DAFTAR PUSTAKA

Aaker, D. A. (1996). Building Strong Brands. New York: Free Press.

Arie Bowo, F., & Marthalia, L. (2024). Meme Marketing: Generation Z Consumer
Behavior on Social Media. Jurnal Indonesia Sosial Sains, 5(2), 188.
http://jiss.publikasiindonesia.id/

Awaludin, M. L., Satya, S., & Wardhana, M. (2024). Pengaruh Elemen Visual pada

Konten Feeds Instagram @P3SMANDIRI dalam meningkatkan Brand awareness.
Jurnal Ilmu Komputer Dan Desain Komunikasi Visual, 9(2).

Bakhshi, S., Shamma, D. A., & Gilbert, E. (2014). Faces engage us: Photos with faces
attract more likes and comments on Instagram. Proceedings of the SIGCHI
Conference on Human Factors in Computing Systems, 965-974.

Barthes, R. (1964). Elements of Semiology. New York: Hill and Wang.
Baym, N. K. . (2013). Personal Connections in the Digital Age. Wiley.
Borzsei, L. K. (2013). Makes a Meme Instead A Concise History of Internet Memes.

Bury, B. (2023). Exploring the Humorous Dynamics of Brand Communication: A
Verbal -Visual Analysis of Memes in Facebook Marketing Strategies. Media i
Spoteczenstwo, 19(2), 111-124. https://doi.org/10.5604/01.3001.0054.1957

Cvijikj, I. P., & Michahelles, F. (2014). Online engagement factors on Facebook brand
pages. Social Network Analysis and Mining, 4(1), 1-15.

Deswita, S., & Rr. Dyah Astarini. (2024). PERAN ATTITUDE SEBAGAI
VARIABEL MEDIASI PENGARUH DIGITAL MARKETING TERHADAP
PURCHASE INTENTION. Jurnal FEkonomi Trisakti, 4(1), 941-952.
https://doi.org/10.25105/jet.v411.19523

Dutta, S., Kumar, P., R, A., & Masvood, Y. (2024). Meme Marketing: Leveraging
Internet Culture’s Influence for Digital Marketing towards customer retention.
European Economic Letters. https://doi.org/10.52783/eel.v14i11.1007

GWI. (2023). Gen Z's social media usage and purchasing decisions. Retrieved
from https://www.gwi.com/reports/gen-z-social-media

Halpern-Felsher, B., Liu, J., Mclaughlin, S., & Lazaro, A. (2020). What Does It Meme?
A Qualitative Analysis of Adolescents’ Perceptions of Tobacco and Marijuana
Messaging. In Public Health Reports (Vol. 135, Issue 5).

Hoffman, D. L., & Fodor, M. (2010). Can you measure the ROI of your social media
marketing? MIT Sloan Management Review, 52(1), 41-49.

Husaina, A., Haes, P. E., Pratiwi, N. 1., & Juwita, P. R. (2018). ANALISIS FILM
COCO DALAM TEORI SEMIOTIKA ROLAND BARTHES. Jurnal Ilmiah
Dinamika Sosial, 2(2).

131


https://doi.org/10.5604/01.3001.0054.1957
https://doi.org/10.52783/eel.v14i1.1007
https://www.gwi.com/reports/gen-z-social-media

Kapferer, J. N. (2008). The New Strategic Brand Management: Creating and
Sustaining Brand Equity Long Term (4th ed.). London: Kogan Page.

Kevinia, C., Putri syahara, P. sayahara, Aulia, S., & Astari, T. (2024). Analisis Teori
Semiotika Roland Barthes Dalam Film Miracle in Cell No.7 Versi Indonesia.
COMMUSTY Journal of Communication Studies and Society, 1(2), 38—43.
https://doi.org/10.38043/commusty.v1i2.4082

Kim, J., & Kim, M. (2024). Viral Dynamics on Social Media: Enhancing Brand
Engagement through Meme Marketing Strategies. Journal of Current Issues and
Research in Advertising. https://doi.org/10.1080/10641734.2024.2390850

Kotler, P., & Keller, K. L. (2009). Marketing Management (13th ed.). Upper Saddle
River, NJ: Pearson Prentice Hall.

Lee, Monle, Johnson, & Carla. (2005). Principles of Advertising A Global Perspective
Second Edition.

Lehmann, J., Gongalves, B., Ramasco, J. J., & Cattuto, C. (2012). Dynamical classes
of collective attention in Twitter. Proceedings of the 2lst international
conference on World Wide Web, 251-260.

Lohtia, R., Donthu, N., & Hershberger, E. K. (2003). The impact of content and design
elements on banner advertising click-through rates. Journal of Advertising
Research, 43(4), 410-418.

Mahadian, A. B., & Hashim, R. (2022). Political Internet Memes in Indonesia:
Insulting the President in the 2019 Presidential Election.

Malodia, S., Dhir, A., Bilgihan, A., Sinha, P., & Tikoo, T. (2022). Meme Marketing:
How can marketers drive better engagement using viral memes? Psychology and
Marketing, 39(9), 1775-1801. https://doi.org/10.1002/mar.21702

Minh Ngo, T. (2021). Meme Marketing: How viral marketing adapts to the internet
culture. https://scholarworks.uni.edu/hpt

Rathi, N., & Jain, P. (2024). Impact of Meme Marketing on consumer purchase
intention: Examining the mediating role of consumer engagement. Innovative
Marketing, 20(1). https://doi.org/10.21511/im.20(1).2024.01

Razzaq, A., Shao, W., & Quach, S. (2024a). Meme Marketing effectiveness: A
moderated-mediation model. Journal of Retailing and Consumer Services, 78.
https://doi.org/10.1016/j.jretconser.2023.103702

Razzaq, A., Shao, W., & Quach, S. (2024b). Meme Marketing effectiveness: A
moderated-mediation model. Journal of Retailing and Consumer Services, 78.
https://doi.org/10.1016/j.jretconser.2023.103702

Satria, *, Wiguna, V., Wiguna, S. V., Tinggi, S., Ekonomi, 1., Lusia, S. A., Alfin, S.,
Nurrahman, F., & Surakarta, 1. E. (2024). PENGARUH MEME MARKETING
UNTUK KONSUMEN GENERASI Z. 2(6), 840-851.
https://doi.org/10.61722/jiem.v216.1703

132


https://doi.org/10.1080/10641734.2024.2390850
https://doi.org/10.61722/jiem.v2i6.1703

Sebate, J. L., Manchoén, N. C., & Obradors, M. F. (2014). The keys to Facebook
success: A feature analysis of Spanish museums’ Facebook pages. Museum
Management and Curatorship, 29(3), 269-287.

Seiffert-Brockmann, J., Diehl, T., & Dobusch, L. (2018). Memes as games, memes as
genres: Structuring the meme universe. New Media & Society, 20(8), 2866—2882.

Shams, R. (2024). Developing brand identity and sales strategy in the digital
era. Journal of Brand Strategy, 13(1), 72-85.

Sharma, H. (2018). Memes in digital culture and their role in marketing and
communication: A study in India. Interactions: Studies in Communication &
Culture, 9(3), 303-318. https://doi.org/10.1386/iscc.9.3.303 1

Shifman, L. (2014). Memes in digital culture. Cambridge, MA: The MIT Press

Taecharungroj, V., & Nueangjamnong, P. (2015). Humour 101: How to make brands
funny in social media? Journal of Creative Communications, 10(3), 282-298.

Trefzeger, T., Baccarella, C. V., & Kilian, T. (2016). Antecedents of brand
engagement on Facebook: The impact of media richness, interactivity, and social
media context. International Journal of Advertising, 35(6), 913-928.

Vasile, S., Mototo, L., & Chuchu, T. (2021). USING “MEMES” AS A MARKETING
COMMUNICATION TOOL IN CONNECTING WITH CONSUMERS
WITHIN THE AGE OF DIGITAL CONNECTIVITY. International Review of
Management and Marketing, 11(3), 30-35. https://doi.org/10.32479/irmm.11313

Vera, R. (2014). Barthes dan semiotika: Teori tanda dan mitos. Jurnal Ilmu
Komunikasi, 12(1), 55-67.

Victor, D. (2021). Meme marketing and brand perception: A double-edged
sword. Journal of Marketing Communications, 27(2), 215-230.

Vries, L. de, Gensler, S., & Leeflang, P. S. H. (2012). Popularity of brand posts on
brand fan pages: An investigation of the effects of social media marketing.
Journal of Interactive Marketing, 26(2), 83-91.

Wheeler, A. (2006). Designing Brand ldentity: A Complete Guide to Creating,
Building, and Maintaining Strong Brands (2nd ed.). Hoboken, NJ: John Wiley &
Sons.

Wiggins, B. E., & Bowers, G. B. (2015). Memes as genre: A structurational analysis
of the memescape. New Media and Society, 17(11), 1886—1906.
https://doi.org/10.1177/1461444814535194

Williams, S. T. (2017). Referencing: A guide to citation rules (3rd ed.). New York,
NY: My Publisher.

Yunita, G. (2022). Peran desain komunikasi visual dalam pemasaran digital. Jurnal
Desain Grafis, 11(1), 23-31.

133


https://doi.org/10.32479/irmm.11313
https://doi.org/10.1177/1461444814535194

Zanette, M., Cattani, G., & Ferriani, S. (2019). Meme-jacking: How brands ride viral
content for marketing success. Business Horizons, 62(6), 723—732.

134



