use regional 

languages as honest, friendly, and trustworthy. This trust is becoming an important factor in purchasing 

decisions, especially in traditional markets that still rely on long-term relationships between sellers and 

buyers. These findings strengthen the view that regional languages not only function as a 

communication tool, but also as social capital that supports the sustainability of MSME businesses. 

Furthermore, the use of regional languages also encourages repurchase and customer loyalty. 

Consumers who feel they have a close relationship with the seller tend to go back to shopping and 

recommend products to others. Thus, regional language-based communication plays a role as an indirect 

marketing strategy that strengthens the position of MSMEs in the midst of market competition. 

Obstacles in the Implementation of Regional Language-Based Communication 

Although it provides many benefits, this study also found several obstacles in the application of 

regional language-based communication as a marketing strategy. One of the main obstacles is the 

diversity of consumer backgrounds, especially buyers from outside the region or tourists who do not 

understand the local language. In this situation, MSME actors must adjust the language used so that 

communication remains effective and does not cause misunderstandings. 

In addition, some informants expressed concerns in maintaining politeness and professionalism 

when using regional languages. Informal regional languages are sometimes considered inappropriate if 

used excessively, especially when interacting with new consumers. Therefore, MSME actors need to 

have the ability to adjust communication styles based on consumer situations and characteristics. 

Another obstacle is the lack of special training that equips MSME actors with a strategic 

understanding of marketing communication based on local culture. The use of regional languages is 

still natural and hereditary, and has not been systematically developed as a planned marketing strategy. 

This shows the need for support from local governments or related institutions to provide assistance and 

training in marketing communication based on local wisdom. 
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Overall, the findings of this study show that regional language-based communication is a relevant 

and effective marketing strategy for MSMEs in the traditional Wakatobi market. This strategy is able 

to strengthen social relationships, increase consumer trust, and encourage customer loyalty. However, 

the effectiveness of this strategy needs to be supported by the adaptability of MSME actors in dealing 

with consumer diversity and policy support that encourages the preservation of regional languages in 

economic activities.  These findings reinforce the importance of integration between cultural aspects 

and marketing strategies in the development of MSMEs. By utilizing regional languages wisely and 

contextually, MSMEs are not only able to increase product competitiveness, but also contribute to the 

preservation of local cultural identity in traditional markets. 

Discussion 

The results of this study show that regional language-based communication has a strategic role 

in supporting the marketing of MSME products in the traditional market of Wakatobi. The findings are 

in line with the concept of Integrated Marketing Communication (IMC), which emphasizes the 

importance of message consistency and proximity to consumers through various forms of marketing 

communication (Ikhsana et al., 2019). In the context of traditional markets, regional languages are the 

main medium that allows MSME actors to convey marketing messages in a personal, contextual, and 

easily accepted manner by local consumers. 

The use of regional languages in buying and selling interactions found in this study reinforces 

the view of Mujib and Nurvianti (2021) that integrated marketing communication delivered through 

language that is familiar to consumers can improve product recognition and build brand loyalty. 

Regional languages not only function as a means of conveying information, but also as a symbol of 

identity and emotional closeness. This explains why consumers in the Wakatobi traditional market tend 

to feel more comfortable and confident when interacting with MSME actors who use local languages. 

The findings of this study also support the results of the study of Pujianto et al. (2022) which 

stated that the effectiveness of sales and advertising promotions increases when messages are delivered 

using language that is relevant to the target audience. In the context of MSMEs in traditional markets, 

the use of regional languages has been proven to strengthen the attractiveness of marketing messages, 

facilitate the bargaining process, and create a more intimate and familial interaction atmosphere. This 

condition is a competitive advantage for MSMEs operating in a community-based environment. 

In addition to direct communication, this research discussion also shows the relevance of regional 

languages in the development of MSME digital marketing. Although the focus of the research is on 

traditional markets, these findings can be attributed to the research of Nurrohmah et al. (2024) who 

affirm that digital marketing based on local contexts is able to improve consumer recall of products. 

The integration of regional languages in digital content, such as social media, has the potential to expand 

the marketing reach of MSMEs without losing their local identity. 

From a sectoral perspective, the findings of this study are consistent with the research results of 

Priantana and Santoso (2019) and Ferdian (2021) which show that the use of local language in marketing 
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strategies is able to increase appeal, brand awareness, and emotional closeness of consumers. Although 

many of these studies have been conducted on the tourism sector and regional branding, the results of 

this study prove that the same principle also applies in the context of MSMEs in traditional markets. In 

other words, regional languages have a cross-sectoral function as a strengthening of the relationship 

between business actors and consumers. 

This discussion also emphasized that regional languages play a role as social capital in MSME 

marketing activities. In line with the views of Lautania et al. (2024) and Hendrawanto et al. (2023), 

culturally relevant communication is able to increase consumer engagement and build long-term 

relationships. The findings of the study show that consumer trust and loyalty are not solely built through 

product quality, but also through the way MSME actors communicate and position themselves as part 

of the local community. 

However, this research discussion also acknowledges the challenges in the implementation of 

regional language-based communication. The limited understanding of local languages by immigrant 

consumers and the lack of optimal use of digital media indicate the need for adaptive strategies. This is 

in line with Santoso et al. (2021) and Pattisahusiwa et al. (2024) who emphasize the importance of 

improving digital literacy and marketing training for MSMEs. With the right training support, regional 

languages can be strategically integrated in both direct and digital communication. 

Overall, the discussion of this research confirms that the use of regional language-based 

communication is not just a traditional practice, but is a relevant and adaptive marketing strategy. These 

findings strengthen the arguments of Darmaningrum et al. (2021), Ardiansyah et al. (2024), and 

Widiatmoko and Wulandari (2024) that strengthening the capacity of MSMEs through sensitive 

communication to local culture can increase business competitiveness and sustainability. Thus, regional 

language-based communication can be positioned as a core strategy in the development of MSME 

marketing in traditional markets. 

 

CONCLUSION  

This study concludes that regional language-based communication is an effective marketing 

strategy for MSMEs in the traditional Wakatobi market. The use of regional languages in buying and 

selling interactions can create emotional closeness, increase consumer trust, and encourage customer 

loyalty. Regional languages function not only as a communication tool, but also as cultural identities 

and social capital that strengthen the relationship between MSME actors and consumers, thus being in 

line with the principles of integrated marketing communication in the context of interpersonal 

marketing. 

The implications of this study show that MSME actors need to utilize regional languages 

strategically and contextually in marketing activities, both directly and through digital media, without 

neglecting the professionalism of communication. Local governments and MSME companion 

institutions are advised to provide marketing communication training based on local wisdom. Further 
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research can develop this study by expanding the research location, increasing the number of 

informants, and combining quantitative approaches to measure the impact of regional language use on 

purchasing interest and consumer loyalty. 
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