
 

97 

 

DAFTAR PUSTAKA 

Aaker, J., Fournier, S., & Brasel, S. A. (2004). When Good Brands Do Bad. 

Journal of Consumer Research, 31(1), 1–16. 

https://doi.org/10.1086/383419 

Brawijaya, K. S., & Ilham Naufal, M. (2025). Pemberdayaan Media Lokal 

Jawa Pos Radar Jombang Melalui Strategi Peningkatan Engagement dan 

Optimalisasi Iklan. In Diajukan 1 Februari (Vol. 1, Issue 1). 

https://potensiabdimas.upnjatim.ac.id/index.php/potensiabdimas 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer 

Engagement: Conceptual Domain, Fundamental Propositions, and 

Implications for Research. Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

Creswell, J. W. . (2013). Qualitative Inquiry and Research Design: Choosing 

Among Five Approaches. Sage Publications. 

Deni Asyari, M. A. (2021). Dari Teks Menuju Konteks: Transformasi Suara 

Muhammadiyah, Menuju Pusat Syiar & Bisnis Persyarikatan (1st ed.). 

Suara Muhammadiyah. 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer 

engagement in online brand communities: a social media perspective. 

Journal of Product & Brand Management, 24(1), 28–42. 

https://doi.org/10.1108/JPBM-06-2014-0635 

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship 

Theory in Consumer Research. Journal of Consumer Research, 24(4), 

343–373. https://doi.org/10.1086/209515 

Freeman, R. E. (2010). Strategic Management: A Stakeholder Approach. 

Cambridge University Press. https://doi.org/DOI: 

10.1017/CBO9781139192675 

Gigin W Utomo. (2022, May 31). Deni Asy’ari: Jurnalis yang Sukses 

Menakhodai Suara Muhammadiyah. Swa.Co.Id. 

https://swa.co.id/swa/trends/management/deni-asyari-jurnalis-yang-

sukses-menakhodai-suara-muhammadiyah%EF%BF%BC 

Gultom, D. A., & Arsyad, A. W. (2024). Strategi Pengelolaan Instagram Oleh 

Unit Humas Unmul Sebagai Media Komunikasi Untuk Mempertahankan 

Brand Relationship. EJournal  Ilmu Komunikasi, 2024(4), 311–323. 

https://ejournal.ilkom.fisip-unmul.ac.id/ 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014a). Consumer Brand 

Engagement in Social Media: Conceptualization, Scale Development and 



 

98 

 

Validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/J.INTMAR.2013.12.002 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014b). Consumer Brand 

Engagement in Social Media: Conceptualization, Scale Development and 

Validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/J.INTMAR.2013.12.002 

Lai, C., & Sophia, J. F. (2020). Organizations’ Dialogic Social Media Use and 

Stakeholder Engagement: Stakeholder Targeting and Message Framing. 

In International Journal of Communication (Vol. 14). http://ijoc.org. 

Lokananta, A. C. (2024). Proses Content Creator Radio dalam Membangun 

Brand Engagement. https://doi.org/10.37817/ikon.v29i1 

Muhammad Ridha Basri. (2025, August 1). Suara yang Tak Pernah Padam. 

Majalah Suara Muhammadiyah, 8–9. 

Mustamin, M., Mahdar, Abdul, & Menungsa, S. (2025). Transformasi Media 

Cetak Ke Media Digital (Studi Pada Harian Rakyat Sultra). In Jurnal 

Ilmiah Ilmu Sosial dan Pendidikan (Vol. 3, Issue 2). Hal. 

https://jurnal.unusultra.ac.id/index.php/jisdik 

Natalia, D., & Yoedtadi, M. G. (2020). Strategi Marketing Media Cetak di Era 

Digital (Studi pada Majalah Sindo Weekly). Prologia, 4(2), 411. 

https://doi.org/10.24912/pr.v4i2.6730 

Pham, M. T., & Avnet, T. (2009). Rethinking Regulatory Engagement Theory. 

Journal of Consumer Psychology, 19(2), 115–123. 

https://doi.org/10.1016/j.jcps.2009.02.003 

Rosyidah, H., Nadia, & Fauziah, K. (2023). Strategi Public Relations Majalah 

Suara Muhammadiyah dalam Mempertahankan Eksistensi Korporasi. Al-

Ittishol: Jurnal Komunikasi Dan Penyiaran Islam. 

https://doi.org/https://doi.org/10.51339/ittishol.v4i2 

Sevila, N., Ningsih, R. A., Alif, M., Huda, M., & Malik, A. (2025). Tren 

Konsumsi Digital Dikalangan Remaja. JIIC: Jurnal Intelek Insan 

Cendikia. https://jicnusantara.com/index.php/jiic 

Sugiyono, & Lestari, P. (2021). Metode Penelitian Komunikasi. Penerbit 

Alfabeta. 

Sukmono, F. G., & Junaedi, F. (2020). Manajemen Konten dan Adaptasi Suara 

Muhammadiyah di Era Digital. Jurnal Komunikasi Global, 9(2). 

https://doi.org/10.24815/jkg.v9i2.17845 



 

99 

 

Sulistyawan, E., Nur Fauziah, R., Anjali Mujianto, D. C., & Atho’ur Rohman, 

A. (2024). Upaya Meningkatkan Customer Engagement Melalui Media 

Sosial Instagram dengan Strategi Personal Branding. JAMANIS: Jurnal 

Manajemen Dan Bisnis. https://jurnal.unipasby.ac.id/jamanis 

Syahtiti, D., Amelia Yuniar, F., & Rizky Nurhaliza, P. (2024). Sosial Media 

Engagement Dan Hubungannya dengan Kinerja Customer Relationship 

Management. Jurnal Manajemen Dan Bisnis Ekonomi, 2(3), 371–378. 

https://doi.org/10.54066/jmbe-itb.v2i3.2182 

Veloutsou, C. (2007). Identifying the Dimensions of the Product-Brand and 

Consumer Relationship. Journal of Marketing Management, 23(1–2), 7–

26. https://doi.org/10.1362/026725707X177892 

Widagdhaprasana, M., Syahadin, A., & Dahana, B. (2024). Transformasi 

Model Bisnis Media Di Era Digital: Dari Konvergensi ke Digitalisasi. 

JIKA, 11(2), 57–66. https://doi.org/10.31294/jika 

  

  


