SOCIAL MEDIA CONTENT STRATEGY TO ACHIEVE THE GOALS OF GRADE PAPER PRODUCTS IN
KOTAKMEDIA INDONESIA
TIARA S, Wahyu Kartika Wienanda, S.Pd., M.Pd.

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

REFERENCES

UNIVERSITAS
GADJAH MADA

Aaker, D. A. (1991). Managing brand equity: capitalizing on the value of a brand name. Free
Press.

Ashley, C., & Tuten, T. (2014). Creative Strategies in Social Media Marketing: An Exploratory
Study of Branded Social Content and Consumer Engagement. Psychology & Marketing,
32(1), 15-27. https://doi.org/10.1002/mar.20761

Ateke, B. W., & Nwulu, C. S. (2017). The brand communication-brand awareness nexus.
Business Master, 5(1), 210-221.

De Veirman, M., Cauberghe, V., & Hudders, L. (2016). Marketing through Instagram
influencers: the impact of number of followers and product divergence on brand attitude.
International Journal of Advertising, 36(5), 1-13.
https://doi.org/10.1080/02650487.2017.1348035

DENECLL S. (2015). THE EFFECT OF CONSUMERS’ ATTITUDES TOWARDS LOGOS
OR EMBLEMS ON BRAND PREFERENCE. Oneri Dergisi, 11(44), 310.
https://doi.org/10.14783/0d.v11i44.5000080017

Farris, P. W., Bendle, N., Pfeifer, P. E., & Reibstein, D. (2010). Marketing Metrics: The
Definitive Guide to Measuring Marketing Performance. Pearson Education.

Holtman, M. (2019, September 19). Why engagement rates are important on social media. The
UK Domain. https://www.theukdomain.uk/why-engagement-rates-are-important-on-
social-media/.

Indonesia Survey Center. (2020). Laporan Survei Internet APJII 2019-2020 (Q2). Asosiasi
Penyelenggara Jasa Internet Indonesia.

Jin, S. V., Mugaddam, A., Ryu, E. (2019). Instafamous and social media influencer marketing.
Marketing Intelligence & Planning. https://doi.org/10.1108/MIP-09-2018-0375

Kahneman, D. (2012). The trap of thinking. Thinking fast and slow. Media Rodzina: Poznan.

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand
Equity. Journal of Marketing, 57(1), 1-22. https://doi.org/10.2307/1252054

Lavidge, R. J., & Steiner, G. A. (1961). A Model for Predictive Measurements of Advertising
Effectiveness. Journal of Marketing, 25(6), 59-62. https://doi.org/10.2307/1248516

Li, C., & Bernoff, J. (2011). Groundswell Expanded and Revised Edition Winning in a World
Transformed by Social Technologies. Harvard Business Review Press.

O’Guinn, T. C., Allen, C. T., & Semenik, R. J. (2009). Advertising and integrated brand
promotion (5th ed.). South-Western.

Okazaki, S., Mueller, B., & Taylor, C. R. (2010) Measuring Soft-Sell Versus Hard-Sell
Advertising Appeals, Journal of Advertising, 39:2, 5-20, DOI: 10.2753/JOA0091-
3367390201

Okazaki, S., Mueller, B., & Taylor, C. R. (2010). Measuring Soft-Sell Versus Hard-Sell
Advertising Appeals. Journal of Advertising, 18(2), 20-34.
https://doi.org/10.2753/j0a0091-3367390201

45


https://doi.org/10.1002/mar.20761
https://doi.org/10.1080/02650487.2017.1348035
https://doi.org/10.14783/od.v11i44.5000080017
https://www.theukdomain.uk/why-engagement-rates-are-important-on-social-media/
https://www.theukdomain.uk/why-engagement-rates-are-important-on-social-media/
https://doi.org/10.1108/MIP-09-2018-0375
https://doi.org/10.2307/1252054
https://doi.org/10.2307/1248516
https://doi.org/10.2753/joa0091-3367390201

SOCIAL MEDIA CONTENT STRATEGY TO ACHIEVE THE GOALS OF GRADE PAPER PRODUCTS IN
KOTAKMEDIA INDONESIA
TIARA S, Wahyu Kartika Wienanda, S.Pd., M.Pd.

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS

%%?WWPé\rres, I. M., & Z{higa, M. A. (2019). Social Media Communications and Marketing
Strategy: A Taxonomical Review of Potential Explanatory Approaches. Journal of
Internet Commerce. DOI: 10.1080/15332861.2019.1567187

Quesenberry, K. A. (2019). Social media strategy: marketing, advertising, and public relations
in the consumer revolution. Rowman & Littlefield Publishers.

Rose, K. (2017, October 3). 10 Tips for Increasing Your Social Media Engagement. Social
Media Week. https://socialmediaweek.org/blog/2017/10/10-tips-increasing-social-
media-engagement/.

Rossiter, J.R. & Percy, L. (1997). Advertising Communications & Promotion Management.
McGraw-Hill.

Ryan, D. (2014). Understanding digital marketing: marketing strategies for engaging the
digital generation. Kogan Page.

Schivinski, B., & Dabrowski, D. (2014). The effect of social media communication on
consumer perceptions of brands. Journal of Marketing Communications. DOI:
10.1080/13527266.2013.871323

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing activities on
brand equity and customer response in the airline industry. Journal of Air Transport
Management, 66, 36—41. https://doi.org/10.1016/j.jairtraman.2017.09.014

Seturi, M. (2017). Brand Awareness and Succes in The Market. Journal of Scientific and
Publication.11. 424-432. ISSN 1314-7242.

Simpson, J. (2019, February 11). Why Content Consistency Is Key to Your Marketing Strategy.
Forbes. https://www.forbes.com/sites/forbesagencycouncil/2019/02/11/why-content-
consistency-is-key-to-your-marketing-strateqy/?sh=3d67d6fe4ef5.

Smith, R. E., Chen, J., & Yang, X. (2008). The Impact of Advertising Creativity on the
Hierarchy of Effects. Journal of Advertising, 37(4), 47-62.
https://doi.org/10.2753/joa0091-3367370404

Stephen, A. T. (2016). The role of digital and social media marketing in consumer behavior.
Current Opinion in Psychology, 10, 17-21. https://doi.org/10.1016/j.copsyc.2015.10.016

Stephen, A. T., Sciandra, M., & Inman, J. (2015). Is it What You Say or How You Say it? How
Content Characteristics Affect Consumer Engagement with Brands on Facebook. SSRN
Electronic Journal, 1-58. https://doi.org/10.2139/ssrn.2683314

Switata, M., Gamrot, W., Reformat, B., & Bilinska-Reformat, K. (2018). The influence of
brand awareness and brand imageon brand equity —an empirical study of logisticsservice
providers.  Journal of Economics and Management, 33, 96-119.
https://doi.org/10.22367/jem.2018.33.06

Tiago, M. T., & Verissimo, J. M. (2014). Digital marketing and social media: Why bother?
Business Horizons, 57(6), 703—-708. https://doi.org/10.1016/j.bushor.2014.07.002

Torelli, C. J. (2013). Globalization, culture, and branding: How to leverage cultural equity for
building iconic brands in the era of globalization. Palgrave Macmillan.

Wijaya, B. S. (2011). New Model of Hierarchy of Effects in Advertising. International Seminar
on Scientific Issues and Trends (ISSIT), 5-15.

46


https://socialmediaweek.org/blog/2017/10/10-tips-increasing-social-media-engagement/
https://socialmediaweek.org/blog/2017/10/10-tips-increasing-social-media-engagement/
https://doi.org/10.1016/j.jairtraman.2017.09.014
https://www.forbes.com/sites/forbesagencycouncil/2019/02/11/why-content-consistency-is-key-to-your-marketing-strategy/?sh=3d67d6fe4ef5
https://www.forbes.com/sites/forbesagencycouncil/2019/02/11/why-content-consistency-is-key-to-your-marketing-strategy/?sh=3d67d6fe4ef5
https://doi.org/10.2753/joa0091-3367370404
https://doi.org/10.1016/j.copsyc.2015.10.016
https://doi.org/10.2139/ssrn.2683314
https://doi.org/10.22367/jem.2018.33.06
https://doi.org/10.1016/j.bushor.2014.07.002

SOCIAL MEDIA CONTENT STRATEGY TO ACHIEVE THE GOALS OF GRADE PAPER PRODUCTS IN
KOTAKMEDIA INDONESIA
TIARA S, Wahyu Kartika Wienanda, S.Pd., M.Pd.

UNIVERSITAS Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

%D%Aﬁ'e%[)&014, November 5). How to Engage Your New, Very Well-Informed Customer and
Keep Your Old Ones. Forbes. https://www.forbes.com/sites/sap/2014/11/05/how-to-
engage-your-new-very-well-informed-customer-and-keep-your-old-
ones/?sh=89955701b45b.

47


https://www.forbes.com/sites/sap/2014/11/05/how-to-engage-your-new-very-well-informed-customer-and-keep-your-old-ones/?sh=89955701b45b
https://www.forbes.com/sites/sap/2014/11/05/how-to-engage-your-new-very-well-informed-customer-and-keep-your-old-ones/?sh=89955701b45b
https://www.forbes.com/sites/sap/2014/11/05/how-to-engage-your-new-very-well-informed-customer-and-keep-your-old-ones/?sh=89955701b45b

