
65 
 

DAFTAR PUSTAKA 
 

Agus, B., & Pendahuluan, S. (2019). Pentad Analysis dalam Dramatisme Kenneth 

Burke. 

Ariffudin Islam, M. (2022). PERANCANGAN KONTEN MEDIA SOSIAL TIKTOK 

SEBAGAI MEDIA PROMOSI DEDADO BATIK DI SURABAYA. Jurnal 

Barik, 3(2), 112–124. https://ejournal.unesa.ac.id/index.php/JDKV/ 

Ayu Oktavianingrum. (2023). Strategi Branding Membangun Brand Identity Pada 

UMKM. Jurnal Pengabdian Kepada Masyarakat Nusantara (JPkMN), Vol. 4 No 

3. 

Bernajean Porter. (n.d.). ArtOfStorytelling. 

Dash, R., & Ghosh, R. (n.d.). Digital Media: Analysing the Role of Visual 

Communication on design characteristics in the contemporary era. In Library 

Progress International (Vol. 44, Issue 2s). www.bpasjournals.com 

Erawati, S. H., Amalia, N. S., Mauludin, H., & Liana, Y. (2023). PERAN BRAND 

IMAGE SEBAGAI MODERATOR CELEBRITY ENDORSER PADA 

KEPUTUSAN PEMBELIAN. Akuntansi Bisnis & Manajemen ( ABM ), 30(2). 

https://doi.org/10.35606/jabm.v30i2.1276 

Ghodeswar, B. M. (2008). Building brand identity in competitive markets: a 

conceptual model. Journal of Product & Brand Management, 17(1), 4–12. 

https://doi.org/10.1108/10610420810856468 

Halim, B. C., Dharmayanti, D., Si, M., Ritzky, D., & Brahmana, K. M. R. (2014). 

PENGARUH BRAND IDENTITY TERHADAP TIMBULNYA BRAND 

PREFERENCE DAN REPURCHASE INTENTION PADA MEREK TOYOTA. 

In Jurnal Manajemen Pemasaran Petra (Vol. 2, Issue 1). 

Herwanda, B. A., & Restu Ismoyo Aji. (2023). Membangun Identitas Brand Melalui 

Konsistensi Feeds Instagram @Bawapulang.Official. Journal of Creative Student 

Research, 1(6), 331–344. https://doi.org/10.55606/jcsrpolitama.v1i6.2958 

Hidayah, I. N., Rohmah, N. F., Saifuddin, M., Islam, U., Sunan, N., & Surabaya, A. 

(2021). EFFECTIVENESS OF DIGITAL PLATFORMS AS FOOD AND 



66 
 

BEVERAGE MARKETING MEDIA DURING THE COVID-19 PANDEMIC. 

Airlangga Journal of Innovation Management, 2(2). 

https://doi.org/10.20473/ajim.v%vi%i.30696 

Indah, A., Nisa, C., & Susanto, T. (2023). Dawatuna: Journal of Communication and 

Islamic Broadcasting Strategi Public Relations dalam Membangun Brand Image 

melalui Media Sosial pada Afsha Official. 

https://doi.org/10.47467/dawatuna.v3i4.5171 

Islam, U., Sunan, N., & Surabaya, A. (n.d.). KAJIAN LITERATUR PENERAPAN 

STRATEGI BRANDING BAGI KEMAJUAN UMKM DI ERA DIGITAL. 

Kapferer, J.-N. (2017). The New Strategic Brand Management. In Advances in Luxury 

Brand Management (pp. 25–41). Springer International Publishing. 

https://doi.org/10.1007/978-3-319-51127-6_2 

Krisnantha Swimbawa, M., & Lemy, D. M. (n.d.). Pengaruh Social Media Marketing 

terhadap Brand Awareness, Brand Image dan Brand Loyalty Pesona Indonesia. 

https://attractivejournal.com/index.php/bce//index 

Rizky Amartha, M., & Anwar, F. (2023). Strategi Kreatif Membuat Konten Media 

Sosial TikTok Yang Diminati Remaja. Jurnal Sosial Dan Humaniora, 1(2), 259–

270. 

Sayatman, & Mardiono, B. (2021). Pengembangan Konsep Brand Identity dan Visual 

System ITS yang Lebih Terintegrasi. IDEA Jurnal Desain. 

Winata, K. S. K., & Adiwaty, M. R. (2024). Kapferer’s Brand Identity Prism Analysis 

on Brand Stord to Increase Brand Awareness. East Asian Journal of 

Multidisciplinary Research, 3(7). https://doi.org/10.55927/eajmr.v3i7.10041 

Yuliana, L., Stikes, J. N., Sudirman, A., Tinggi, S., Ekonomi, I., Agung, S., & Rini, P. 

(2024). BRANDING STRATEGY DI ERA DIGITAL. 

https://www.researchgate.net/publication/379311944 

  

 
 


	DAFTAR PUSTAKA

