References

Arsenyan, J., & Mirowska, A. (2021). Almost Human? A Comparative Case Study on the Social Media
Presence of Virtual Influencers. International Journal of Human-Computer Studies,

155(102694). https://doi.org/10.1016/j.ijhcs.2021.102694

Abuljadail, M., & Ha, L. (2019). Engagement and brand loyalty through social capital in social media.
International  Journal of Internet Marketing and Advertising, 13(3), 197.
https://doi.org/10.1504/ijima.2019.102557

Apenes Solem, B. A. (2016). Influences of customer participation and customer brand engagement on

brand loyalty. Journal of Consumer Marketing, 33(5), 332—342. https://doi.org/10.1108/jcm-

04-2015-1390

Barella, Y., Fergina, A., Mustami, M. K., Rahman, U., & Alajaili, H. M. A. (2024). Quantitative Methods
in Scientific Research. Jurnal Pendidikan Sosiologi Dan Humaniora, 15(1), 281-287.
https://doi.org/10.26418/j-psh.v15i1.71528

Blylikdag, N. (2021). The effect of brand awareness, brand image, satisfaction, brand loyalty and
WOM on purchase intention: An empirical research on social media. Business & Management
Studies: An International Journal, 9(4), 1380—1398. https://doi.org/10.15295/bmij.v9i4.1902

Connecting The Dots: The Relationship Between Storytelling And Brand Recall - Tollejo. (2023, February

22). Tollejo.com. https://tollejo.com/storytelling-and-brand-recall/

Celestin, M., & Sujatha, S. (2024). Impact on brand trust and consumer behavior: leveraging social
media influencers to drive credibility and engagement across industries. IMPACT on BRAND
TRUST and CONSUMER BEHAVIOR: LEVERAGINGSOCIAL MEDIA INFLUENCERS to DRIVE
CREDIBILITY ANDENGAGEMENT across INDUSTRIES, 9(2), 81-87.
https://doi.org/10.5281/zenodo.13887149

Czeremski, M. (2020). Between myth and brand. Aspects of myth in marketing communication. Studia

Religiologica. Zeszyty Naukowe Uniwersytetu Jagiellonskiego, 53(3), 239-253.

53


https://doi.org/10.1016/j.ijhcs.2021.102694
https://doi.org/10.1108/jcm-04-2015-1390
https://doi.org/10.1108/jcm-04-2015-1390
https://tollejo.com/storytelling-and-brand-recall/

D Nabirasool, Suneel Sankala, Karnam, R. P., & Ghouse, S. M. (2024). The impact of social media
influencer marketing on consumer behavior and brand loyalty. Academy of Marketing Studies
Journal, 28(2), 1-12.
http://researchgate.net/publication/382878613_The_impact_of social_media_influencer_
marketing_on_consumer_behavior_and_brand_loyalty

Dhivyashree Ezhilarasu. (2024, September 23). History of Disney Disney was founded in 1923 by Walt
and Roy O. Disney, achieving early success with Mickey Mouse and its first animated feature,

Snow White (1937). Linkedin.com. https://www.linkedin.com/pulse/emotional-branding-

disney-dhivyashree-ezhilarasu--fdync/

Farhana, M. (2012, April). Brand Elements Lead to Brand Equity: Differentiate or Die. ResearchGate.

https://www.researchgate.net/publication/266684786 Brand Elements Lead to Brand Eg

uity Differentiate or Die

F. Hair Jr, J., Sarstedt, M., Hopkins, L. and G. Kuppelwieser, V. (2014), ‘Partial least squares structural
equation modeling (PLS-SEM): An emerging tool in business research’, European Business

Review, Vol. 26 No. 2, pp. 106-121. https://doi.org/10.1108/EBR-10-2013-0128

Gokarna, P. (2021, January 5). (PDF) Study of Customer Engagement through Emotional Branding.
ResearchGate.

https://www.researchgate.net/publication/348165064 Study of Customer Engagement through

Emotional Branding

Greenland, S., Senn, S. J., Rothman, K. J., Carlin, J. B, Poole, C., Goodman, S. N., & Altman, D. G. (2016).
Statistical tests, P values, confidence intervals, and power: A guide to misinterpretations.

European Journal of Epidemiology, 31(4), 337-350. https://doi.org/10.1007/s10654-016-

0149-3
Ghasemi, A., & Zahediasl, S. (2012). Normality tests for statistical analysis: A guide for non-statisticians.
International  Journal of Endocrinology and  Metabolism, 10(2), 486-489.

https://doi.org/10.5812/ijem.3505

54


https://www.linkedin.com/pulse/emotional-branding-disney-dhivyashree-ezhilarasu--fdync/
https://www.linkedin.com/pulse/emotional-branding-disney-dhivyashree-ezhilarasu--fdync/
https://www.researchgate.net/publication/266684786_Brand_Elements_Lead_to_Brand_Equity_Differentiate_or_Die
https://www.researchgate.net/publication/266684786_Brand_Elements_Lead_to_Brand_Equity_Differentiate_or_Die
https://doi.org/10.1108/EBR-10-2013-0128
https://www.researchgate.net/publication/348165064_Study_of_Customer_Engagement_through_Emotional_Branding
https://www.researchgate.net/publication/348165064_Study_of_Customer_Engagement_through_Emotional_Branding
https://doi.org/10.1007/s10654-016-0149-3
https://doi.org/10.1007/s10654-016-0149-3
https://doi.org/10.5812/ijem.3505

Jeswani, R. (2023, January). The Role and Importance of Social Media Marketing in Brand Building.
ResearchGate; Irish Interdisciplinary  Journal of  Science and Research.

https://www.researchgate.net/publication/375731382 The Role and Importance of Soci

al Media Marketing in Brand Building

Li, M.-W., Teng, H.-Y.,, & Chen, C.-Y. (2020). Unlocking the customer engagement-brand loyalty
relationship in tourism social media: The roles of brand attachment and customer trust.
Journal of Hospitality and Tourism Management, 44, 184-192.
https://doi.org/10.1016/j.jhtm.2020.06.015

Maclean, L. (2024, November 21). Unleashing the Power of Humour in Marketing: Laughter to Connect

and Engage | Simon Kingsnorth. Simon Kingsnorth. https://simonkingsnorth.com/unleashing-

the-power-of-humour-in-marketing/

Mandung, F. (2024). The Influence of Storytelling Techniques in Digital Marketing on Brand Loyalty: A
Consumer Psychology Perspective. Golden Ratio of Marketing and Applied Psychology of

Business, 5(1), 66—78. https://doi.org/10.52970/grmapb.v5i1.782

McGrath, J. (2019). Using Humor to Boost Your Social Media Profile | Market Veep. Marketveep.com.

https://doi.org/1012298/1740875204642

Munene, E. (2023, November 14). Food and Beverage Marketing: Trends and Tactics | Twibi. Twibi.

https://www.twibiagency.com/resources/food-and-beverage-marketing/

Naeem, M., & Okafor, S. (2019, January). User-Generated Content and Consumer Brand Engagement.

ResearchGate. https://www.researchgate.net/publication/330456491 User-

Generated Content and Consumer Brand Engagemen

Oladele, O. K. (2024, November 20). Brand Management and Marketing Strategies of McDonald'’s.
ResearchGate; unknown.

https://www.researchgate.net/publication/386175118 Brand Management and Marketin

g Strategies of McDonald

55


https://www.researchgate.net/publication/375731382_The_Role_and_Importance_of_Social_Media_Marketing_in_Brand_Building
https://www.researchgate.net/publication/375731382_The_Role_and_Importance_of_Social_Media_Marketing_in_Brand_Building
https://simonkingsnorth.com/unleashing-the-power-of-humour-in-marketing/
https://simonkingsnorth.com/unleashing-the-power-of-humour-in-marketing/
https://doi.org/10.52970/grmapb.v5i1.782
https://doi.org/1012298/1740875204642
https://www.twibiagency.com/resources/food-and-beverage-marketing/
https://www.researchgate.net/publication/330456491_User-Generated_Content_and_Consumer_Brand_Engagemen
https://www.researchgate.net/publication/330456491_User-Generated_Content_and_Consumer_Brand_Engagemen
https://www.researchgate.net/publication/386175118_Brand_Management_and_Marketing_Strategies_of_McDonald
https://www.researchgate.net/publication/386175118_Brand_Management_and_Marketing_Strategies_of_McDonald

Pineda, A., Sanz-Marcos, P., & Gordillo-Rodriguez, M.-T. (2020). Branding, culture, and political
ideology: Spanish patriotism as the identity myth of an iconic brand. Journal of Consumer

Culture, 22(1), 146954051989997. https://doi.org/10.1177/1469540519899977

Tabrizi, H. (2024). The Role of Emotional Content on Consumer Engagement Evaluating the role of
emotional content on consumer engagement in Social Media Advertising. https://hj.diva-

portal.org/smash/get/diva2:1903264/FULLTEXTO1.pdf

Tucker, D. (2025, January 15). Top 4 Brand Advertising Myths Debunked: How You Should Be
Measuring the Impact of Brand Advertising in Performance Marketing Strategy. Amsive.

https://www.amsive.com/insights/strategy/top-4-brand-advertising-myths-debunked/

Understanding The Impact Of Humor On Social Media Engagement. (n.d.). FasterCapital.

https://fastercapital.com/topics/understanding-the-impact-of-humor-on-social-media-

engagement.html

Gabelica, M. (2021). Storytelling as a Bridge Between the Virtual and the Sensory. EDUvision 2020.
https://www.researchgate.net/publication/348732641_Storytelling_as_a_Bridge Between_
the_Virtual_and_the_Sensory

Han, H., & Hyun, S. S. (2012). An Extension of the Four-Stage Loyalty Model: The Critical Role of Positive
Switching Barriers. Journal of Travel & Tourism Marketing, 29(1), 40-56.
https://doi.org/10.1080/10548408.2012.638559

Hilong, L. (2023). Effectiveness of Social Media to Attract Customers for Start-up Business.
International Journal of Management and Human Sciences, 07(01), 16-23.
https://doi.org/10.31674/ijmhs.2023.v07i01.003

Ignatius, T., Idemudia, N. C., Eyo-Udo, L., & Anjorin, N. K. F. (2024). The role of big data analytics in
customer relationship management: Strategies for improving customer engagement and
retention. World Journal of Advanced Science and Technology, 6(1), 013-024.

https://doi.org/10.53346/wjast.2024.6.1.0038

56


https://doi.org/10.1177/1469540519899977
https://hj.diva-portal.org/smash/get/diva2:1903264/FULLTEXT01.pdf
https://hj.diva-portal.org/smash/get/diva2:1903264/FULLTEXT01.pdf
https://www.amsive.com/insights/strategy/top-4-brand-advertising-myths-debunked/
https://fastercapital.com/topics/understanding-the-impact-of-humor-on-social-media-engagement.html
https://fastercapital.com/topics/understanding-the-impact-of-humor-on-social-media-engagement.html

Kaur, B., & Singh, J. (2022). Significance of Brand Perception in Stimulating Consumer Engagement.
Advances in Marketing, Customer Relationship Management, and E-Services Book Series, 211—
219. https://doi.org/10.4018/978-1-6684-5897-6.ch017

Kraus, S., Durst, S., Ferreira, J. J., Veiga, P., Kailer, N., & Weinmann, A. (2022). Digital Transformation
in Business and Management research: an Overview of the Current Status Quo. International
Journal of Information Management, 63(4), 102466. Sciencedirect.
https://doi.org/10.1016/j.ijinfomgt.2021.102466

L, A. K., & Ganesh Babu M. (2024). Impact of Emotional Branding on Brand Trustworthiness with
mediating role of Brand Commitment. Journal of Business Management and Information
Systems, 11(2), 1-13. https://doi.org/10.48001/jbmis.1102001

Ladipo, P. (2025). Redirecting. Google.com. https://www.google.com/url?g=https://e-
journal.unair.ac.id/TIJAB/article/download/37447/23088/186819&sa=D&source=docs&ust=
1744137663172257&usg=A0vVaw29XQnaCdcaMrG-61A63yRc

Liang, L., Sazrinee Binti Zainal Abidin, Nazlina Binti Shaari, Mohd, & Jing, L. (2024). Logo Impact on
Consumer’s Perception, Attitude, Brand Image and Purchase Intention: A 5 Years Systematic
Review. International Journal of Academic Research in Business & Social Sciences, 14(3).
https://doi.org/10.6007/ijarbss/v14-i3/20084

Logan, K., Chu, S.-C., & Daugherty, T. (2015). Understanding consumer perception of advertising: A
theoretical framework of attitude and confidence. American Academy Of
https://www.academia.edu/3126852/Understanding_consumer_perception_of_advertising
_A theoretical_framework_of_attitude_and_confidence

Lundqvist, A, Liljander, V., Gummerus, J., & Van Riel, A. (2013). The Impact of Storytelling on the
Consumer Brand experience: the Case of a firm-originated Story. Journal of Brand

Management, 20(4), 283-297. https://doi.org/10.1057/bm.2012.15

57



Mandung, F. (2024). The Influence of Storytelling Techniques in Digital Marketing on Brand Loyalty: A
Consumer Psychology Perspective. Golden Ratio of Marketing and Applied Psychology of
Business, 5(1), 66—78. https://doi.org/10.52970/grmapb.v5i1.782

Mohd Rosli, Ghani, A., Yan, Y. P., Dayang Hasliza, & Muhammad Shahar Jusoh. (2020, January 1).
Effectiveness of E-Marketing Strategies on Consumers’ Purchase Intention.
https://doi.org/10.26666/rmp.ijur.2020.2.8

Moussa, S. (2015). | may be a twin but I'm one of a kind. Qualitative Market Research: An International
Journal, 18(1), 69-85. https://doi.org/10.1108/qmr-05-2013-0028

Pinto, P. A., & Paramita, E. L. (2021). Social media influencer and brand loyalty on generation Z: the
mediating effect of purchase intention. Diponegoro International Journal of Business, 4(2),
105-115.

R, C. K., Chandramohan, S., R, C. K., & Chandramohan, S. (2023). Brand building challenges for fast
moving consumer goods. World Journal of Advanced Research and Reviews, 19(3), 304-308.
https://doi.org/10.30574/wjarr.2023.19.3.1807

Rana, J., Gutierrez, P. L. L, & Oldroyd, J. (2021). Quantitative Methods. ResearchGate.
https://www.researchgate.net/publication/352356475_Quantitative_Methods

Rane, N., Achari, A., & Choudhary, S. P. (2023, May). Enhancing Customer Loyalty through Quality of
service: Effective Strategies to Improve Customer satisfaction, experience, relationship, and
Engagement. Researchgate.
https://www.researchgate.net/publication/370561455 Enhancing_customer_loyalty throu
gh_quality_of service Effective_strategies to_improve_customer_satisfaction_experience
relationship_and_engagement

Rusov, J. (2017). (PDF) Applying regression models to predict business results. ResearchGate.
https://www.researchgate.net/publication/313717518_Applying_regression_models_to_pr

edict_business_results

58



Sarstedt, M., & Mooi, E. (2014, March). Regression Analysis. ResearchGate.
https://www.researchgate.net/publication/300403700_Regression_Analysis

Sundar, A (2018). (PDF) Brand Touchpoints. ResearchGate.
https://www.researchgate.net/publication/323629167_Brand_Touchpoints

Tan, T. M. (2018, May 22). Humanizing brands: The investigation of brand favorability, brand betrayal,
temporal focus, and temporal distance. https://doi.org/10.13140/RG.2.2.21433.47200

Wibowo, S. E., Almasari Aksenta, Hartanto, S., & Politeknik Negeri Samarinda. (2024). The Strategic
Role Of Brand Storytelling In Enhancing Marketing Management And Brand Awareness On
Social Media Platforms-Sarwo Eddy Wibowo et.al The Strategic Role Of Brand Storytelling In
Enhancing Marketing Management And Brand Awareness On Social Media Platforms. Jurnal

Multidisiplin Sahombu, 4(2), 343-348. https://doi.org/10.58471/jms.v4i02

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4_suppll), 33—44.

https://doi.org/10.1177/002224299906345105

59


https://doi.org/10.58471/jms.v4i02
https://doi.org/10.1177/00222429990634s105

		2025-08-01T09:48:16+0700
	JAKARTA
	e-meterai_signatures
	[1IMZYKFU050HEJDT0000A9] Ref-267799329117938




