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Abstract. This paper aims to examine the extent to which brand experience and personality in-
fluence engagement in local cosmetics in the Indonesian context. It further explores the role of
the brand experience and brand personality as a dependent variable amidst the relationship of
engagement of local cosmetics in Indonesia. This study has used 350 responses collected through
an online survey conducted among consumers of local cosmetics in Indonesia. The responses
were analyzed using confirmatory analysis and structural equation modeling. The results of the
online survey show that brand experience and brand personality positively influence the engage-
ment of local cosmetics in Indonesia. The effects of engagement in local cosmetics in Indonesia
are partially affected compared to those directly from the brand experience and personality. This
study suggests that the owner of a local cosmetics brand should develop strategies that could
increase the levels of brand experience and brand personality because of its effects on engage-
ment outcomes. This research is the first of its kind to examine the effect of brand experience
and brand personality on the engagement of local cosmetics in the Indonesian context.
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1. Introduction

In the era of globalization and rapid information technology advancements, businesses
worldwide fiercely compete to maintain their industry standing [1]. Brand engagement
is crucial to business success [2]. Engaged consumers are more likely to provide posi-
tive feedback and even become loyal advocates for the products or services they con-
sume [3]. Brand engagement is not merely about purchasing and using products; it en-
compasses how consumers interact, participate, and contribute to the business ecosys-
tem [4]. Recent issues related to brand engagement have gained increased attention due
to shifts in consumer behavior, the evolving role of social media, and changing business
trends [5].

Several factors influence brand engagement, including brand personality, brand ex-
perience, and brand affect [6] [7] [8]. Additionally, environmental awareness, business
ethics, and social responsibility increasingly impact brand engagement [9]. Consumer
interaction patterns can also indicate the likelihood of continued product/service pur-
chases [10].
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Positive consumer attitudes can enhance interaction and brand engagement as con-
sumers feel attracted and emotionally involved, leading them to revisit a brand's social
media and recommend it to others [6]. A company's sustainability hinges on brand en-
gagement built through consumer trust, fostering brand loyalty [3]. Brand engagement
is also crucial in determining a company's competitive success in the market [11]. Brand
engagement is a valuable company asset, necessitating efforts to enhance it for long-
term positioning [12].

Previous research suggests poor brand-customer engagement can lead to missed in-
teraction opportunities and hinder market competitiveness [13]. One strategy to en-
hance brand engagement is conveying brand personality, fostering stronger emotional
connections, and boosting brand engagement [14]. This can be achieved by implement-
ing brand personality strategies on social media, capitalizing on consumers' tendency
to attribute human personality traits to brands. Brand personality encompasses the hu-
man characteristics associated with a brand [15]. The brand engagement has become a
critical focus for brands, as low brand personality awareness translates to low brand
engagement [14]. Aligned with this, researchers emphasize the need to examine the
drivers of brand personality on social media, as it plays a pivotal role in transmitting
human traits to brands [16].

Previous research has not directly linked the constructs of brand experience, brand

personality, and brand engagement using the most commonly used conceptualizations
and scales in brand experience literature: sensory, cognitive, and behavioral [17]. Sim-
ilarly, brand personality studies have primarily focused on Aaker's brand personality
scale (1997), while brand engagement research has emphasized the cognitive, emo-
tional, and behavioral dimensions [11] Consequently, a gap exists in understanding how
brand experience and personality influence brand engagement.
By exploring the influence of brand experience and brand personality on brand engage-
ment, this study aims to provide valuable insights for academic research and industry
practice. The findings will contribute to a deeper understanding of consumer behavior
in the digital age and offer practical guidance for brands to cultivate stronger customer
relationships through effective engagement strategies.

Theoretical Background

Brand experience

The concept of brand experience was first introduced by J.J. Brakus, J. Zarantonello,
and B.H. Schmitt, in their seminal paper titled "The Development of the Brand Experi-
ence." The authors elaborated on this concept in their highly cited article "Brand Expe-
rience: What Is It? How Is It Measured? Does It Affect Loyalty?" These works define
brand experience as the sensations, feelings, thoughts, and behavioral responses elicited
by brand-related stimuli, which are inherent to the brand's design and identity, packag-
ing, communication, and environment. [14] distinguish between various experience di-
mensions and construct a brand experience scale encompassing four key dimensions:
sensory, affective, intellectual, and behavioral. Drawing upon expert insights and the
findings of various research studies on brand engagement, the researchers concur that
brand experience represents an emotional connection between a brand and its custom-
ers. This connection must be consistently nurtured to deliver unforgettable experiences
that encompass sensorial, emotional, intellectual, and behavioral dimensions.
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This study will employ a multi-dimensional approach to measure brand experience,
encompassing four key dimensions: Sensory, Affective, Behavioral, and Intellectual.
The selection of these dimensions is based on their alignment with relevant variables
in previous research, as evidenced by studies conducted by [10] [18] [19] [20].

Brand personality

In today's marketplace's competitive landscape, brand personality is a crucial tool for
differentiating brands from their rivals and fostering stronger connections with custom-
ers [21]. Aaker J. first introduced the concept of brand personality in his seminal paper
"Dimensions of Brand Personality," published in the Journal of Marketing Research.
Aaker posited that brand personality arises from consumers' tendency to attribute hu-
man personality traits to brands [2]. Recognizing the growing influence of social media,
researchers have emphasized the importance of examining brand personality in this
digital realm, as it plays a pivotal role in conveying human-like characteristics to brands
[22].

Research indicates that brand personality is beneficial to companies and consumers.
Specifically, firms that develop a personality for their brands evoke emotions in con-
sumers and increase the level of engagement of the brands. Brand personality finds that
“such connections play an important role in creating brand equity and maintaining long-
term consumer brand relationship” [23] In fact, from the customer's point of view,
brand personality can help them create and communicate their actual or idea personalty
to others in various social contexts.

Brand personality is a key factor influencing these relationships, which emerges
from consumers' tendency to attribute human characteristics to brands [2]. Understand-
ing the dimensions of brand personality is crucial for brands to effectively communicate
their essence and build connections with consumers on social media. Several research-
ers have identified core brand personality dimensions, such as sincerity, excitement,
competence, sophistication, and ruggedness [2]. By strategically portraying these di-
mensions on social media platforms, brands can foster positive brand perceptions and
enhance customer engagement (Ghorbani et al., 2022). This research explores the in-
fluence of brand personality dimensions on brand engagement within social media.

Brand engagement

The most widely cited literature on brand engagement stems from the Journal of Inter-
active Marketing article "Brand Engagement in Social Media: Conceptualization, Scale
Development, and Validation" [24]. The authors posit that fostering high levels of
brand engagement can lead to superior organizational performance outcomes, including
increased sales growth, brand referrals, enhanced consumer contributions to collabora-
tive product development, improved co-creative experiences, and superior profitability
[24].

Consumer-brand relationships have evolved in the digital era, fostering a space
where consumers can actively communicate, share, and exchange information, ideas,
and opinions regarding products or services. This shift necessitates the implementation
of traditional marketing concepts in the digital realm, particularly brand engagement
on social media platforms [25] [26] [27]. The brand engagement has emerged as a cru-
cial instrument for businesses to thrive and compete in the dynamic marketplace [28].
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This is attributed to the positive impact of strong brand-consumer relationships on cus-
tomer loyalty [4]

Brand engagement extends beyond mere interactions; it fosters a multi-dimensional
experience that shapes consumer behavior [24]. This research investigates the impact
of brand engagement dimensions, namely cognitive, emotional, and behavioral, on con-
sumer decision-making within social media. By examining the interplay between these
dimensions [29], this study aims to equip brands with valuable insights for crafting
effective social media strategies. Such strategies can cultivate deeper brand connec-
tions, foster positive brand perceptions [30].

Hypotheses and conceptual framework

Marketing is a grand theory encompassing the concepts of brand experience, personal-
ity, and engagement. It is the process companies undertake to build and create value,
fostering strong customer relationships [31]. Strategic brand management, a middle
theory, analyzes brand engagement. This concept refers to the added value a brand de-
rives from the thoughts and feelings it evokes in consumers. It has evolved from prod-
uct- and market-based approaches to a consumer-centric one [32]. Brand engagement
is measured through three dimensions: cognitive, emotional, and behavioral [33] [34]
[35].

A multitude of influencing factors drives the realm of brand engagement research.
Several studies have established a compelling link between brand experience and brand
engagement, as evidenced by the works of [6] [17] [36] [19] [37] [38]. Brand engage-
ment is further augmented by brand personality, as explored in prior research by [23]
[17] [7] Notably, [17] shed light on the synergistic relationship between brand experi-
ence and brand personality in shaping brand engagement.

Hypotheses are statements that posit relationships between variables and must be
empirically tested. The hypotheses examining the influence of brand experience and
brand personality on brand engagement are supported by the following premises:

1. Brand experience has a significant influence on brand engagement.

2. Brand personality has a significant influence on brand engagement.

3. Brand experience and brand personality have a combined influence on brand en-
gagement.

Based on the research problem, the conceptual framework, and the premises from
previous studies, the hypotheses formulated in this research are:

H1: Brand experience has a significant influence on brand engagement.

H2: Brand personality has a significant influence on brand engagement.

H3: There is a combined influence of brand experience and brand personality on brand
engagement.

2. Methods

Sample and data collection

In this study, examining the entire population is not feasible due to cost, manpower,
and time limitations. Researchers are permitted to select a subset of the population,
provided that this subset accurately represents the remaining unexamined population.
To facilitate the research process, a research sample is essential when dealing with large
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populations, such as the population of Instagram followers in Indonesia. The sample
must effectively represent the characteristics of the broader population. Based on the
aforementioned definition of a sample, the sample employed in this research comprises
customers who follow the official Instagram account of MS Glow.

Determining the sample size for SEM analysis requires a minimum sample size of
five times the number of indicator variables used [26]. In this study, 27 indicators are
utilized, resulting in a minimum sample size of 170. The study focuses on customers
who follow the official MS Glow Instagram account, totaling 1,800,000 accounts.
Based on the preceding discussion, the sample size for this study is determined to be
350 respondents. Consequently, a proportional allocation of the sample size is required.
This research uses a comprehensive literature review and a quantitative survey to in-
vestigate the influence of brand experience and brand personality on brand engagement.

(Baek et al., 2020; Coelho et al., 2020; Li, 2018;
Prentice et al., 2019; Safeer et al., 2021).

Behavioral

Intellectual

Brand
Experience

(Helme-Guizon & Magnoni, 2019b; Pandit,
2017b; Samala & Katkam, 2020c).
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Competence

Sophistication

Rudgness.
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Attor et al., 2022; Farhat et al., 2021; Mora Cortez
& Ghosh Dastidar, 2022; Peco-Torres et al., 2021b)

Fig.1 Source: Author’s Work, 2024

Measures

This study measured the relationship between brand experience and brand personal-
ity on brand engagement. The brand engagement was measured in this research, which
investigates the impact of brand engagement dimensions, namely cognitive, emotional,
and behavioral, on consumer decision-making. The brand experience was measured
using a sensory, affective, behavioral, and intellectual scale. The selection of these di-
mensions is based on their alignment with relevant variables in previous research, as
evidenced by studies conducted by [10] [22] [19] [20]. Brand personality was measured
using a scale of five items: sincerity, excitement, competence, sophistication, and rug-
gedness. All of the measurement items were rated employing a seven-point Likert scale
(1="strongly disagree” to 7= “strongly agree”

3. Results and Discussion

The majority of the respondents were female (68,32 percent), had a Bachelor’s Degree
(18,32 percent), and were between 22-25 years of age (33,21 percent). Regarding
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household income, 35 percent of respondents fell below the Rp 5.000.000 income
group.

Data Analysis

To examine the proposed relationships, this study analyzed the data employing a two-
step approach suggested by Anderson and Gerbing (1988); the first is confirmatory
factor analysis (CFA), and the second is structural equation modeling (SEM). The
AMOS 25.0 software package was used to analyze the proposed relationships' struc-
tural equation. First, the measurement model was tested employing CFA [44]. Based
on CFA results, this study investigated the convergent and discriminant validity of the
measures [44]. Second, we analyzed the hypothesized relationships through the means
of the SEM.

Validity and reliability tests

Composite reliability, inter-item reliability, and convergent validity were examined to
test the constructs' validity and reliability. Composite reliabilities of all four constructs
ranged between 0.69 and 0.92, exceeding the suggested value of 0.6. To test the inter-
item reliability, Cronbach alpha values were viewed, which exceeded Nunnally’s
(1978) suggested criteria of 0.70 (ranges between 0.77 and 0.93). To test the construct
validity, the convergent and discriminant validity were examined. The average variance
extracted (AVE) was employed to investigate the convergent validity. The AVE values
were found above 0.5, which supported the constructs' convergent validity.

(Fornell and Larcker, 1981). Next, to examine discriminant validity, which is re-
garded as the “extent to which a construct is truly distinct from other constructs” [44],
the discriminant validity can be examined by comparing the AVE values of the con-
structs with the squared inter-construct correlation estimates. The AVE values of all of
the constructs were greater than the square of the correlation estimates (ranges between
0.000 and 0.383), which supports the discriminant validity of the constructs.

The validity assessment of the brand experience measurement instrument employed
in this study involved examining the individual validity of each statement. The state-
ments were deemed valid if the significance value (Sig.) was less than 0.05, indicating
that the statements could be utilized as measuring tools. Based on the assessment re-
sults, the highest value was observed for "I comment on MS Glow's social media posts,"
with a calculated r value of 0.833. Conversely, the lowest value was recorded for "The
design of MS Glow's product packaging facilitates product usage," with a calculated r
value 0of 0.242. The validity assessment of the brand personality measurement instru-
ment employed in this study involved examining the individual validity of each state-
ment. The statements were deemed valid if the significance value (Sig.) was less than
0.05, indicating that the statements could be utilized as measuring tools. Based on the
assessment results, the highest value was observed for "The appearance of MS Glow
product designs," with a calculated r value of 0.602.

The validity assessment of the brand engagement measurement instrument em-
ployed in this study involved examining the individual validity of each statement. The
statements were deemed valid if the significance value (Sig.) was less than 0.05, indi-
cating that the statements could be utilized as measuring tools. Based on the assessment
results, the highest value was observed for "The intensity of recommending MS Glow
to relatives and friends," with a calculated r value of 0.448. Conversely, the lowest
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value was recorded for "My understanding of cosmetics and beauty is provided by MS
Glow," with a calculated r value of 0.217.

CFA

To evaluate the overall model fit, this study looked for y2/df, CFI, IFI, NFI, GFI, and
the RMSEA values to determine the model fit. The CFA of the measurement model of
independent, mediating, and dependent variables showed a reasonably good fit (2 /df
Y4 4.13, CFI % 0.93, NFI Y4 0.96, IF1 ¥4 0.95, GFI % 0.94, RMSEA Y 0.074).

SEM

The SEM was utilized to investigate the path relationship in the structural model. The
structural model specified brand engagement as the exogenous construct. The relation-
ships among brand engagement, brand experience, and brand personality were esti-
mated. The overall structural model shows a good fit (y2 /df ¥4 5.95; CFI 4 0.94, NFI
¥4 0.95, IFI ¥4 0.96, GFI % 0.96, RMSEA %, 0.063).

Hypotheses testing

Hypotheses were tested with SEM using AMOS 25. We estimated a structural model
investigating the relationship between customer-brand engagement and online brand
experience (H1) and the relationship between brand personality and brand engagement
(H2 and H3); results of both the direct and indirect effects have been showcased in
Figure 2.

Goodness of Fit
Chi-Square=228.255
Probability=.000
GFI=.882
AGFI=.823
RMSEA=.114
TLI=715

NFI=.732

PCFI=.611

e

Fig.2 Source: Author’s Work, 2024.

The hypothesis testing for this study will employ partial tests or t-tests on each coeffi-
cient of the tested variables. These tests are conducted to conclude the influence of BE
and BP on BEN. The assumptions used are a statistical significance level 0.05 and de-
grees of freedom corresponding to the research sample size of 262. Thus, the t-statistic
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used as the basis for testing is 1.967. The criteria for evaluating hypothesis testing are
as follows:

e IfC.R,<1.96 or P-Value > 0.05, then the null hypothesis (HO) is not rejected.
This means that the coefficient value is not different from zero or, in other
words, the related variable does not have a significant effect.

e If C.R, > 196 or P-Value < 0.05, then the null hypothesis (HO) is rejected.
This means that the coefficient value is different from zero or, in other words,
the related variable has a significant effect.

The hypothesis of BE on BEN

The coefficient of the BE variable has a CR of 2.488, where CR > 1.96. The P-value of
the BE variable also shows a P-value of 0.013 < 0.05. Therefore, it can be concluded
that the null hypothesis is rejected. This means that the BE variable has a significant
effect on BEN. Thus, the research hypothesis is accepted.

The hypothesis of BP on BEN

The results of the hypothesis test for the influence of BP on BEN is obtained that the
CR value for the BP coefficient is 8.015, or it is obtained that CR > 1.96. On the other
hand, the P-value shows a figure of 0.000 or less than the significance level of 0.05.
Thus, the null hypothesis is rejected so that the research hypothesis can be accepted.
This means that the BP variable significantly affects the BEN variable

4. Conclusions

The central idea of this research was to examine the relationship between brand ex-
perience and brand personality toward brand engagement of local cosmetics in the In-
donesian context. Results of the study indicate that the brand experience and brand
personality have a positive influence on brand engagement outcomes. In addition, this
study has found that the effects of engagement with local cosmetics in Indonesia were
partially affected compared to those directly affected by the brand experience and brand
personality. The results of this study would contribute to the existing body of literature
by providing a clear understanding of brand experience and brand engagement and its
influence on brand engagement.

Limitations and future research

Like any other study, this research has some limitations, which, on the other hand,
represent opportunities for future research. First, to make the results of this study more
generalizable, we suggest that further investigation should incorporate a large number
of cosmetics brands. Thus, we invite future researchers to examine the influence of each
brand engagement dimension (cognitive processing, affection, and activation) on the
aspect of the online brand experience and brand personality to point out the dimension
with the most decisive influence on online brand engagement. Finally, it is intended to
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be narrated that individuals usually tend . to remember positive experiences more easily
than negative ones However, this study has not tested this aspect thoroughly. Thus, it
would be prevalent to include the negative experiences in the proposed relationships
and further attempt to identify their influences on the consumer behavioral outcomes.

References

10.

11.

12.

13.

Aaker, J. L. (1997a). Dimensions Of Brand Personality. Journal Of Marketing Research,
34(3), 347-356. Https://Do0i.Org/10.1177/002224379703400304

Aaker, J. L. (1997b). Dimensions Of Brand Personality. Journal Of Marketing Research,
34(3), 347-356. Https://Doi.Org/10.1177/002224379703400304

Abraham, M., & Joseph, A. (2020). Rapport On Brand Experience Dynamics And Brand
Resonance. SSRN Electronic Journal. Https://Doi.0Org/10.2139/Ssrn.3862339

Adhikari, K., & Panda, R. K. (2019). The Role Of Consumer-Brand Engagement To-
wards Driving Brand Loyalty. Journal Of Modelling In Management, 14(4), 987-1005.
Hittps://Doi.Org/10.1108/IM2-03-2019-0067

Al-Dmour, R., Alshaar, F., Al-Dmour, H., Masa’deh, R., & Alshurideh, M. T. (2021). The
Effect Of Service Recovery Justices Strategies On Online Customer Engagement Via The
Role Of “Customer Satisfaction” During The Covid-19 Pandemic: An Empirical Study.
In M. T. Alshurideh, A. E. Hassanien, & R. Masa’deh (Eds.), The Effect Of Coronavirus
Disease (COVID-19) On Business Intelligence (Pp. 325-346). Springer International
Publishing. Https://Doi.Org/10.1007/978-3-030-67151-8 19

Andreini, D., Pedeliento, G., Zarantonello, L., & Solerio, C. (2018). A Renaissance Of
Brand Experience: Advancing The Concept Through A Multi-Perspective Analysis. Jour-
nal Of Business Research, 91, 123—133. Https://Doi.Org/10.1016/J.Jbusres.2018.05.046
Attor, C., Bashiru Jibril, A., & Chovancova, M. (2022). Does Brand Personality Mediate
The Link Between Social Media Usage And Customer Buying Decisions On Telecom-
munication Products And Services? Evidence From Ghana. Innovative Marketing, 18(3),
84-98. Https://Doi.Org/10.21511/Im.18(3).2022.08

Azira Binti Mat Sharif, E., & Haziq Bin Ahmad Zahar, M. (2021). Consumer Brand En-
gagement On USIM Student’s Organizations Instagram. Islam. Comm. & Media |, 1(1),
57-70. Https://Doi.Org/10.33102/Jcico

Azizah Chairunnisa, & Endang Ruswanti. (2023). The Impact Of Customer Engagement
On Brand Loyalty: The Mediation Roles Of Brand Attachment And Customer Trust.
Jurnal — Multidisiplin -~ Madani, 3(4), 789-801. Hittps://Doi.Org/10.55927/Mu-
dima.V3i4.2603

Baek, E., Choo, H. J., Wei, X., & Yoon, S.-Y. (2020). Understanding The Virtual Tours
Of Retail Stores: How Can Store Brand Experience Promote Visit Intentions? Interna-
tional Journal Of Retail & Distribution Management, 48(7), 649—666.
Hittps://Doi.Org/10.1108/1IJRDM-09-2019-0294

Banahene, S. (2017). The Impact Of Brand Personality And Students’ Self-Concept On
Brand Engagement. International Journal Of Business And Social Research, 7(8), 12.
Https://Doi.0rg/10.18533/1jbsr.V7i8.1055

Barari, M., Ross, M., Thaichon, S., & Surachartkumtonkun, J. (2021). A Meta-Analysis
Of Customer Engagement Behavior. International Journal Of Consumer Studies, 45(4),
457-477. Https://Doi.Org/Https://Doi.Org/10.1111/Ijcs. 12609

Bilal, M., Jianqu, Z., & Ming, J. (2021). How Consumer Brand Engagement Effect On
Purchase Intention? The Role Of Social Media Elements. Journal Of Business Strategy
Finance And Management, 2(1), 44-55. Https://Doi.Org/10.12944/Jbsfm.02.01.06



596

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

L. Lisnawati et al.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It?
How Is It Measured? Does It Affect Loyalty? Journal Of Marketing, 73(3), 52—-68.
Https://Doi.Org/10.1509/Jmkg.73.3.052

Bun, S., & Alversia, Y. (2020). Incentives And Food Blogger Influence On Customer En-
gagement Through Instagram.

Burak Tunca. (2019). Consumer Brand Engagement In Social Media A Pre-Registered
Replication. Journal Of Empirical Generalisations In Marketing Science, 19(1).

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An Experimental Study Of The
Relationship Between Online Engagement And Advertising Effectiveness. Journal Of
Interactive Marketing, 23(4), 321-331. Https://D0i.Org/10.1016/J.Intmar.2009.07.002
Cao, J. T., Foster, J.;, & Yaoyuneyong, G. (2019). The Role Of Brand Personality In
Setting Expectations For Engagement On Social Media. Https://Digitalcommons.Geor-
giasouthern.Edu/Amtp-Proceedings 2019/43

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The Influence Of Perceived Social
Media Marketing Elements On Consumer—Brand Engagement And Brand Knowledge.
Asia  Pacific  Journal Of Marketing And  Logistics, 32(3), 695-720.
Https://Doi.Org/10.1108/APJML-04-2019-0262

Cheung, M. L., Pires, G., Rosenberger, P. J., & De Oliveira, M. J. (2020). Driving Con-
sumer—Brand Engagement And Co-Creation By Brand Interactivity. Marketing Intelli-
gence And Planning, 38(4), 523-541. Https://Doi.Org/10.1108/MIP-12-2018-0587
Cleff, T., Lin, L. C., & Walter, N. (2014). Can You Feel It?-The Effect Of Brand Experi-
ence On Strategic Brand Management. IUP Journal Of Brand Management, 11(2), 7.
Coclho, F. J. F., Bairrada, C. M., & De Matos Coeclho, A. F. (2020). Functional Brand
Qualities And Perceived Value: The Mediating Role Of Brand Experience And Brand
Personality. Psychology & Marketing, 37(1), 41-55. Https://D0i.Org/10.1002/Mar.21279
Cruz, R. A. B, & Lee, H. J. (2014). The Brand Personality Effect: Communicating Brand
Personality On Twitter And Its Influence On Online Community Engagement. Journal
of Intelligence And Information Systems, 20(1), 67-101.
Https://Doi.Org/10.13088/Jiis.2014.20.1.067

Dwivedi, A., Wilkie, D., Johnson, L., & Weerawardena, J. (2016). Establishing Measures
And Drivers Of Consumer Brand Engagement Behaviours. In Journal Of Brand Man-
agement (Vol. 23, Issue 5, Pp. 41-69). Palgrave Macmillan Ltd.
Hittps://Doi.Org/10.1057/S41262-016-0001-9

Erwin, Subagja, A., Masliardi, A., Hansopaheluwakan, S., Kurniawan, S., Darmoto, E.,
& Muksin, N. (2023). Bisnis Digital (Strategi Dan Teknik Pemasaran Terkini) (Sepriano
& Y. Agusdi, Eds.). PT. Sonpedia Publishing Indonesia.

Farhat, K., Aslam, W., & Mokhtar, S. S. M. (2021). Beyond Social Media Engagement:
Holistic Digital Engagement And A Social Identity Perspective. Journal Of Internet Com-
merce, 20(3), 319-354. Https://D0i.Org/10.1080/15332861.2021.1905474

Farhat, K., Mokhtar, S. S. M., & Salleh, S. B. Md. (2020). Linking Brand Engagement
To Customer-Based Strategic Brand Management And Role Of Brand Experience, Brand
Personality, And Brand Affect: A Case Of Automobile Market Of Pakistan. Management
Science Letters, 2237-2248. Https://Doi.Org/10.5267/J.Ms1.2020.3.012

Febilincia, S. D., & Nasution, R. A. (2020). The Effect Of Customer Experience Towards
Engagement In Soco By Sociolla. Jurnal Manajemen Teknologi, 19(3), 249-265.
Https://D0i.Org/10.12695/Jmt.2020.19.3.3

Feng, W., Wu, D. D., & Yi, L. (2021). Transcultural Brand Communication: Disneyland’s
Social Media Posts From USA To Hong Kong And Shanghai. Discourse & Communica-
tion, 15(6), 690-706. Https://Doi.Org/10.1177/17504813211026508

Fernandes, T., & Moreira, M. (2019). Consumer Brand Engagement, Satisfaction And
Brand Loyalty: A Comparative Study Between Functional And Emotional Brand



31.

32.

33.

34.

35.

36.

37

38.

39.

40.

41.

42.

43.

44,

45.

Examining the Role of Personality and Brand Experience in ... 597

Relationships. Journal Of Product And Brand Management, 28(2), 274-286.
Https://Doi.Org/10.1108/JPBM-08-2017-1545

Gambetti, R. C., Graffigna, G., & Biraghi, S. (2012a). The Grounded Theory Approach
To Consumer-Brand Engagement: The Practitioner’s Standpoint. International Journal
Of Market Research, 54(5), 659—687. Https://Doi.Org/10.2501/ITMR-54-5-659-687
Gambetti, R. C., Graffigna, G., & Biraghi, S. (2012b). The Grounded Theory Approach
To Consumer-Brand Engagement: The Practitioner’s Standpoint. International Journal
Of Market Research, 54(5), 659—687. Https://D0i.Org/10.2501/IJMR-54-5-659-687
Garanti, Z., & Kissi, P. S. (2019). The Effects Of Social Media Brand Personality On
Brand Loyalty In The Latvian Banking Industry: The Mediating Role Of Strategic Brand
Management. International Journal Of Bank Marketing, 37(6), 1480-1503.
Hittps://Doi.Org/10.1108/1JBM-09-2018-0257

Garzaro, D. M., Varotto, L. F., & Pedro, S. De C. (2021). Internet And Mobile Banking:
The Role Of Engagement And Experience On Satisfaction And Loyalty. International
Journal Of Bank Marketing, 39(1), 1-23. Https://D0i.Org/10.1108/1JBM-08-2020-0457
Ghorbani, M., Karampela, M., & Tonner, A. (2022). Consumers’ Brand Personality Per-
ceptions In A Digital World: A Systematic Literature Review And Research Agenda. In-
ternational Journal of Consumer Studies, 46(5), 1960-1991.
Https://Doi.Org/Https://Doi.Org/10.1111/1jcs. 12791

Goldsmith, R. E., & Goldsmith, E. B. (2012). Brand Personality And Brand Engagement.

. Helme-Guizon, A., & Magnoni, F. (2019a). Consumer Brand Engagement And Its Social

Side On Brand-Hosted Social Media: How Do They Contribute To Brand Loyalty? Jour-
nal of Marketing Management, 35(7-8), 716-741.
Hittps://Doi.Org/10.1080/0267257X.2019.1599990

Helme-Guizon, A., & Magnoni, F. (2019b). Consumer Brand Engagement And Its Social
Side On Brand-Hosted Social Media: How Do They Contribute To Brand Loyalty? Jour-
nal of Marketing Management, 35(7-8), 716-741.
Hittps://Doi.Org/10.1080/0267257X.2019.1599990

Hepola, J., Karjaluoto, H., & Hintikka, A. (2017a). The Effect Of Sensory Brand Expe-
rience And Involvement On Strategic Brand Management Directly And Indirectly
Through Consumer Brand Engagement. Journal Of Product And Brand Management,
26(3), 282-293. Https://Doi.Org/10.1108/JPBM-10-2016-1348

Hepola, J., Karjaluoto, H., & Hintikka, A. (2017b). The Effect Of Sensory Brand Expe-
rience And Involvement On Strategic Brand Management Directly And Indirectly
Through Consumer Brand Engagement. Journal Of Product And Brand Management,
26(3), 282-293. Https://Doi.Org/10.1108/JPBM-10-2016-1348

Hollebeek, L. D. (2011). Demystifying Customer Brand Engagement: Exploring The
Loyalty Nexus. Journal Of Marketing Management, 27(7-8), 785-807.
Hittps://Doi.Org/10.1080/0267257X.2010.500132

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014a). Consumer Brand Engagement
In Social Media: Conceptualization, Scale Development And Validation. Journal Of In-
teractive 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 In-
teractive Marketing, 28(2), 149-165.
Https://Doi.Org/Https://Doi.Org/10.1016/J. Intmar.2013.12.002

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014c). Consumer Brand Engagement
In Social Media: Conceptualization, Scale Development And Validation. Journal Of In-
teractive Marketing, 28(2), 149-165.
Https://Doi.Org/Https://Doi.Org/10.1016/J. Intmar.2013.12.002

Huerta-Alvarez, R., Cambra-Fierro, J. J., & Fuentes-Blasco, M. (2020). The Interplay
Between Social Media Communication, Strategic Brand Management And Brand



598

46.

47.

48.

49.
50.

51.

52.
53.

54.

55.

56.

57.

58.

59.

L. Lisnawati et al.

Engagement In Tourist Destinations: An Analysis In An Emerging Economy. Journal Of
Destination Marketing & Management, 16, 100413.
Https://Doi.Org/Https://D0i.Org/10.1016/J.Jdmm.2020.100413

Igbal Khan, K., Ali, M., Mahmood, S., & Raza, A. (2020). International Journal Of Man-
agement Research And Emerging Sciences POWER OF BRAND AWARENESS IN
GENERATING LOYALTY AMONG YOUTH THROUGH REPUTATION, CUSTOMER
ENGAGEMENT AND TRUST Under A Creative Commons Attribution-Non-Commercial
4.0. 10(1), 98-110. Http://ljmres.Pk/

Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, 1., & Rasool, A. (2019). Customer
Engagement In The Service Context: An Empirical Investigation Of The Construct, Its
Antecedents And Consequences. Journal Of Retailing And Consumer Services, 50, 277—
285. Https://Doi.Org/10.1016/J.Jretconser.2019.05.018

Jayasingh, S. (2019). Consumer Brand Engagement In Social Networking Sites And Its
Effect On Brand Loyalty. Cogent Business And Management, 6(1).
Https://Doi.Org/10.1080/23311975.2019.1698793

Kapferer, J. (2004). The New Strategic Brand Management. British Library Cataloguing.
Kiralova, A., & Pavliceka, A. (2015). Development Of Social Media Strategies In Tour-
ism Destination. Procedia - Social And Behavioral Sciences, 175, 358-366.
Https://D0i.0rg/10.1016/J.Sbspro.2015.01.1211

Kirana, E. K., & Wahyudi, L. (2021). BUILDING BRAND LOYALTY THROUGH
CONSUMER ENGAGEMENT AND BRAND TRUST ON SKINCARE PRODUCT. /n-
ternational Journal Of Education And Social Science Research, 04(01), 218-232.
Https://Doi.Org/10.37500/IJESSR.2021.4122

Kotler, P., & Keller, K. (2012). Marketing Management (14th Ed.).

Kumar, J., & Nayak, J. K. (2019). Consumer Psychological Motivations To Customer
Brand Engagement: A Case Of Brand Community. Journal Of Consumer Marketing,
36(1), 168-177. Https://Doi.Org/10.1108/JCM-01-2018-2519

Kurniawati, D., Ariyani, V., Studi Manajemen, P., & Bisnis Universitas Katolik Widya
Mandala Surabaya Kampus Kota Madiun, F. (2021). PERAN MEDIASI CUSTOMER
ENGAGEMENT DAN CUSTOMER LOYALTI (Studi Empiris Pada Pelanggan 3 Coffee
Madiun). Jurnal Ilmiah Mahasiswa Ekonomi, 4(2), 277-291. Http://Ojs.Unik-Ke-
diri.Ac.Id/In-

dex.Php/Jimek©2021JIMEK :Jurnalekonomiuniversitaskadiri.Semuahakciptadilindungi
undang-Undangtersediaonlinedihttp://Ojs.Unik-Kediri.Ac.Id/Index.Php/Jimek
Lakhiwal, A., & Kar, A. K. (2016). Insights From Twitter Analytics: Modeling Social
Media Personality Dimensions And Impact Of Breakthrough Events. In Y. K. Dwivedi,
M. Mintymaiki, M. N. Ravishankar, M. Janssen, M. Clement, E. L. Slade, N. P. Rana, S.
Al-Sharhan, & A. C. Simintiras (Eds.), Social Media: The Good, The Bad, And The Ugly
(Pp. 533-544). Springer International Publishing.

Langstedt, E., & Hunt, D. S. (2017a). An Exploration Into The Brand Personality Traits
Of Social Media Sites. In The Journal Of Social Media In Society (Vol. 6, Issue 2).
Langstedt, E., & Hunt, D. S. (2017b). An Exploration Into The Brand Personality Traits
Of Social Media Sites. In The Journal Of Social Media In Society (Vol. 6, Issue 2).

Li, B. (2018). The Influence Of Brand Experience On People’s Revisit And Purchase
Intention In The Context Of China’s Museum. American Journal Of Industrial And Busi-
ness Management, 08(03), 563—578. Https://Doi.Org/10.4236/Ajibm.2018.83037
Lopez, A., Guerra, E., Gonzalez, B., & Madero, S. (2020). Consumer Sentiments Toward
Brands: The Interaction Effect Between Brand Personality And Sentiments On Electronic
Word Of Mouth. Journal Of Marketing  Analytics, 8(4), 203-223.
Hittps://Doi.Org/10.1057/S41270-020-00085-5



60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

Examining the Role of Personality and Brand Experience in ... 599

Martinek, P. A. (2021). Mapping Methods Of Research On Consumer Engagement With
Brands On Social Media: A Literature Review. Methodological Innovations, 14.
Https://Api.Semanticscholar.Org/Corpusid:233485706

Masiello, B., Bonetti, E., & 1zzo, F. (2020). Multiple Identities Of A Festival. Interna-
tional Journal Of Contemporary Hospitality Management, 32(2), 749-768.
Https://Doi.Org/10.1108/IJCHM-11-2018-0937

Meilano, Y., & Hidayat, R. (2020). ANALYSIS OF THE EFFECT OF CUSTOMER
ENGAGEMENT AND BRAND TRUST ON PURCHASE DECISIONS ON SKIND
AESTHETIC PRODUCTS.

Merrilees, B. (2016). Interactive Brand Experience Pathways To Customer-Brand En-
gagement And Value Co-Creation. Journal Of Product & Brand Management, 25(5),
402—-408. Https://Doi.Org/10.1108/JPBM-04-2016-1151

Molina-Prados, A., Mufioz-Leiva, F., & Prados-Pefia, M. B. (2022). The Role Of Cus-
tomer Brand Engagement In The Use Of Instagram As A “Shop Window” For Fashion-
Industry Social Commerce. Journal Of Fashion Marketing And Management: An Inter-
national Journal, 26(3), 495-515. Https://Doi.Org/10.1108/JFMM-12-2020-0275

Mora Cortez, R., & Ghosh Dastidar, A. (2022). A Longitudinal Study Of B2B Customer
Engagement In Linkedin: The Role Of Brand Personality. Journal Of Business Research,
145, 92—-105. Https://Doi.Org/Https://Doi.Org/10.1016/J.Jbusres.2022.02.086
Morgan-Thomas, A., Dessart, L., & Veloutsou, C. (2020). Digital Ecosystem And Con-
sumer Engagement: A Socio-Technical Perspective. Journal Of Business Research, 121,
713-723. Https://Doi.Org/Https://D0i.Org/10.1016/].Jbusres.2020.03.042

M.Z A. Tarabieh, S. (2022a). The Impact Of Social-Media Marketing Activities On Con-
sumers’ Loyalty Intentions: The Mediating Roles Of Brand Awareness, Consumer Brand
Engagement And Brand Image. Jordan Journal Of Business Administration, 18(4).
Https://Doi.Org/10.35516/Jjba.V18i4.455

M.Z A. Tarabieh, S. (2022b). The Impact Of Social-Media Marketing Activities On Con-
sumers’ Loyalty Intentions: The Mediating Roles Of Brand Awareness, Consumer Brand
Engagement And Brand Image. Jordan Journal Of Business Administration, 18(4).
Https://Doi.Org/10.35516/Jjba.V18i4.455

Pandit, P. (2017a). Brand Engagement And Brand Personality An Empirical Study Of
Customer Behavior At “Kidzania” Theme Park Swapna Tamhankar.

Pandit, P. (2017b). Brand Engagement And Brand Personality An Empirical Study Of
Customer Behavior At “Kidzania” Theme Park Swapna Tamhankar.

Peco-Torres, F., Polo-Pefia, A. 1., & Frias-Jamilena, D. M. (2021a). Brand Personality In
Cultural Tourism Through Social Media. Tourism Review, 76(1), 164-183.
Https://Doi.Org/10.1108/TR-02-2019-0050

Peco-Torres, F., Polo-Pefia, A. L., & Frias-Jamilena, D. M. (2021b). Brand Personality In
Cultural Tourism Through Social Media. Tourism Review, 76(1), 164-183.
Https://D0i.Org/10.1108/TR-02-2019-0050

Prabowo, O., Merthyasa, A., & Saebah, N. (2023). Pemanfaatan Teknologi Informasi
Dan Manajemen Peruahan Pada Kegiatan Bisnis Di Era Globalisasi. Journal Syntax Idea,
5(7).

Prentice, C., Wang, X., & Loureiro, S. M. C. (2019). The Influence Of Brand Experience
And Service Quality On Customer Engagement. Journal Of Retailing And Consumer
Services, 50, 50-59. Https://Doi.Org/10.1016/J.Jretconser.2019.04.020

Ramadhan, R., & Kusuma, Y. (2023). Analisis Strategi Promosi Melalui Pemanfaatan
Media Sosial Instagram Dalam Upaya Peningkatan Volume Penjualan (Studi Pada Hara-
pan Jaya Screen Printing Surabaya). Management Studies And Entrepreneurship Journal,
4(3).

Razmus, W. (2021). Consumer Brand Engagement Beyond The “Likes.” Frontiers In
Psychology, 12. Https://Doi.Org/10.3389/Fpsyg.2021.692000



600 L. Lisnawati et al.

71.

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

89.

Ricardo Godinho Bilro, S. M. C. L., & Guerreiro, J. (2019). Exploring Online Customer
Engagement With Hospitality Products And Its Relationship With Involvement, Emo-
tional States, Experience And Brand Advocacy. Journal Of Hospitality Marketing &
Management, 28(2), 147-171. Https://Doi.Org/10.1080/19368623.2018.1506375
Risitano, M., Romano, R., Sorrentino, A., & Quintano, M. (2017a). The Impact Of Con-
sumer-Brand Engagement On Brand Experience And Behavioural Intentions. British
Food Journal, 119(8), 1884—1896. Https://D0i.Org/10.1108/BFJ-11-2016-0579
Risitano, M., Romano, R., Sorrentino, A., & Quintano, M. (2017b). The Impact Of Con-
sumer-Brand Engagement On Brand Experience And Behavioural Intentions. British
Food Journal, 119(8), 1884—1896. Https://Doi.Org/10.1108/BFJ-11-2016-0579
Rosado-Pinto, F., Loureiro, S. M. C., & Bilro, R. G. (2020). How Brand Authenticity And
Consumer Brand Engagement Can Be Expressed In Reviews: A Text Mining Approach.
Journal of Promotion Management, 26(4), 457-480.
Https://Doi.Org/10.1080/10496491.2020.1719955

R, Y., & Selvakumar, J. J. (2023). ASTUDY ON FACTORS AFFECTING CUSTOMER
ENGAGEMENT WITH COSMETIC BRANDS ON INSTAGRAM. M. S. Ramaiah
Management Review &Amp, Lt;Span Style=&Amp, Quot, Font-Size:
16px; &Amp,; Quot; &Amp;Gt; ISSN (Print) - 0975-7988&Amp;Lt;/Span&Amp;Gt;,
13(02). Https://Msrmr.In/Index.Php/Home/Article/View/144

Safeer, A. A., He, Y., & Abrar, M. (2021). The Influence Of Brand Experience On Brand
Authenticity And Brand Love: An Empirical Study From Asian Consumers’ Perspective.
Asia  Pacific Journal Of Marketing And Logistics, 33(5), 1123-1138.
Https://Doi.Org/10.1108/APJML-02-2020-0123

Salsabila, S. N., & Suyanto, A. (2020). ANALISIS PEMETAAN E-COMMERCE
KECANTIKAN BERDASARKAN STRATEGIC BRAND MANAGEMENT. Jurnal Mi-
tra Manajemen, 4(2), 293-301. Https://Doi.Org/10.52160/Ejmm.V4i2.347

Samala, N., & Katkam, B. S. (2020a). Fashion Brands Are Engaging The Millennials: A
Moderated-Mediation Model Of Customer-Brand Engagement, Participation, And In-
volvement. Young Consumers, 21(2), 233-253. Https://Do0i.Org/10.1108/YC-12-2018-
0902

Samala, N., & Katkam, B. S. (2020b). Fashion Brands Are Engaging The Millennials: A
Moderated-Mediation Model Of Customer-Brand Engagement, Participation, And In-
volvement. Young Consumers, 21(2), 233-253. Https://Do0i.Org/10.1108/YC-12-2018-
0902

Samala, N., & Katkam, B. S. (2020c). Fashion Brands Are Engaging The Millennials: A
Moderated-Mediation Model Of Customer-Brand Engagement, Participation, And In-
volvement. Young Consumers, 21(2), 233-253. Https://Do0i.Org/10.1108/YC-12-2018-
0902

Sarmad, M., Ahmad, N., Khan, M., Irfan, M., & Atta, H. (2020). INVESTIGATING THE
MODERATING ROLE OF TRUST BETWEEN SOCIAL MEDIA CAPABILITIES
AND CONSUMER BRAND ENGAGEMENT ACROSS TEXTILE SECTOR OF
PAKISTAN. International Review Of Management And Marketing, 10(4), 53-62.
Https://Do0i.Org/10.32479/Irmm.9894

Shawky, S., Kubacki, K., Dietrich, T., & Weaven, S. (2020). A Dynamic Framework For
Managing Customer Engagement On Social Media. Journal Of Business Research, 121,
567-577. Https://Doi.Org/Https://D0i.Org/10.1016/].Jbusres.2020.03.030

Siti Lailatul Fitriyah. (2023). Pengaruh Fasilitas, Promosi, Harga Dan Faktor Demografi
Terhadap Keputusan Wali Santri Dalam Menentukan Pendidikan Anak Di PPS. Kyai Sya-
rifuddin Wonorejo-Lumajang. Risalatuna: Journal Of Pesantren Studies, 3(1), 93—120.
Https://Do0i.Org/10.54471/Rjps.V3i1.2281



Examining the Role of Personality and Brand Experience in ... 601

90. So, K. K. F.,, King, C., Sparks, B., & Wang, Y. (2014). The Role Of Customer Engagement
In Building Consumer Loyalty To Tourism Brands. Journal Of Travel Research.
Hittps://Doi.Org/10.1177/0047287514541008

91. Solem, B. A. A., & Pedersen, P. E. (2016). The Effects Of Regulatory Fit On Customer
Brand Engagement: An Experimental Study Of Service Brand Activities In Social Media.
Journal of Marketing Management, 32(5-6), 445-468.
Https://Doi.Org/10.1080/0267257X.2016.1145723

92. Srivastava, M., & Sivaramakrishnan, S. (2021). The Impact Of Ewom On Consumer
Brand Engagement. Marketing Intelligence And Planning, 39(3), 469—484.
Https://Doi.Org/10.1108/MIP-06-2020-0263

93. Surianto, M. A., Setiawan, M., Sumiati, & Sudjatno. (2020). Cause-Related Marketing
Campaigns And Repurchase Intentions: The Mediating Role Of Brand Awareness, Con-
sumer Attitude And Corporate Image. Management Science Letters, 10(14), 3235-3242.
Hittps://Do0i.Org/10.5267/J.Ms1.2020.6.015

94. Syrjala, H., Kauppinen-Réisdnen, H., Luomala, H. T., Joelsson, T. N., Kénndld, K., &
Maikild, T. (2020). Gamified Package: Consumer Insights Into Multidimensional Brand
Engagement. Journal of Business Research, 119, 423-434.
Https://Doi.Org/Https://D0i.Org/10.1016/J.Jbusres.2019.11.089

95. Szalaty, P., & Izabela, D. (2020). Revolutioning Beauty Industry : Co-Creation And Cus-
tomer Engagement For Brand Image Development: Case Study Research Of A
Crowdsource-Driven Cosmetics Company Volition Beauty. International Journal Of
Marketing, Communication And New Media.

96. Tyas Untari, D., Satria, B., Wibowo Noor Fikri, A., Fadhli Nursal, M., & Winarso, W.
(2020). Technology, Social Media And Behaviour Of Young Generation In Indonesia; A
Conseptual Paper. Www.]jstr.Org

97. Utami, C., & Susanto, H. (2022). Entrepreneurial Marketing : Konsep Dan Implementasi
Di Indonesia.

98. Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012a). Customer Engagement: Exploring
Customer Relationships Beyond Purchase. Journal Of Marketing Theory And Practice,
20(2), 122—146. Https://Doi.Org/10.2753/MTP1069-6679200201

99. Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012b). Customer Engagement: Exploring
Customer Relationships Beyond Purchase. Journal Of Marketing Theory And Practice,
20(2), 122-146. Https://Doi.0Org/10.2753/MTP1069-6679200201

100. Vlahovic-Mlakar, T. S., & Ozretic-Dosen, D. (2022). Brand Experience Research In
Hospitality = And  Tourism. Tourism.  Https://Api.Semanticscholar.Org/Cor-
pusid:255664338

101. Wantini, E., & Eka Yudiana, F. (2021). Indonesian Journal Of Islamic Economics Re-
search Social Media Marketing And Brand Personality To Brand Loyalty With Brand
Trust And Strategic Brand Management As A Mediator. Indonesian Journal Of Islamic
Economics Research, 3(1), 1-14. Https://D0i.0rg/10.18326/1jier.V3i1.4716

102. Watini, S., Latifah, H., Rudianto, D., & Santoso, N. A. (2022). Adaptation Of Digital
Marketing Of Coffee MSME Products To Digital Transformation In The Era Of The
Covid-19 Pandemic. Startupreneur Bisnis Digital (SABDA Journal), 1(1), 23-32.
Https://D0i.Org/10.34306/Sabda.V1il.73

103. Xu, A., Liu, H., Gou, L., Akkiraju, R., Mahmud, J., Sinha, V., Hu, Y., & Qiao, M. (2016).
Predicting Perceived Brand Personality With Social Media. Www.Aaai.Org

104. Yanti, W., Komariah, K., & Jhoansyah, D. (2023). Analisis Brand Love Terhadap Cus-
tomers Loyalty Produk Wardah Dengan Customers Engagement Sebagai Variabel Medi-
asi. Management Studies And Entrepreneurship Journal (MSEJ), 4(6), 7107-7113.
Https://Yrpipku.Com/Journal/Index.Php/Msej/Article/View/2333



602 L. Lisnawati et al.

105. Yu, X., Yuan, C., Kim, J., & Wang, S. (2021). A New Form Of Brand Experience In
Online Social Networks: An Empirical Analysis. Journal Of Business Research, 130,
426-435. Https://Doi.Org/10.1016/J.Jbusres.2020.02.011

106. Zhang, X. (2019). Research On The Impact Of Brand Experience On Brand Love.
American Journal Of Industrial And Business Management, 09(04), 898-903.
Https://Doi.Org/10.4236/Ajibm.2019.94061

107. Zulviko, A., Chairunnisa, F., Medianto, R., Shaifie, R., Sisroni, S., Nursanti, W., Fauzi,
A., & Caesar, L. (2023). Analisis Pengaruh Loyalitas Pelanggan, Persepsi Harga Dan
Minat Pelanggan Terhadapp Pemilihan Penyedia Jasa Layanan Internet (Literature Re-
view Manajemen Pemasaran). Jurnal llmu Manajemen Terapan.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	Examining the Role of Personality and Brand Experience in Consumer Engagement in Indonesia's Local Cosmetics Market



