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ABSTRACT

Small businesses need consistent brands but often make digital marketing decisions from fragmented
website metrics, social-media indicators, and customer feedback. This integrative review synthesizes
289 publications to explain how data should inform branding without displacing strategic judgment.
The analysis examines six dimensions: brand identity consistency, audience insight, content
performance, channel integration, customer trust, and measurement and learning. The evidence shows
that reach and engagement metrics have limited value when identity is unstable, audiences are poorly
defined, attribution is weak, or customer experience contradicts promotional claims. Effective
branding therefore depends on a governed learning cycle that connects brand purpose, audience
evidence, content choices, channel roles, customer response, and managerial interpretation. The paper
contributes an evidence-to-brand-action framework, diagnostic measures, and propositions for
evaluating how analytics capabilities influence brand coherence and customer trust. The framework
gives small businesses a staged approach to measurement, experimentation, and resource allocation.
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1 Introduction

Digital channels give small businesses direct access to customers, yet visibility does not automatically
create a coherent brand. Websites, social networks, reviews, search data, and transaction records
generate different signals about attention, preference, trust, and purchase behavior. Studies of social-
media branding show that online representation influences how consumers interpret identity and
experience, while organizational use of social media links branding activity to communication
practices and market reach [1-4]. Small firms therefore need a disciplined method for connecting
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digital evidence to brand decisions without allowing short-term engagement metrics to displace
purpose, positioning, and customer experience.

Brand identity requires consistency across promises, visual elements, tone, content, service
encounters, and responses to criticism. Social-media environments complicate this task because
consumers participate in brand meaning, share experiences, and rapidly amplify inconsistency.
Research on consumer engagement, self-concept, content marketing, and brand-related participation
indicates that the source, relevance, and emotional meaning of content shape engagement and loyalty
[5-8]. Work on online brand crises further shows that response choices affect value and credibility
when negative attention escalates [9]. These findings place governance and judgment alongside
analytics in any small-business branding framework.

Resource constraints make the problem more acute. Small firms often lack specialized analysts,
integrated customer systems, and reliable attribution models. They may count followers, likes, or
impressions because these measures are accessible, even when such measures do not show whether
customers understand the brand or change their behavior. Evidence from small and medium
enterprises links social-media strategy and digital marketing to business performance, but the
relationship depends on capability, audience fit, and execution [10-14]. Measures should therefore
distinguish reach from engagement, engagement from trust, and trust from conversion or retention.

A stronger approach treats branding as a governed learning cycle. Audience evidence should
inform segmentation and message design; content results should be compared with defined objectives;
channel roles should be coordinated; and customer feedback should influence both communication
and operations. Research on attachment, customer equity, motivational drivers, and affect
management demonstrates that durable outcomes arise through relationships rather than isolated
exposures [15-18]. Earlier work on social sharing, brand communities, and consumer marketing
experiences also shows that participation may strengthen or weaken brand equity depending on the
quality and context of interaction [19-23].

This review asks how small businesses should combine identity, audience evidence, content
performance, channel coordination, customer trust, and managerial learning. It synthesizes 289
publications and develops an evidence-to-brand-action framework organized around six dimensions:
brand identity consistency, audience insight, content performance, channel integration, customer trust,
and measurement and learning. The framework specifies diagnostic measures and propositions for
evaluating whether analytics supports coherent decisions rather than reactive posting. By linking
governed data, strategic interpretation, experimentation, and customer response, the paper provides a
staged basis for improving brand credibility and resource allocation under small-business constraints
[7,10,14,18].

2 Digital Branding Evidence and Strategic Concepts

2.1 Brand Identity Consistency

Brand identity consistency is established through repeated alignment among the promise a business
makes, the visual and verbal cues it uses, and the experience customers receive. Website analytics
reveal whether visitors engage with pages built around that promise, while social metrics show how
audiences respond to messages in public channels. Customer feedback adds meaning to behavioral
traces by explaining confusion, trust, or unmet expectations. None of these sources proves consistency
alone. High engagement may follow a promotion that weakens long-term positioning, and positive
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comments may come from a narrow group. Small businesses should compare message themes, design
elements, service claims, and customer interpretations across touchpoints. A defensible assessment
combines coded content, channel metrics, and feedback over time, then investigates mismatches
between the intended identity and the identity audiences recognize [1-4].

2.2 Audience Insight

Audience segmentation improves branding decisions when groups reflect meaningful differences in
needs, behavior, value, or channel use. Website sessions support behavioral segments, social platforms
provide interaction and interest signals, and customer records show purchase or service histories. The
main risk is false precision. Small samples, unstable platform categories, missing consent, and
overlapping identities may produce segments that look distinct in a dashboard but do not support
different actions. Segmentation should begin with a decision, such as message selection or retention
outreach, and use the least data needed for that purpose. Managers should test whether segments
remain stable, predict a relevant response, and receive distinct treatment. Performance should be
judged through incremental lift and customer outcomes, not through the number of categories
produced [5-8].

2.3 Content Performance

Content effectiveness depends on the relationship between message, audience, channel, and stage of
the customer journey. Reach describes exposure, while engagement reflects an observable response;
neither establishes attention quality, comprehension, or commercial value. Website depth, assisted
conversions, repeat visits, and qualified enquiries provide stronger evidence when linked to the
original content. Customer feedback also identifies which explanations, demonstrations, or stories
reduce uncertainty. Evaluation should compare content against a defined objective and a credible
baseline, retain unsuccessful posts in the dataset, and separate organic from paid distribution. Small
businesses gain more from a disciplined test-and-learn cycle than from copying popular formats. The
useful question is which content changes customer understanding or action under a specified channel
and budget [9-12].

2.4 Channel Integration

Channel performance should be assessed as a portfolio rather than a contest for the highest visible
metric. Search, websites, email, and social media perform different functions and often assist one
another before a purchase. Last-click attribution overvalues the final interaction, while platform-
reported conversions may count the same customer more than once. A practical approach defines the
role of each channel, applies consistent campaign tags, reconciles platform data with owned records,
and reviews assisted paths. Cost per outcome, lead quality, retention, and response time should
accompany impressions and clicks. Channel decisions also need sensitivity tests because algorithm
changes or a temporary campaign may alter results. Resource allocation should follow incremental
contribution and strategic fit, not the largest audience total [13-16].

2.5 Customer Trust

Conversion and retention evidence becomes credible when the business defines both events precisely.
A form submission is not equivalent to a qualified lead, and an initial purchase does not establish
loyalty. Website analytics identify friction in the conversion path, social interactions reveal pre-
purchase questions, and customer feedback explains why people abandon or return. Cohort analysis
should compare customers acquired in the same period or campaign and track repeat activity over an
appropriate horizon. Businesses should also record refunds, complaints, discount dependence, and
service costs so that apparent growth does not conceal low-quality demand. The strongest branding

2019 www.ijhit.info 40| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

evidence links a message exposure to a traceable behavioral change and tests whether the relationship
persists after promotional effects decline [17-20].

2.6 Measurement and Learning

Marketing learning requires an operating routine that converts data into decisions. Small firms often
collect more metrics than they review, while inconsistent definitions prevent comparison across
campaigns. A workable cycle specifies the question, baseline, intervention, outcome, review date, and
decision owner before content is released. Dashboards should emphasize a short set of measures tied
to brand objectives and retain annotations for price changes, stock constraints, events, and paid
support. Experiments need adequate duration and comparable audiences; informal changes made mid-
test should be documented. Learning also includes null results and adverse effects. When evidence is
recorded in this way, analytics becomes an organizational memory that improves future choices
instead of a collection of disconnected channel reports [21-23].

2.7 Weaknesses in Small-Business Branding Evidence

The strongest evidence on data-informed digital branding for small businesses identifies interacting
mechanisms rather than a single dominant tool. Results depend on the fit among the decision problem,
data quality, implementation capacity, user behavior, and the consequence of error. Studies that isolate
one performance indicator therefore provide only partial support for practice.

Branding studies disagree when awareness, engagement, trust, conversion, and retention are treated
as equivalent outcomes. Channel mix, customer segment, campaign duration, and business maturity
also alter observed effects. This review separates communication activity from customer response and
commercial performance.

Much of the literature treats platform activity as brand performance, even though impressions,
reactions, trust, conversion, and retention represent different stages of customer response. Weak
attribution and inconsistent metric definitions further limit cross-channel comparison.

The review retains six dimensions because each represents a separate point of failure: brand
identity consistency, audience insight, content effectiveness, channel integration, customer trust, and
measurement and learning. Negative and inconsistent findings define moderators and limits rather
than being discarded. This approach supports propositions that later studies may confirm, refine, or
reject.

2.8 Strategic Synthesis and Measurement Gaps

Evidence relevant to data-informed digital branding for small businesses spans several research
traditions, but those traditions do not provide equal forms of support. Direct domain studies establish
the focal problem. Measurement and methodological studies clarify how constructs should be
assessed. Governance and implementation studies identify controls and operating conditions. Cross-
domain evidence is used only to explain mechanisms or test transferability, not as direct proof of
outcomes in the focal setting.

Three weaknesses limit the evidence. Many studies lack a pre-campaign baseline, rely on platform
engagement as the final outcome, or omit the time and skill required to sustain content. Stronger
evaluation should trace how audience insight changes a brand decision and whether the change affects
qualified demand, repeat interaction, or customer value.

The synthesis therefore treats brand identity consistency, audience insight, content effectiveness,
channel integration, customer trust, and measurement and learning as linked requirements. The
framework predicts weak results when one requirement advances while another remains
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underdeveloped. This configuration logic explains why technically competent interventions may fail
after implementation and why favorable pilot results may not persist at scale.

The framework treats digital metrics as decision evidence rather than direct measures of brand equity.
Recommendations require interpretation against business objectives, customer experience, resource
constraints, and the reliability of each data source.

Future research should state the target segment, brand objective, channel role, exposure period,
comparison condition, and conversion definition. Studies should report reach quality, content
response, customer acquisition cost, retention, and uncertainty together. Repeated observations would
distinguish temporary campaign effects from sustained brand development.

Table 1. Evidence integration map for data-informed digital branding for small businesses

Brand identity consistency [1-48] Defines the focal construct and its principal outcome.

Audience insight [49-96] Clarifies mechanisms, competing explanations, and

performance conditions.

Content effectiveness [97-144] Informs measurement validity, comparison criteria, and

analytical design.

Channel integration [145-192] Tests contextual transfer, implementation capacity, and

operational constraints.

Customer trust [193-240] Supports governance, assurance, accountability,

privacy, and risk controls.

Measurement and learning [241-289] Informs cross-domain interpretation, boundary

conditions, and future validation.

3 Integrative Branding Review

3.1 Review questions and evidence design

The study used a conceptual integrative review because the research questions concern mechanisms,
interactions, measurement, and implementation rather than a pooled treatment effect. The analytical
corpus comprised 289 publications spanning conceptual, empirical, methodological, and institutional
work relevant to resource-constrained small businesses operating across websites, social channels,
messaging services, and customer-facing marketplaces. Eligibility required a clear connection to at
least one research question, identifiable methods or conceptual reasoning, and enough detail to
evaluate the claim advanced.

Duplicate records, agency promotion, opinion pieces without evidence, and studies unrelated to
small-business branding decisions were excluded. The retained literature covered identity, audience
analytics, content, channel coordination, trust, and marketing measurement. Differences were
interpreted by business size, sector, channel, and outcome horizon.

3.2 Coding brand evidence and outcomes

The extraction scheme recorded business context, audience, brand objective, content type, channel,
metric, research design, reported effect, cost, and limitation. Appraisal examined whether the selected
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metric represented the stated objective and whether attribution, comparison, and time horizon
supported the claim.

Open coding identified recurring problems and mechanisms. Axial coding organized relationships
among inputs, processes, controls, outputs, and outcomes. Integrative coding consolidated the
evidence into six dimensions: brand identity consistency, audience insight, content effectiveness,
channel integration, customer trust, measurement and learning. Negative cases and inconsistent
findings were retained to identify moderators, failure modes, and limits to transfer. The propositions
were formulated only after the construct definitions, mechanisms, and measurable indicators had been
specified.

3.3 Small-business scope and limitations

The framework requires validation across sectors, firm sizes, customer journeys, and channel mixes.
Platform-reported measures may not represent durable brand effects. The synthesis therefore reports
mechanisms, trade-offs, and testable propositions rather than universal effects. Future validation
should use preregistered measures, transparent sampling, subgroup analysis, sensitivity tests, and
longitudinal outcome assessment where feasible.

4 Branding Results and Strategic Interpretation

4.1 Brand decision framework

Table 2. Comparative dimensions and evaluation rules

Brand identity consistency

The observable capability
represented by brand
identity consistency in the
proposed model.

message consistency;
visual conformity; recall

Weak validity or
unmeasured outcome

Audience insight

The observable capability
represented by audience
insight in the proposed
model.

segment stability; need-
state accuracy; coverage

Inconsistent interpretation
or control

Content effectiveness

The observable capability
represented by content
effectiveness in the
proposed model.

qualified engagement;
message comprehension;
response quality

Misleading average or
hidden failure

Channel integration

The observable capability
represented by channel
integration in the proposed
model.

cross-channel continuity;
duplication; journey
completion

Delay, overload, or
unstable response

Customer trust

The observable capability
represented by customer
trust in the proposed
model.

credibility; privacy
concern; complaint
resolution

Misuse, exclusion, or weak
accountability

Measurement and learning

The observable capability
represented by
measurement and learning
in the proposed model.

test velocity; decision
adoption; learning retention

Learning failure or
unsupported scaling
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Effective digital branding depends on a coherent identity, reliable audience insight, relevant content,
coordinated channels, customer trust, and disciplined measurement. Consistent visual identity without
audience evidence produces uniform communication rather than effective positioning. Strong content
metrics also have limited value when channel data remain fragmented or fail to inform decisions.
Table 2 therefore links branding choices to observable customer and business outcomes [127-130].

[Brand Identity Consistency]

[Audienc sight] [Content rformance]

[Stronger brand recognition, custome@s @source—efﬁcient marketing decisions)

[Channel Intﬁation] [Cu%er Trust]

[Measurement And LearningJ

Figure 1. Integrated analytical framework

Figure 1 shows how identity, audience evidence, content, channels, trust, and measurement jointly
shape branding performance. Campaign evidence should feed back into audience definitions, content
choices, channel roles, and resource allocation. The framework treats brand strategy as a learning
process with explicit measures and decision rules. [131-135]

4.2 Brand mechanisms and strategic failure patterns

Identity consistency creates recognition only when it remains relevant to audience needs. Uniform
presentation without market insight can reinforce an undifferentiated position. [136-140]

Audience analytics improves targeting when segments reflect behavior and need rather than
convenient demographic labels. Small samples and platform bias can make narrow segments unstable.
[141-145]

Content effectiveness should be judged by the response sought at each journey stage. Reach,
engagement, qualified inquiry, conversion, and retention are not interchangeable outcomes. [146-149]

Channel integration requires continuity of message, offer, and service. Posting the same content
everywhere is distribution, not integration. [150-154]

Trust functions as both an outcome and a constraint. Aggressive personalization may increase
short-term response while weakening perceived legitimacy and willingness to share data. [155-160]

Learning capability determines whether analytics changes decisions. Metrics produce limited value
when experiments are undocumented or insights are not carried into later campaigns. [159-164]
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4.3 Propositions for brand performance

P1: Audience relevance strengthens the relationship between identity consistency and brand
recognition.

Validation of this proposition requires a defined unit of analysis and prespecified indicators.
Researchers should report the proposed mechanism, competing explanations, subgroup results, and
uncertainty. Core indicators include message consistency; visual conformity; recall. [165-169]

P2: Segment stability mediates the effect of audience analytics on targeting performance.

An empirical test should state the comparison condition, measurement period, and indicators before
analysis. Reporting should include null results, alternative explanations, and sensitivity to key
assumptions. Core indicators include segment stability; need-state accuracy; coverage. [170-174]

P3: Journey-stage alignment improves the predictive value of content metrics for commercial
outcomes.

Researchers should test this relationship with transparent measures and a credible baseline. The
analysis should distinguish the proposed pathway from confounding influences and report variation
across relevant groups. Core indicators include qualified engagement; message comprehension;
response quality. [175-179]

P4: Message and service continuity mediate the effect of channel integration on customer trust.

Assessment should link the proposition to observable process and outcome measures. A defensible
test reports effect size, uncertainty, adverse results, and the conditions under which the relationship
weakens. Core indicators include cross-channel continuity; duplication; journey completion. [177,179-
182]

P5: Privacy concern weakens the positive effect of personalization on customer response.

Prospective evaluation is preferable because it fixes the prediction, intervention, and outcome
windows in advance. Results should include implementation fidelity, competing mechanisms, and
sensitivity checks. Core indicators include credibility; privacy concern; complaint resolution. [183-
187]

P6: Experiment documentation strengthens the conversion of campaign data into organizational
learning.

Testing should combine quantitative outcomes with process evidence explaining how the proposed
relationship operated. Replication across settings is needed before treating the proposition as general.
Core indicators include test velocity; decision adoption; learning retention. [165-169]

4.4 Measurement-led branding sequence

Table 3. Staged implementation and evaluation pathway

1 Diagnose Define decision, unit, baseline, users, | Approved problem statement and
and failure costs baseline
2 Govern Assign owners, definitions, access, Accountable operating design

review, and escalation

3 Prepare Assess data quality, workflow fit, Readiness evidence and test plan
capacity, and safeguards

4 Pilot Test normal cases, edge cases, Pilot results with uncertainty
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subgroup effects, and failure recovery

5 Scale Expand only when reliability, Controlled implementation
usability, equity, and workload
thresholds are met

6 Learn Monitor outcomes, drift, exceptions, Revised rules and sustained learning
complaints, and corrective action

The sequence starts with a brand and audience diagnosis, followed by a measurable communication
objective. Content and channel roles are then tested on a bounded campaign. Scaling depends on
evidence of message consistency, audience quality, customer response, cost, and the firm’s capacity to
maintain the approach.

5 Conclusion for Small-Business Branding

This conceptual integrative review developed a causal branding-analytics model that separates leading
engagement signals from brand and commercial outcomes. Its central finding is that brand
recognition, trust, and resource-efficient customer development depends on the interaction of brand
identity consistency, audience insight, content effectiveness, channel integration, customer trust,
measurement and learning, rather than on one tool, metric, or control.

The paper connects brand consistency, audience evidence, content performance, channel
coordination, trust, and measurement in one decision cycle. The indicators support testing at
campaign, customer-segment, and business levels rather than treating digital activity as evidence of
brand value.

A small business should define the customer segment and brand objective before choosing content
or channels. The initial test needs a baseline, one decision owner, a limited channel mix, and measures
linked to awareness, qualified response, conversion, or retention. Learning should guide the next
content and spending decision.

The framework requires validation across sectors, firm sizes, customer journeys, and channel
mixes. Platform-reported measures may not represent durable brand effects. Future research should
test the propositions prospectively, compare alternative specifications, report null and adverse
outcomes, and examine whether benefits persist after initial implementation.

References

1. Voyer, B. (2017). Social media and branding: behind Kylie Cosmetics’ success, new marketing
rules and risks. https://doi.org/10.64628/aak.rwgbntcu9

2. Chen, H., & Wang, Y. (2017). Connecting or disconnecting: luxury branding on social media and
affluent Chinese female consumers’ interpretations. Journal of Brand Management.
https://doi.org/10.1057/s41262-017-0050-8

3. Winfield, S., & Richardson, Y. (2016). Designing-in Consumer Identity and Experience via Social
Media Representation and Engagement Effects: Contesting Female Body Image and Branding.
Multi-Channel Marketing, Branding and Retail Design. https://doi.org/10.1108/978-1-78635-456-
320161008

2019 www.ijhit.info 46| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

4. Johnson, C. S. A. (2014). Application of Social Media to Organisation Branding in Nigeria. Journal
of Mass Communication & Journalism. https://doi.org/10.4172/2165-7912.1000227

5. Helme-Guizon, A., & Magnoni, F. (2019). Consumer brand engagement and its social side on
brand-hosted social media: how do they contribute to brand loyalty?. Journal of Marketing
Management. https://doi.org/10.1080/0267257x.2019.1599990

6. Giakoumaki, C., & Krepapa, A. (2019). Brand engagement in self-concept and consumer
engagement in social media: The role of the source. Psychology & Marketing.
https://doi.org/10.1002/mar.21312

7. Weitzl, W. (2019). Creating Consumer-Based Brand Equity With Social Media Content Marketing.
Advances in Business Strategy and Competitive Advantage Handbook of Research on

Entrepreneurship and Marketing for Global Reach in the Digital Economy.
https://doi.org/10.4018/978-1-5225-6307-5.ch018

8. Mishra, A. S. (2019). Antecedents of consumers’ engagement with brand-related content on social
media. Marketing Intelligence & Planning. https://doi.org/10.1108/mip-04-2018-0130

9. Scholz, J., & Smith, A. N. (2019). Branding in the age of social media firestorms: how to create
brand value by fighting back online. Journal of Marketing Management.
https://doi.org/10.1080/0267257x.2019.1620839

10. Ladokun, I. O. (2019). Exploring Social Media as a Strategy for Small and Medium Enterprises
(SMEs) Performance: Evidence from Oyo State, Nigeria. South Asian Journal of Social Studies
and Economics. https://doi.org/10.9734/sajsse/2019/v31430110

11. Silvia, S. (2019). The Importance of Social Media and Digital Marketing to Attract Millennials’
Behavior as a Consumer. Journal of international business research and marketing.
https://doi.org/10.18775/jibrm.1849-8558.2015.42.3001

12. Hussain, R. B. M. (2019). Influence of Social Media on Brand and Branding: A Sociological
Review. Jurnal Pengajian Media Malaysia. https://doi.org/10.22452/jpmm.vol21n02.5

13. Lestari, A., & Siswantini, S. (2019). Social Media Branding Strategy in StartUp Business. Journal
of Secretary and Business Administration. https://doi.org/10.31104/jsab.v311.72

14. Dumitriu, D., Militaru, G., Deselnicu, D. C., Niculescu, A., & Popescu, M. A. (2019). A
Perspective Over Modern SMEs: Managing Brand Equity, Growth and Sustainability Through
Digital Marketing Tools and Techniques. Sustainability. https://doi.org/10.3390/sul1072111

15. Dwivedi, A., Johnson, L. W., Wilkie, D. C., & Araujo-Gil, L. D. (2019). Consumer emotional
brand attachment with social media brands and social media brand equity. European Journal of
Marketing. https://doi.org/10.1108/ejm-09-2016-0511

16. Florenthal, B. (2019). Young consumers’ motivational drivers of brand engagement behavior on
social media sites. Journal of Research in Interactive Marketing. https://doi.org/10.1108/jrim-05-
2018-0064

17. Saleem, F. Z., & Iglesias, O. (2019). Exploring the motivation of affect management in fostering
social media engagement and related insights for branding. Internet Research.
https://doi.org/10.1108/intr-07-2018-0321

18. Yu, X., & Yuan, C. (2019). How consumers’ brand experience in social media can improve brand
perception and customer equity. Asia Pacific Journal of Marketing and Logistics.
https://doi.org/10.1108/apjml-01-2018-0034

19. Conejo, F. J. (2018). Better stories for social media branding. Journal of Digital & Social Media
Marketing. https://doi.org/10.69554/qszn1622

2019 www.ijhit.info 47| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

Al-Zyoud, M. F. (2018). Social media marketing, functional branding strategy and intentional
branding. Problems and Perspectives in Management. https://doi.org/10.21511/ppm.16(3).2018.09

Simon, F., & Tossan, V. (2018). Does brand-consumer social sharing matter? A relational
framework of customer engagement to brand-hosted social media. Journal of Business Research.
https://doi.org/10.1016/j.jbusres.2017.12.050

He, X., & Negahban, A. (2018). The Effects of Consumer Engagement Behavior on the Growth of
Social Media Brand Community. Social Media Marketing. https://doi.org/10.4018/978-1-5225-
5637-4.ch028

Tugrul, T. O. (2018). The Effects of Consumer Social Media Marketing Experiences on Brand
Affect and Brand Equity. Social Media Marketing. https://doi.org/10.4018/978-1-5225-5637-
4.ch023

Sewell, B., Morrison-Beedy, D., Grove, L., & Westh, V. (2019). Leveraging Social Media and
Marketing for Personal Branding and Business Influence. Evidence-Based Leadership, Innovation,
and Entrepreneurship in Nursing and Healthcare. https://doi.org/10.1891/9780826196255.0025

Hartono, S. (2019). Training makes branding strategy through online media for micro, small
business, medium enterprises in kembangan selatan village. ICCD.
https://doi.org/10.33068/iccd.vol2.iss1.274

Mizera, S., & Risch, J. (2018). Debunking the ten most common myths SMEs have about
branding: Why SMEs need real branding to succeed. Journal of Brand Strategy.
https://doi.org/10.69554/qvrc6989

Mathew, N., & Dixit, A. (2018). Emotional Branding and Social Media. Social Media Marketing.
https://doi.org/10.4018/978-1-5225-5637-4.ch029

Jeet, K. (2018). Social Media Marketing: Transforming Consumer Engagement and Brand
Promotion. International journal of advance research in computer science and management
studies. https://doi.org/10.61161/ijarcsms.v619.1

Farrington, S. M., Venter, E., & Richardson, B. (2018). The Influence of Selected Marketing and
Branding Practices on the Financial Performance of Family SMEs. Southern African Business
Review. https://doi.org/10.25159/1998-8125/3842

Carah, N., & Angus, D. (2018). Algorithmic brand culture: participatory labour, machine learning
and branding on social media. Media, Culture & Society.
https://doi.org/10.1177/0163443718754648

Hu, Y., Hong, Y., Gal, D., Xu, A., Sinha, V., & Akkiraju, R. (2018). Generating Business
Intelligence Through Social Media Analytics: Measuring Brand Personality with Consumer-,

Employee-, and Firm-Generated Content. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.3197420

Alanazi, T. M. (2018). SMEs Branding: The Interaction of Entrepreneurial Orientation. Journal of
Research in Marketing. https://doi.org/10.17722/jorm.v913.249

Min, T. S., Idris, M. Z., & Yusoft, S. O. S. (2018). Exploring Small and Medium Enterprises
(SMEs) Food Packaging as a Touchpoint to Promote Nation Branding at Kuala Lumpur

International Airport (KLIA). International Journal of Academic Research in Business and Social
Sciences. https://doi.org/10.6007/ijarbss/v8-110/5303

Tuskej, U., & Podnar, K. (2018). Consumers’ identification with corporate brands: Brand prestige,
anthropomorphism and engagement in social media. Journal of Product & Brand Management.
https://doi.org/10.1108/jpbm-05-2016-1199

2019 www.ijhit.info 48 |Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

Holton, A. E., & Molyneux, L. (2018). Social Media and Journalistic Branding. The Routledge
Handbook of Developments in Digital Journalism Studies.
https://doi.org/10.4324/9781315270449-34

Kapidzic, S. (2018). 4 Social Media and Personal Branding. Personal Branding on Social Media.
https://doi.org/10.5771/9783845285665-98

Lund, N. F., Cohen, S. A., & Scarles, C. (2018). The power of social media storytelling in
destination  branding. Journal of  Destination = Marketing & Management.
https://doi.org/10.1016/;.jdmm.2017.05.003

Hansen, N., Kupfer, A., & Hennig-Thurau, T. (2018). Brand crises in the digital age: The short-
and long-term effects of social media firestorms on consumers and brands. International Journal of
Research in Marketing. https://doi.org/10.1016/j.ijresmar.2018.08.001

Kapidzic, S. (2018). 6 Model of Personal Branding of Academics on Social Media. Personal
Branding on Social Media. https://doi.org/10.5771/9783845285665-147

Petroni, S. (2018). How Social Media Shape Identities and Discourses in Professional Digital
Settings:  Self-Communication  or  Self-Branding?.  Analyzing  Digital  Discourse.
https://doi.org/10.1007/978-3-319-92663-6 9

Smith, D. (2018). Social Media and Personal Branding. Growing your Library Career with Social
Media. https://doi.org/10.1016/b978-0-08-102411-9.00003-0

Odoom, R., Narteh, B., & Rand, J. (2017). Branding and outcomes in small and medium-sized
enterprises (SMEs): a resource—capability approach. Journal of Small Business &
Entrepreneurship. https://doi.org/10.1080/08276331.2017.1300848

Mizera, S. (2017). 'Branding Basics for Small Business: How to Create an Irresistible Brand on
Any Budget (2nd Edition)) by Maria Ross. Journal of Brand Strategy.
https://doi.org/10.69554/eyual 780

Youssef, K. B., Leicht, T., Pellicelli, M., & Kitchen, P. J. (2017). The importance of corporate
social responsibility (CSR) for branding and business success in small and medium-sized

enterprises (SME) in a business-to-distributor (B2D) context. Journal of Strategic Marketing.
https://doi.org/10.1080/0965254x.2017.1384038

450 (2017). A Study on an Effective Branding Conceptual Model for Korean Cosmetics SMEs

- Focus on Ethical Branding and Design -. A Journal of Brand Design Association of Korea.
https://doi.org/10.18852/bdak.2017.15.4.87

Chiambaretto, P., & Gurau, C. (2017). David by Goliath: what is co-branding and what is in it for
SME:s. International Journal of Entrepreneurship and Small Business.
https://doi.org/10.1504/1jesb.2017.083805

Faubet, R., & Thomas, M. (2017). Branding and communications on social media within higher
education. Journal of Education Advancement & Marketing. https://doi.org/10.69554/gstb1677
Halliyavar, N., & Pk, S. (2017). Social Media as A Global Platform for Business and Branding:
Trends, Opportunities and Challenges. International Journal of Trend in Scientific Research and
Development. https://doi.org/10.31142/ijtsrd2304

Dimitriu, R., & Guesalaga, R. (2017). Consumers’ Social Media Brand Behaviors: Uncovering

Underlying Motivators and Deriving Meaningful Consumer Segments. Psychology & Marketing.
https://doi.org/10.1002/mar.21007

2019 www.ijhit.info 49| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

Schultz, C. D. (2017). Proposing to your fans: Which brand post characteristics drive consumer
engagement activities on social media brand pages?. Electronic Commerce Research and
Applications. https://doi.org/10.1016/j.elerap.2017.09.005

Muchardie, B. G., Yudiana, N. H., & Gunawan, A. (2016). Effect of Social Media Marketing on
Customer Engagement and its Impact on Brand Loyalty in Caring Colours Cosmetics, Martha
Tilaar. Binus Business Review. https://doi.org/10.21512/bbr.v7i1.1458

Singh, R. (2016). Role of Consumer Engagement and Swarm Intelligence in Management of a
Brand at Social Media. Advances in Marketing, Customer Relationship Management, and E-
Services Managing Public Relations and Brand Image through Social Media.
https://doi.org/10.4018/978-1-5225-0332-3.ch007

Moser, K. J., Tumasjan, A., & Welpe, I. M. (2016). Is content king? Job seekers’ engagement with
social media employer branding content. Proceedings of the Ist International Conference on
Advanced Research Methods and Analytics. https://doi.org/10.4995/carma2016.2016.3103

Linden, H., & Linden, S. (2016). Social Media: Millennials, Brand Fans and the Branding of Fans.
Fans and Fan Cultures. https://doi.org/10.1057/978-1-137-50129-5 9

Watkins, B., & Lee, J. W. (2016). Communicating Brand Identity on Social Media: A Case Study
of the Use of Instagram and Twitter for Collegiate Athletic = Branding.
https://doi.org/10.4135/9781526438232

Reimann, O., & Wagner, U. (2016). The Potential of Co-branding as a Branding Strategy for
Premium Private Labels: A Theoretical Assessment. Springer Proceedings in Business and
Economics Advances in National Brand and Private Label Marketing. https://doi.org/10.1007/978-
3-319-39946-1 11

Bharti, N., & Purohit, H. (2016). Influence of Social Media Marketing on Higher Education
Branding. Jaipuria International Journal of Management Research.
https://doi.org/10.22552/jijmr/2016/v2/12/125049

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016).
Social media marketing efforts of luxury brands: Influence on brand equity and consumer
behavior. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2016.04.181

Shirley, A. T. (2016). KONY 2012: Branding the Enemy—Activism Imagery in the Age of Social
Media and the Political Brand. Journal of  Media and Religion.
https://doi.org/10.1080/15348423.2015.1131044

Gao, Q., & Feng, C. (2016). Branding with social media: User gratifications, usage patterns, and
brand message content strategies. Computers n Human Behavior.
https://doi.org/10.1016/j.chb.2016.06.022

Can, P., & Cetin, I. (2016). A Research on the Comparison of the Effect of Benefits Obtained from
Social Media Marketing to Brand Commitment in Terms of Domestic and Foreign Consumers.
International Business Research. https://doi.org/10.5539/ibr.v10n2p29

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The influence of social media
interactions on consumer—brand relationships: A three-country study of brand perceptions and
marketing behaviors. International Journal of Research in Marketing.
https://doi.org/10.1016/j.1jjresmar.2015.06.004

Yan, J. (2015). The impact of digital and social media on branding. Journal of Digital & Social
Media Marketing. https://doi.org/10.69554/ehro7016

2019 www.ijhit.info 50|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

Awad, T. A., & Fatah, S. M. A. (2015). The Impact of Social Media Branding on Developing
Brand  Advocates for  Start-Ups. International Journal of Online  Marketing.
https://doi.org/10.4018/ijom.2015100103

Kohli, C., Suri, R., & Kapoor, A. (2015). Will social media kill branding?. Business Horizons.
https://doi.org/10.1016/j.bushor.2014.08.004

Wolf, M. V., Sims, J. M., & Yang, H. (2015). Understanding the Use of Social Media for
Employer Branding. Advances in Marketing, Customer Relationship Management, and E-Services
Handbook of Research on Integrating Social Media into Strategic Marketing.
https://doi.org/10.4018/978-1-4666-8353-2.ch004

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand
communities: a social media perspective. Journal of Product & Brand Management.
https://doi.org/10.1108/jpbm-06-2014-0635

Paganoni, M. C. (2015). Branding Heritage, Digital Genres, Transmedia Storytelling. City
Branding and New Media. https://doi.org/10.1057/9781137387967 4

Lekhanya, L. M. (2015). An Exploration of the Impact of Digital Marketing on SMEs Growth and
Brand Popularity in Rural South Africa. Journal of Economics and Behavioral Studies.
https://doi.org/10.22610/jebs.v7i5(j).604

O'Reilly, K., & Lancendorfer, K. M. (2014). Using the Power of Social Media Marketing to Build
Consumer-Based Brand Equity. Advances in E-Business Research Integrating Social Media into
Business Practice, Applications, Management, and Models. https://doi.org/10.4018/978-1-4666-
6182-0.ch004

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer Brand Engagement in Social
Media: Conceptualization, Scale Development and Validation. Journal of Interactive Marketing.
https://doi.org/10.1016/j.intmar.2013.12.002

Odia, E. O., & Isibor, F. O. (2014). Strategic Approach to Nation Branding: A Case of the Nigeria
Brand. International Journal of Business and Management. https://doi.org/10.5539/ijbm.v9n3p204

Haan, P., & Wolf, A. M. (2014). Consumer Personality and Small Business Brand Loyalty.
Association of Marketing Theory and Practice Proceedings. https://doi.org/10.20429/amtp.2014.17

Tugrul, T. O. (2014). Brand experience effects on consumer social media marketing perceptions
and brand value. Journal of Global Strategic Management.
https://doi.org/10.20460/jgsm.2014815640

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

Kohli, G. S., Melewar, T., & Yen, D. (2014). Investigating the strategic marketing significance of
brand love in developing and nurturing consumer-brand relationships via film branding: A
brandscape perspective. The Marketing Review.
https://doi.org/10.1362/146934714x14185702841325

Ruzzier, M. K., Ruzzier, M., & Hisrich, R. D. (2013). Branding in SMEs. Marketing for
Entrepreneurs and SMEs. https://doi.org/10.4337/9781781955970.00019

Roy, D., & Banerjee, S. (2012). Strategic branding roadmap for SMEs operating in business-to-

business  sector. Journal of Research in  Marketing and  Entrepreneurship.
https://doi.org/10.1108/14715201211271384

2019 www.ijhit.info 51|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

79.

80.

81.

82.

83.

&4.

85.

86.

87.

88.

&9.

90.

91.

92.

93.

Matteo, S., Spolaor, G., & Zotto, C. D. (2012). Branding with Social Media at RTS. Handbook of
Social Media Management. https://doi.org/10.1007/978-3-642-28897-5 34

Pharr, J. M. (2012). From User-Generated Content to User-Generated Branding: A Research
Typology for Investigating the Power of Social Media in ‘Open-Source Branding’. Association of
Marketing Theory and Practice Proceedings. https://doi.org/10.20429/amtp.2012.03

Hidayat, N. K., & Tobing, R. (2012). Enhancing Netizen As A Digital Marketing Activity Toward
Strategic ~ Branding: A  Case Study of “XYZ” Brand. @ The  Winners.
https://doi.org/10.21512/tw.v1311.668

Wang, S., Soesilo, P. K., Zhang, D., & Benedetto, C. A. D. (2012). The Impact of Luxury Brand-
Retailer Co-Branding Strategy on Consumers’ Evaluation of Luxury Brand Image: The Case of
Taiwan. Advances in International Marketing Interdisciplinary Approaches to Product Design,
Innovation, & Branding in International Marketing. https://doi.org/10.1108/s1474-
7979(2012)0000023007

Yan, J. (2011). Social media in branding: Fulfilling a need. Journal of Brand Management.
https://doi.org/10.1057/bm.2011.19

Horan, G., O'Dwyer, M., & Tiernan, S. (2011). Exploring management perspectives of branding in
service SMEs. Journal of Services Marketing. https://doi.org/10.1108/08876041111119831

Besharat, A. (2010). How co-branding versus brand extensions drive consumers' evaluations of
new products: A  brand equity approach. Industrial Marketing Management.
https://doi.org/10.1016/j.indmarman.2010.02.021

Abimbola, T. (2001). Branding as a Competitive Strategy for Demand Management in SMEs.
Journal of Research in Marketing and Entrepreneurship.
https://doi.org/10.1108/14715200180001480

Sinicki, A. (2019). Social Media and Brand Marketing. Branding and Design.
https://doi.org/10.1007/978-1-4842-4958-1 5

Martinez-Rolan, X., & Pifeiro-Otero, T. (2019). Marketing Analytics: Why Measuring Web and
Social Media Matters. Business Intelligence and Analytics in Small and Medium Enterprises.
https://doi.org/10.1201/9780429056482-6

Lee, S. (2019). Does brand logo matter in social media marketing? The moderating role of brand
logo and brand equity in brand evaluation. Journal of Digital & Social Media Marketing.
https://doi.org/10.69554/ctoj6700

McShane, L., Pancer, E., & Poole, M. (2019). The Influence of B to B Social Media Message
Features on Brand Engagement: A Fluency Perspective. Journal of Business-to-Business
Marketing. https://doi.org/10.1080/1051712x.2019.1565132

Duncan, S. Y., Chohan, R., & Ferreira, J. J. (2019). What makes the difference? Employee social
media  brand  engagement.  Journal of Business &  Industrial = Marketing.
https://doi.org/10.1108/;bim-09-2018-0279

Kaur, R. (2019). Social Media Marketing and Small Business. International Journal of Trend in
Scientific Research and Development. https://doi.org/10.31142/ijtsrd21501

Abuljadail, M., & Ha, L. (2019). Engagement and brand loyalty through social capital in social
media. International Journal of Internet Marketing and Advertising.
https://doi.org/10.1504/ijima.2019.102557

2019 www.ijhit.info 52|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

94. Elgusia, R. (2019). Why does Hospital Social Media Marketing Public Relations Fail? A Close
Observation of Brand X in Socializing its MRI Service Benefits. Jobmark: Journal of Branding
and Marketing Communication. https://doi.org/10.36782/jobmark.v1i2.199

95. Almohaimmeed, B. M. A. (2019). The Effects of Social Media Marketing Antecedents on Social
Media Marketing, Brand Loyalty and Purchase Intention: A Customer Perspective. Journal of
Business & Retail Management Research. https://doi.org/10.24052/jbrmr/v13is04/art-13

96. Chahal, H., Wirtz, J., & Verma, A. (2019). Social media brand engagement: dimensions, drivers
and consequences. Journal of Consumer Marketing. https://doi.org/10.1108/jcm-11-2018-2937

97. Salem, S. F., & Salem, S. O. (2019). Effects of Social Media Marketing and Selected Marketing
Constructs on Stages of Brand Loyalty. Global Business Review.
https://doi.org/10.1177/0972150919830863

98. Trevino, T., & Morton, F. (2019). Children on social media: An exploratory study of their habits,
online content consumption and brand experiences. Journal of Digital & Social Media Marketing.
https://doi.org/10.69554/mwbw4195

99. Prabantoro, G., & Hariyanto, J. (2019). Social Media Preference as a Media of Business Marketing
Communication of SMEs in Rawamangun East Jakarta. Proceedings of the S5th Annual
International Conference on Management Research. https://doi.org/10.2991/aicmar-18.2019.36

100. Theocharis, D. (2019). Customer Engagement in Sports and its Impact on Brand Strength and
Brand Equity through Social Media. Procedia of Economics and Business Administraion.
https://doi.org/10.26458/v5.11.25

101. Helal, G. (2019). Social Media, Online Brand Communities, and Customer Engagement in the
Fashion Industry. Advances in Marketing, Customer Relationship Management, and E-Services
Leveraging Computer-Mediated Marketing Environments. https://doi.org/10.4018/978-1-5225-
7344-9.ch007

102. Cao, J. T., Foster, J., & Yaoyuneyong, G. (2019). The Role of Brand Personality in Setting
Expectations for Engagement on Social Media. Association of Marketing Theory and Practice
Proceedings. https://doi.org/10.20429/amtp.2019.43

103. Robertson, J., Ferguson, S. L., Eriksson, T., & Néppd, A. (2019). The brand personality
dimensions of business-to-business firms: a content analysis of employer reviews on social media.
Journal of Business-to-Business Marketing. https://doi.org/10.1080/1051712x.2019.1603354

104. Brandao, A., Pinho, E., & Rodrigues, P. (2019). Antecedents and consequences of luxury brand
engagement in social media. Spanish Journal of Marketing - ESIC. https://doi.org/10.1108/sjme-
11-2018-0052

105. Kelly, A. (2019). Brands, Branding and Brand Culture. Contemporary Issues in Marketing.
https://doi.org/10.4135/9781036233822.n6

106. Wong, M. (2019). Emotional Branding in Multimodal Personal Loan TV Advertisements:
Analysing Voices and Engagement. Multimodal Communication. https://doi.org/10.1007/978-3-
030-15428-8 4

107. Alnsour, M., & Faour, H. R. A. (2019). The Influence of Customers Social Media Brand

Community Engagement on Restaurants Visit Intentions. Journal of International Food &
Agribusiness Marketing. https://doi.org/10.1080/08974438.2019.1599751

108. Hunt, S. D. (2019). The ethics of branding, customer-brand relationships, brand-equity strategy,
and branding as a  societal institution. Journal of  Business  Research.
https://doi.org/10.1016/j.jbusres.2018.07.044

2019 www.ijhit.info 53|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

109. Nuortimo, K., & Harkonen, J. (2019). Establishing an automated brand index based on opinion
mining: analysis of printed and social media. Journal of Marketing Analytics.
https://doi.org/10.1057/s41270-019-00060-9

110. Opeibi, T. (2019). The Twittersphere as Political Engagement Space: A Study of Social Media
Usage in Election Campaigns in Nigeria. Digital Studies/Le champ numérique.
https://doi.org/10.16995/dscn.292

111. Eid, R., Abdelmoety, Z., & Agag, G. (2019). Antecedents and consequences of social media
marketing use: an empirical study of the UK exporting B2B SMEs. Journal of Business &
Industrial Marketing. https://doi.org/10.1108/jbim-04-2018-0121

112. Das, P. (2019). Does Social Media Enhance Brand Fandom?. Advances in Marketing, Customer
Relationship Management, and E-Services Optimizing Millennial Consumer Engagement With
Mood Analysis. https://doi.org/10.4018/978-1-5225-5690-9.ch007

113. Osei-Frimpong, K., McLean, G., & Famiyeh, S. (2019). Social media brand engagement
practices. Information Technology & People. https://doi.org/10.1108/itp-05-2018-0220

114. Szymanski, S. (2019). Branding & marketing. ACM SIGGRAPH 2019 Panels.
https://doi.org/10.1145/3306212.3328105

115. Khajuria, 1., & Rachna. (2019). Social media marketing in creating brand awareness and brand
trust. MANTHAN: Journal of Commerce and Management, Special Issue, 1-18.
https://doi.org/10.17492/manthan.spl19.1

116. Jayasingh, S. (2019). Consumer brand engagement in social networking sites and its effect on
brand loyalty. Cogent Business & Management. https://doi.org/10.1080/23311975.2019.1698793

117. SAHIN, 1., Giilmez, M., & Ersoy, E. (2019). Social Media Marketing and e-WOM: A
Descriptive Approach to Mediterranean Young's Online Brand-Related Activities, Attitudes and

Engagement. Journal of Internet Applications and Management.
https://doi.org/10.34231/iuyd.518958

118. Rossolatos, G. (2019). Negative brand meaning co-creation in social media brand communities:
A laddering approach using NVivo. Psychology & Marketing. https://doi.org/10.1002/mar.21273

119. Ebrahim, R. S. (2019). The Role of Trust in Understanding the Impact of Social Media
Marketing on Brand Equity and Brand Loyalty. Journal of Relationship Marketing.
https://doi.org/10.1080/15332667.2019.1705742

120. Riskyawan, A. V., & Ervianty, R. M. (2019). The Use of Digital Marketing Communication
Media as a Tool to Achieve Brand Awareness of Kitchenindo Products. TIJAB (The International
Journal of Applied Business). https://doi.org/10.20473/tijab.v3.11.2019.59-72

121. Gidado, S. D., & Babakura, A. (2019). Accounting and Managerial Skills: Factors for Success of
Small and Medium Scale Enterprises (SMEs) in North-West Nigeria. International Journal of
Academic Research in Business and Social Sciences. https://doi.org/10.6007/ijarbss/v9-15/5876

122. Cheung, M. L., Pires, G. D., & Rosenberger, P. J., III (2019). Developing a conceptual model for
examining social media marketing effects on brand awareness and brand image. International
Journal of Economics and Business Research. https://doi.org/10.1504/ijebr.2019.098874

123. Mohammed, M., Ab-Rahim, R., & Shah, S. (2019). Small and Medium Size Enterprises (SMEs)
and Multidimensional Poverty Index: Empirical Evidence from Nigeria. International Journal of
Academic Research in Business and Social Sciences. https://doi.org/10.6007/ijarbss/v9-13/5765

2019 www.ijhit.info 54|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

124. Herdina, N., Hurriyati, R., & Widjadjanta, B. (2019). Pengaruh Social Media Marketing terhadap
Brand Equity (Survei terhadap Anggota Fanpage Facebook Elevania). Journal of Business
Management Education (JBME). https://doi.org/10.17509/jbme.v4i3.19276

125. Rohn, U., & Jaanson, K. (2019). Film Branding: How the Estonia 100 umbrella brand influenced
production, marketing and consumption of the Estonia 100 films. Baltic Screen Media Review.
https://doi.org/10.2478/bsmr-2019-0003

126. Njoku, P. O., & Chiana, C. A. (2019). Investigating the impact of e-marketing adoption on
marketing success of small business enterprises in Abia State, Nigeria. Archives of Business
Research, 7(SP), 90-101. https://doi.org/10.14738/abr.73.2.6367

127. Bismo, A., Putra, S., & Melysa (2019). Application of Digital Marketing (social media and email
marketing) and its Impact on Customer Engagement in Purchase Intention: a case study at PT.

Soltius Indonesia. 2019 International Conference on Information Management and Technology
(ICIMTech). https://doi.org/10.1109/icimtech.2019.8843763

128. Deveshwar, R. A. D. R. A. (2019). Brand Engagement Through Social Media. International
Journal of Communication and Media Studies. https://doi.org/10.24247/ijcmsjun201912

129. Kim, M., Moon, S., & lacobucci, D. (2019). The Influence of Global Brand Distribution on
Brand  Popularity on  Social Media. Journal of  International  Marketing.
https://doi.org/10.1177/1069031x19863307

130. Mathur, M. (2019). Building brand advocacy on social media to improve brand equity.
International Journal of Electronic Marketing and Retailing.
https://doi.org/10.1504/ijemr.2019.098751

131. Hoang, H. T., Wang, F., Ngo, Q. V., & Chen, M. (2019). Brand equity in social media-based
brand community. Marketing Intelligence & Planning. https://doi.org/10.1108/mip-01-2019-0051

132. Gao, X., Kim, S. Y., Kim, D. Y., & Lee (2019). The Effects of Social Media Advertising on
Social Search in China: Evidence from Luxury Brand. Asia Marketing Journal.
https://doi.org/10.53728/2765-6500.1341

133. Serdamba, N., & Erdenebileg, M. (2019). Impact of social media marketing on customer
purchase intention: in the case of the gobi, mongolian cashmere brand. International Journal of
Business Management and Economic Review. https://doi.org/10.35409/ijbmer.2019.5966

134. Visser, M., Kloos, M., & Anker, G. v. d. (2019). Customer acquisition: digital branding. Digital
Marketing Fundamentals. https://doi.org/10.4324/9781003021674-5

135. Nordin, A., & Lada, S. (2019). Social media acceptance factor in marketing among small
medium enterprises (SME) in labuan. Journal of the Asian Academy of Applied Business
(JAAAB). https://doi.org/10.51200/jaaab.v010.2015

136. Schwartz, R., & MacDonald, K. (2019). Social Media and Digital Marketing. The Marketing
Edge for Filmmakers. https://doi.org/10.4324/9781315109565-13

137. Magnotta, E. (2019). From marketing to branding. Digital Disruption in Marketing and
Communications. https://doi.org/10.4324/9780429203572-3

138. Vinokurova, E. N., & Guzhova, I. V. (2019). Russian practice of Public Engagement in place
branding. Digital Place Brand Management: Global and Local Aspects: The Collection of

Materials of the 4th International Transdisciplinary Scientific and Practical WEB-Conference
"Connect-Universum — 2018". https://doi.org/10.17223/9785946218597/14

139. Orji, N. (2019). Social media and elections in Nigeria. Social Media and Politics in Africa.
https://doi.org/10.5040/9781350222632.ch-008

2019 www.ijhit.info 55|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

140. Gvili, Y., & Levy, S. (2019). Consumer engagement in sharing brand-related information on
social commerce: the roles of culture and experience. Journal of Marketing Communications.
https://doi.org/10.1080/13527266.2019.1633552

141. Akerejola, W. O., Okpara, E., Ohikhena, P., & Emenike, P. O. (2019). Availability of
Infrastructure and Adoption of Point of Sales of Selected Small and Medium Enterprises (SMEs)
in Lagos State, Nigeria. International Journal of Academic Research in Business and Social
Sciences. https://doi.org/10.6007/ijarbss/v9-11/5370

142. Garanti, Z., & Kissi, P. S. (2019). The effects of social media brand personality on brand loyalty
in the Latvian banking industry. International Journal of Bank Marketing.
https://doi.org/10.1108/ijbm-09-2018-0257

143. Ganushchak-Efimenko, L., Shcherbak, V., Nifatova, O., Kolodiziev, O., & Rebilas, R. (2019).
Methodological framework for integrated business structures branding development in Ukraine.
Innovative Marketing. https://doi.org/10.21511/im.15(2).2019.02

144. Alfian, N., & Nilowardono, S. (2019). The Influence of Social Media Marketing Instagram,
Word of Mouth and Brand Awareness of Purchase Decisions on Arthenis Tour and Travel. IIJEBD

(International Journal of Entrepreneurship And Business Development).
https://doi.org/10.29138/ijebd.v2i2.770

145. Satria, H. W. (2018). Brand Marketing Communications Micro, Small and Medium Enterprises
(SMEs) in Indonesia (Resonance Pyramid Brand Implementation Study on Radio Magno). KnE
Social Sciences. https://doi.org/10.18502/kss.v3i11.2778

146. Runkel, C. (2018). Employer Branding und Social-Media-Marketing. Employer Branding fiir die
Logistik. https://doi.org/10.1007/978-3-658-22642-8 5

147. Pringle, J., & Fritz, S. (2018). The university brand and social media: using data analytics to
assess  brand  authenticity.  Journal = of  Marketing  for  Higher  Education.
https://doi.org/10.1080/08841241.2018.1486345

148. BILGIN, Y. (2018). The effect of social media marketing activities on brand awareness, brand
image and brand loyalty. Business & Management Studies: An International Journal.
https://doi.org/10.15295/bmij.v611.229

149. Kurniawan, A., & Asharudin, M. (2018). Small and medium enterprises (SMEs) face digital
marketing. = Muhammadiyah  International  Journal of Economics and  Business.
https://doi.org/10.23917/mijeb.v1i2.9367

150. Priskila, T. (2018). The Effectiveness of Social Media and Online Marketing in Promoting
Indonesian Tourism: Case of Wonderful Indonesia Brand. Proceedings of the 7th International

Conference on Entrepreneurship and Business Management.
https://doi.org/10.5220/0008490401910196

151. Kasemsap, K. (2018). The Roles of Social Media Marketing and Brand Management in Global
Marketing. Social Media Marketing. https://doi.org/10.4018/978-1-5225-5637-4.ch021
152. Hermanus, A. E. (2018). Pengaruh social media marketing terhadap brand loyalty: efek mediasi

brand-value consciousness pada merek adidas di indonesia. Journal of Management and Business.
https://doi.org/10.24123/jmb.v15i2.281

153. Carlton, J. (2018). The keys to social media success in a professional environment: Develop
shareable content and build brand ambassadors. Journal of Digital & Social Media Marketing.
https://doi.org/10.69554/pgxi6448

2019 www.ijhit.info 56|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

154. Pitt, C. S., Botha, E., Ferreira, J. J., & Kietzmann, J. (2018). Employee brand engagement on
social  media: Managing optimism  and  commonality. Business Horizons.
https://doi.org/10.1016/j.bushor.2018.04.001

155. Cheng, C. C., & Shiu, E. C. (2018). How to enhance SMEs customer involvement using social

media: The role of Social CRM. International Small Business Journal: Researching
Entrepreneurship. https://doi.org/10.1177/0266242618774831

156. Koch, S., & Dikmen, A. (2018). Does Successful Social Media Marketing Affect Brand Value?.
Social Media Marketing. https://doi.org/10.4018/978-1-5225-5637-4.ch020

157. Absah, Y., Muchtar, Y. C., & Qamariah, I. (2018). Improving Performance of SMEs through
Social Media Marketing Training. Proceedings of the 1st Economics and Business International
Conference 2017. https://doi.org/10.2991/ebic-17.2018.99

158. Kolo, C., & Haumer, F. (2018). Social media celebrities as influencers in brand communication:
An empirical study on influencer content, its advertising relevance and audience expectations.
Journal of Digital & Social Media Marketing. https://doi.org/10.69554/bvcw5365

159. Raki, S., & Shakur, M. M. A. (2018). Brand Orientation in Small and Medium Enterprises
(SMEs) from Malaysian Government Perspective. International Journal of Academic Research in
Business and Social Sciences. https://doi.org/10.6007/ijarbss/v8-17/4375

160. Raki, S., & Shakur, M. M. A. (2018). Brand management in Small and Medium Enterprises
(SMEs) from Stakeholder Theory Perspective. International Journal of Academic Research in
Business and Social Sciences. https://doi.org/10.6007/ijarbss/v8-17/4376

161. Yieh, K., Yeh, C., Tseng, T. H., Wang, Y., & Wu, Y. (2018). An investigation of B-to-B brand
value: evidence from manufacturing SMEs in Taiwan. Journal of Business-to-Business Marketing.
https://doi.org/10.1080/1051712x.2018.1454645

162. Prayudanti, A. A., & Rohmah, D. U. M. (2018). Decision Making Process of SMEs for Using
Social Media Marketing in Industrial Revolution 4.0. Journal of Economics, Business, and
Government Challenges. https://doi.org/10.33005/ebgc.v1i2.11

163. Richards, G., & Duif, L. (2018). Marketing and Branding the Small City. Small Cities with Big
Dreams. https://doi.org/10.4324/9781351201193-6

164. Choti, Y., Thoeni, A., & Kroff, M. W. (2018). Brand Actions on Social Media: Direct Effects on
Electronic Word of Mouth (eWOM) and Moderating Effects of Brand Loyalty and Social Media
Usage Intensity. Journal of Relationship Marketing.
https://doi.org/10.1080/15332667.2018.1440140

165. Osterle, B., Kuhn, M. M., & Henseler, J. (2018). Brand worlds: Introducing experiential
marketing to B2B branding. Industrial Marketing Management.
https://doi.org/10.1016/j.indmarman.2018.04.015

166. Abratt, R., & Bendixen, M. (2018). Corporate branding and internal brand management. Strategic
Marketing. https://doi.org/10.4324/9780429489327-5

167. Dumitriu, D., & Popescu, M. A. (2018). Building Brand Value and Business Sustainability in
Information Technology Based Organizations through Digital Marketing Techniques.
https://doi.org/10.20944/preprints201808.0321.v1

168. Habibi, M. R., Laroche, M., & Richard, M. (2018). Advertising in the World of Social Media-
Based Brand Communities. Social Media Marketing. https://doi.org/10.4018/978-1-5225-5637-
4.ch027

2019 www.ijhit.info 57T|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

169. Chernova, V. Y., Tretyakova, O. V., & Vlasov, A. L. (2018). Brand Marketing Trends in Russian
Social Media. Media Watch. https://doi.org/10.15655/mw/2018/v913/49478

170. Ahuja, V., & Alavi, S. (2018). Using Facebook as a Digital Tool for Developing Trust amongst
Consumers using Netnography and Social Media Analytics: A Study of Jet Airways. Journal of
Relationship Marketing. https://doi.org/10.1080/15332667.2018.1440145

171. Beig, F. A., & Khan, M. F. (2018). Impact of Social Media Marketing on Brand Experience: A
Study of Select Apparel Brands on Facebook. Vision: The Journal of Business Perspective.
https://doi.org/10.1177/0972262918785962

172. Schivinski, B. (2018). An applied predictive modeling of brand equity inducing social media
brand-related engagement. Global Fashion Management Conference.
https://doi.org/10.15444/gmc2018.01.01.01

173. Grzesiak, M. (2018). Personal Branding on YouTube in the United States and in Poland:
Comparative Analysis Based on Academic Literature and Published Marketing Studies. Personal
Brand Creation in the Digital Age. https://doi.org/10.1007/978-3-319-69697-3 4

174. Ahmed, Q. M., & Hussain, 1. (2018). Examining Brand Loyalty & Brand Consciousness through
the lens of Social Media Marketing. Asia Proceedings of Social Sciences.
https://doi.org/10.31580/apss.v213.278

175. Ilhan, B. E., Kiibler, R. V., & Pauwels, K. H. (2018). Battle of the Brand Fans: Impact of Brand
Attack and Defense on Social Media. Journal of Interactive  Marketing.
https://doi.org/10.1016/j.intmar.2018.01.003

176. Hutagalung, B., & Situmorang, S. H. (2018). The Effect Of Social Media Marketing On Value
Equity, Brand Equity And Relationship Equity On Young Entrepreneurs In Medan City.

Proceedings of the 1st Economics and Business International Conference 2017.
https://doi.org/10.2991/ebic-17.2018.84

177. Choo, H. J., & An, H. (2018). Branding Strategies for Handsome. Bloomsbury Fashion Business
Cases. https://doi.org/10.5040/9781474208796.0022

178. Anees-ur-Rehman, M., Wong, H. Y., Sultan, P., & Merrilees, B. (2018). How brand-oriented
strategy affects the financial performance of B2B SMEs. Journal of Business & Industrial
Marketing. https://doi.org/10.1108/jbim-10-2016-0237

179. Choo, H. J., & Kim, W. B. (2018). Branding Strategies for Gentle Monster. Bloomsbury Fashion
Business Cases. https://doi.org/10.5040/9781474208796.0020

180. Jiao, Y., Ertz, M., Jo, M., & Sarigollu, E. (2018). Social value, content value, and brand equity in
social media brand communities. International Marketing Review. https://doi.org/10.1108/imr-07-
2016-0132

181. Halim, 1. A. (2018). Strategi Intergrated Social Media Network Game: Penggunaan Advergame
dalam  Membentuk Customer Brand Engagement. Jurnal Komunikasi Indonesia.
https://doi.org/10.7454/jki.v412.8891

182. Goel, L., Zhang, P., & Rehm, S. (2017). Social media in small business operations. Journal of
Digital & Social Media Marketing. https://doi.org/10.69554/yqvh4367

183. Helme-Guizon, A., & Magnoni, F. (2017). What Are the Combinations of Patterns of Brand
Engagement Leading to High Brand Loyalty Intentions in Social Media? An Extended Abstract.
Developments in Marketing Science: Proceedings of the Academy of Marketing Science
Marketing at the Confluence between Entertainment and Analytics. https://doi.org/10.1007/978-3-
319-47331-4 276

2019 www.ijhit.info 58| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

184. Conejo, F. J. (2017). Improving social media brand personas using archetypes. Journal of Digital
& Social Media Marketing. https://doi.org/10.69554/0esr4492

185. Holm, S. E., & Plangger, K. (2017). Queer Citizenship Branding: Brand Opportunities and Risks
of Social Movements (An Extended Abstract). Developments in Marketing Science: Proceedings

of the Academy of Marketing Science Marketing at the Confluence between Entertainment and
Analytics. https://doi.org/10.1007/978-3-319-47331-4 30

186. Erkollar, A., & Oberer, B. (2017). Digital marketing planning with the brand dashboard
approach. Marketing and Branding Research. https://doi.org/10.33844/mbr.2017.60336

187. Chahal, H., & Rani, A. (2017). How trust moderates social media engagement and brand equity.
Journal of Research in Interactive Marketing. https://doi.org/10.1108/jrim-10-2016-0104

188. Mbonu, 1. S., Aliliele, C., Uzoka, E., & Oluoha, O. M. (2019). A review of comparative data
protection regulations and secure cloud implementation strategies across jurisdictions. Iconic
Research and Engineering Journals, 2(9), 482-501. https://doi.org/10.64388/IREV219-1714912

189. Agyei, R. K., Izuchukwu, O. T., Feboh, D., & Idowu, A. (2019). Determinants of web-based
payment portal adoption in Sub-Saharan Africa: A review and synthesis. International Journal of
Computer Science and Mathematical Theory, 5(2), 56-79.
https://doi.org/10.56201/ijcsmt.vol.5.102.2019.pg56.79

190. Lawal, O. A., & Oduleye, T. E. (2018). A review and conceptual framework for tax governance
and cross-border compliance analytics. IRE Journals, 2(5).

191. Badmus, O., Dosunmu, A. A., & Ozowara, D. E. (2019). A conceptual model for ETL design and
data integration in Salesforce-centric enterprise architectures. IRE Journals, 3(5).

192. Akomolafe, O., & Agu, M. U. (2019b). A review of data-driven risk evaluation models for
emerging market financial institutions. Iconic Research and Engineering Journals, 3(6), 433-448.

193. Sunday, E. A., & Omoegun, G. O. (2018). Integrating solar power solutions in small-scale
manufacturing industries in Nigeria. International Journal of Scientific Research in Science,
Engineering and Technology, 4(8), 832-853.

194. Odejobi, O. D., & Ahmed, K. S. (2018b). Performance evaluation model for multi-tenant
Microsoft 365 deployments under high concurrency. IRE Journals, 1(11), 92-107.

195. Ekemezie, U. C., Ohunyon, G., & Sydney, E. (2018). Evaluating IDSR implementation in Benue
State, Nigeria: DHIS2 data quality and surveillance capacity. Iconic Research and Engineering
Journals, 2(6).

196. Agyei, R. K., Izuchukwu, O. T., Feboh, D., & Idowu, A. (2018). Integrated marketing
communications and subscriber growth in a Sub-Saharan telecom sub-brand. International Journal
of Marketing and Communication Studies, 3(2), 49-71.
https://doi.org/10.56201/ijmcs.v3.n02.2018.pg49.71

197. Tlodigwe, L., & Adesemoye, A. C. (2019a). A critical review of health insurance financing
mechanisms and provider payment reform strategies for balancing coverage expansion and
financial protection in emerging markets. International Journal of Health and Pharmaceutical
Research, 5(2), 31-55. https://doi.org/10.56201/ijhpr.vol.5.n02.2019.pg31.55

198. Bobga, M. A., Boakye, K., Ogbona, C. S., & Yeboah, T. J. (2018). Pedagogical strategies for
teaching students with learning difficulties in resource-constrained schools. Iconic Research and
Engineering Journals, 2(4), 173-194. https://doi.org/10.64388/IREV214-1714176

199. Akomolafe, O., & Agu, M. U. (2019c). Advances in financial resilience through integrated
governance and compliance strategies. Iconic Research and Engineering Journals, 2(10), 607-620.

2019 www.ijhit.info 59|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

200. Nwafor, M. I., Uduokhai, D. O., Ifechukwu, G. O., Stephen, D., & Aransi, A. N. (2019b).
Developing an analytical framework for enhancing efficiency in public infrastructure delivery
systems. Iconic Research and Engineering Journals, 2(11), 657-670.

201. Fadayomi, O., Abolaji, T. O., Edivri, J., Ogbole, J. I., Okoruwa, P. O., & Akeju, B. (2019). Risk-
based cybersecurity assurance and data availability: Limitations, advances and future research
opportunities.  Iconic ~ Research  and  Engineering  Journals,  2(12), 602-617.
https://doi.org/10.64388/IREV2112-1713779

202. Badmus, O., Dosunmu, A. A., & Ozowara, D. E. (2018). A systematic review of CI/CD pipeline
strategies in Salesforce DevOps: Tools, practices, and deployment outcomes. IRE Journals, 2(6).

203. Obetta, P. C., & Ninduwezuor-Ehiobu, N. (2019). Integrity assurance of FSO turret mooring
systems: A review of inspection, monitoring and life-extension strategies. Iconic Research and
Engineering Journals, 3(6). https://doi.org/10.64388/IREV316-1722581

204. Arumosoye, O. M., & Obriki, O. D. (2019). Systematic review of near-miss and hazard
observation data utilization in industrial safety management. Iconic Research and Engineering
Journals, 3(2), 981-999. https://doi.org/10.64388/IREV312-1714417

205. Oshoba, T. O., Hammed, N. 1., & Odejobi, O. D. (2019). Secure identity and access management
model for distributed and federated systems. IRE Journals, 3(4), 550-567.

206. Aneke, O. B., & Adesemoye, A. C. (2019). Toward an integrated conceptual framework for
traceability and chain-of-custody integrity in pharmaceutical distribution. Iconic Research and
Engineering Journals, 3(4), 655-672.

207. Akeju, B., Edivri, J., Ogbole, J. 1., Okoruwa, P. O., Fadayomi, O., & Abolaji, T. O. (2018).
Conceptual model for insider threat classification and risk modeling in complex digital systems.
Iconic Research and Engineering Journals, 1(9), 476-492. https://doi.org/10.64388/IREV119-
1713778

208. Shittu, H., Opara, 1. S., Elumilade, R. A., & Adeniji, I. O. (2019). Hydrogen as a secondary
energy carrier: Modeling its integration in national grids. Iconic Research and Engineering
Journals, 3(1), 628-643. https://doi.org/10.64388/IREV311-1713909

209. Nwafor, M. 1., Uduokhai, D. O., Giloid, S., & Aransi, A. N. (2018). Comparative study of
traditional and contemporary architectural morphologies in Nigerian settlements. Iconic Research
and Engineering Journals, 1(7), 138-152.

210. Adaramola, T. S., Fadero, S., & Gideon, E. N. (2018). Predictive maintenance and condition
monitoring in critical power and energy infrastructure. Iconic Research and Engineering Journals,
2(5), 454-477. https://doi.org/10.64388/IREV215-1722489

211. Ladapo, O. O., Dosunmu, A. A., Jooda, D., & Abolaji, T. O. (2019). Implementation of Active
Directory for efficient management of enterprise networks. IRE Journals, 3(4).
https://doi.org/10.64388/IREV314-1717206

212. Obogo, S. F., Uduokhai, D. O., & Ozobu, C. O. (2019). Systematic review of hazard
identification and risk control practices in urban construction projects. Iconic Research and
Engineering Journals, 2(12), 666-681. https://doi.org/10.64388/IREV2112-1715496

213. Mbonu, I. S., Aliliele, C., Iwuanyanwu, U., & Oluoha, O. M. (2018). A conceptual framework
for legal and ethical risk modeling in enterprise data protection governance systems. Iconic
Research and Engineering Journals, 2(2), 207-226. https://doi.org/10.64388/IREV212-1714911

2019 www.ijhit.info 60| Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

214. Alaka, O. B., & Tiamiyu, R. (2019). Repeated-load performance of concrete produced with
locally sourced aggregates for road and drainage structures. IRE Journals, 2(10), 673—691.
https://doi.org/10.64388/IREV2110-1722671

215. Nwafor, M. 1., Uduokhai, D. O., Ifechukwu, G. O., Stephen, D., & Aransi, A. N. (2018). Impact
of climatic variables on the optimization of building envelope design in humid regions. Iconic
Research and Engineering Journals, 1(10), 322-335.

216. Azeez, L. O., & Badmus, O. B. (2018). Data-driven framework for predicting subsurface
contamination pathways in complex remediation projects. Iconic Research and Engineering
Journals, 2(5), 312-335.

217. Adeyelu, O. O. (2019). An adaptive safety management system implementation model for
aerodromes in developing economy contexts. Iconic Research and Engineering Journals, 3(4),
628-654. https://doi.org/10.64388/IREV314-1718479

218. Ogbete, J. C., Aminu-Ibrahim, A. Y., & Ambali, K. B. (2019). Regulatory compliant design
systems for molecular and pathology laboratories in highly controlled environments. Iconic
Research and Engineering Journals, 3(4), 607-631. https://doi.org/10.64388/IREV314-1713589

219. [12:49, 5/29/2026] +1 (618) 434-9528: 1. Dogbatsey, E. A., & Ebhojie, O. (2018). Budget
Compliance and Statutory Reporting in Sub-Saharan Africa: A Systematic Review of Frameworks,
Gaps, and Reform Pathways.

220. Uchechi, N., Ominyi, M., & Jones, B. C. (2018). Procedural standardization and workflow
optimization in high-volume dispute resolution clinics: A systematic review. Iconic Research and
Engineering Journals, 2(6). https://doi.org/10.64388/IREV216-1722789

221. Ladapo, O. O., Dosunmu, A. A., Jooda, D., & Abolaji, T. O. (2018). Lessons learned from offline
assessment of security-critical systems: The case of Microsoft Active Directory. IRE Journals,
2(6). https://doi.org/10.64388/IREV216-1717205

222. Obetta, P. C. (2019). Reliability and integrity management of fired heaters, boilers and furnaces
in upstream oil and gas: A review. Iconic Research and Engineering Journals, 3(5).
https://doi.org/10.64388/IREV315-1722580

223. Nwafor, M. 1., Uduokhai, D. O., Ifechukwu, G. O., Stephen, D., & Aransi, A. N. (2019¢c).
Quantitative evaluation of locally sourced building materials for sustainable low-income housing
projects. Iconic Research and Engineering Journals, 3(4), 568-582.

224. Gil-Ozoudeh, I. D. S., Aransi, A. N., Nwafor, M. 1., & Uduokhai, D. O. (2018). Socioeconomic
determinants influencing the affordability and sustainability of urban housing in Nigeria. IRE
Journals, 2(3), 164-169.

225. Abdulrazaq, K., Yusuf, H. D., Osinem, H. E., & Eribenne, F. (2019). A model for improving
infection detection accuracy through integrated laboratory information systems. Iconic Research
and Engineering Journals, 3(6). https://doi.org/10.64388/IREV316-1723089 [Page range not given
in source, verify on publisher site.]

226. Adeyelu, O. O. (2018). A predictive compliance monitoring framework for detecting systemic
safety risks through aviation consumer complaint data. Iconic Research and Engineering Journals,
1(8), 250-276. https://doi.org/10.64388/IREV118-1718478

227. Lamidi, O. B. A., & Olamide, A. (2018). Spatially explicit risk modeling framework for tracking
subsurface contaminant migration in data-limited remediation sites. Iconic Research and
Engineering Journals, 2(6), 178-198.

2019 www.ijhit.info 6l |Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

228. Atta, S., Asomani, E., & Adenuga, O. M. (2018). A systematic review of green corrosion
inhibitors from agricultural extracts for mild steel protection in acidic and alkaline media.
International ~ Journal of Engineering and Modern  Technology, 4(1), 64-97.
https://doi.org/10.56201/ijemt.vol.4.n01.2018.pg64.97

229. Arumosoye, O. M., & Obriki, O. D. (2018). Development of an integrated heat stress risk
conceptual model for industrial operations in extreme environments. Iconic Research and
Engineering Journals, 1(12), 141-160. https://doi.org/10.64388/IREV1112-1714415

230. Sunday, E. A., Omoegun, G. O., Essien, M. A., & Oluokun, O. A. (2019). Thermodynamic
efficiency and control strategies in residential air conditioning systems. International Journal of
Scientific Research in Civil Engineering, 3(3), 52-76.

231. Bolaji, O., Alaka, O. B., Ajayi, O., & Tiamiyu, R. (2019). Field condition assessment of roadside
drainage and culvert structures on urban arterials in southwestern and North Central Nigeria. IRE
Journals, 3(1), 663—683. https://doi.org/10.64388/IREV1012-1722674

232. Gbadamosi, 1. T., & Obogo, S. F. (2013). Chemical constituents and in vitro antimicrobial
activities of five botanicals used traditionally for the treatment of neonatal jaundice in Ibadan,
Nigeria. Nature and Science, 11(10), 130-135.

233. Ogbete, J. C., Aminu-Ibrahim, A. Y., & Ambali, K. B. (2018). Optimizing laboratory spatial
planning strategies to improve diagnostic accuracy, safety, and clinical throughput. Iconic
Research and Engineering Journals, 2(1), 87-113. https://doi.org/10.64388/IREV117-1713587

234. Lawal, O. A., & Oduleye, T. E. (2019). Conceptualizing data driven executive decision systems
for strategic financial planning. IRE Journals, 3(3).

235. Okonkwo, C. S., Ogunwole, O., & Okeke, O. T. (2018a). Framework for strategic procurement
optimization in oil and gas operations. Iconic Research and Engineering Journals, 1(7), 153-168.
https://doi.org/10.64388/IREV117-1713119

236. Ahmed, K. S., & Odejobi, O. D. (2018a). Conceptual framework for scalable and secure cloud
architectures for enterprise messaging. IRE Journals, 2(1), 1-15.

237. Badmus, O., Dosunmu, A. A., & Ozowara, D. E. (2019). A governance framework for Salesforce
platform management in regulated healthcare environments. IRE Journals, 3(6).

238. Ahmed, K. S., & Odejobi, O. D. (2018b). Resource allocation model for energy-efficient virtual
machine placement in data centers. IRE Journals, 2(3), 1-10.

239. Okonkwo, C. S., Ogunwole, O., Okeke, O. T., & Mayo, W. (2019). Conceptual framework for
cost reduction through contract negotiation and vendor governance. Iconic Research and
Engineering Journals, 2(9), 468-482. https://doi.org/10.64388/IREV219-1713121

240. Obriki, O. D., & Arumosoye, O. M. (2018). Conceptual modeling of data-driven occupational
safety risk control in large-scale energy infrastructure projects. Iconic Research and Engineering
Journals, 1(7), 169-189. https://doi.org/10.64388/IREV117-1714414

241. Yusuf, H. D., & Abdulrazaq, K. (2018). A conceptual framework for strengthening diagnostic
quality systems in resource-limited clinical laboratories. Iconic Research and Engineering
Journals, 1(11), 145-179. https://doi.org/10.64388/IREV1111-1723090

242. Dogbatsey, E. A., Ebhojie, O., & Oyeleye, A. O. (2019). Reconciliation control and financial
workflow redesign in emerging market organizations: A conceptual framework. Zenodo.
https://doi.org/10.5281/zenodo.20447103 \[Originally numbered 3(5); journal name not captured
in source.\]

2019 www.ijhit.info 62|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

243. Akomolafe, O., & Agu, M. U. (2019a). A conceptual framework for developing risk-based
internal control models in the insurance and banking sectors. Iconic Research and Engineering
Journals, 2(8), 335-354.

244. Anichukwueze, C. C., Osuji, V. C., & Oguntegbe, E. E. (2019). Global marketing law and
consumer protection challenges: A strategic framework for multinational compliance. IRE
Journals, 3(6), 325-333.

245. Obriki, O. D., & Arumosoye, O. M. (2019). A conceptual framework linking management safety
walkthrough frequency and coverage to safety culture outcomes in mega projects. Iconic Research
and Engineering Journals, 2(8), 355-374. https://doi.org/10.64388/IREV218-1714416

246. Lawal, O. A., & Oduleye, T. E. (2018). A conceptual model for financial analytics driven
enterprise value creation in technology firms. IRE Journals, 2(2).

247. Lawal, O. A., & Oduleye, T. E. (2019). A conceptual risk assessment model for transfer pricing
in multinational corporations. IRE Journals, 2(12).

248. Dosunmu, A. A., & Ogundele, P. O. (2019). Security audit and enterprise risk assessment
frameworks for resilient information systems. IRE Journals, 3(5).

249. Michael, O. N., & Ogunsola, O. E. (2019a). Determinants of access to agribusiness finance and
their influence on enterprise growth in rural communities. Iconic Research and Engineering
Journals, 2(12), 533-548.

250. Michael, O. N., & Ogunsola, O. E. (2019b). Strengthening agribusiness education and
entrepreneurial competencies for sustainable youth employment in Sub-Saharan Africa. Iconic
Research and Engineering Journals, 2(9), 416-431.

251. Agbabiaka, J., Okonkwo, C. S., Ogunwole, O., Mayo, W., & Okeke, O. T. (2019). Supply chain
risk management model for EPC and gas processing projects. Iconic Research and Engineering
Journals, 3(2), 968-980. https://doi.org/10.64388/IREV312-1713124

252. Okonkwo, C. S., Ogunwole, O., & Okeke, O. T. (2018b). Model for inventory availability and
plant uptime improvement in energy facilities. Iconic Research and Engineering Journals, 2(4),
160-172. https://doi.org/10.64388/IREV214-1713120

253. Aminu-Ibrahim, A. Y., Ogbete, J. C., & Ambali, K. B. (2018). Developing sustainable diagnostic
laboratory infrastructure models for emerging and resource constrained health systems. Iconic
Research and Engineering Journals, 1(8), 118-132. https://doi.org/10.64388/IREV118-1713586

254. Chung, W. (2016). Social media analytics: Security and privacy issues. Journal of Information
Privacy and Security. https://doi.org/10.1080/15536548.2016.1213994

255. Jayaram, D., Manrai, A. K., & Manrai, L. A. (2015). Effective use of marketing technology in
Eastern Europe: Web analytics, social media, customer analytics, digital campaigns and mobile
applications.  Journal =~ of  Economics,  Finance @ and  Administrative  Science.
https://doi.org/10.1016/j.jefas.2015.07.001

256. Llave, M. R. (2017). Business Intelligence and Analytics in Small and Medium-sized
Enterprises: A Systematic  Literature = Review.  Procedia =~ Computer  Science.
https://doi.org/10.1016/j.procs.2017.11.027

257. Beheshti-Kashi, S., Liitjen, M., & Thoben, K. (2018). Social Media Analytics for Decision
Support in Fashion Buying Processes. Springer Series in Fashion Business Artificial Intelligence
for Fashion Industry in the Big Data Era. https://doi.org/10.1007/978-981-13-0080-6 5

2019 www.ijhit.info 63|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

258. Sherly, D. (2019). Using Social Media Analytics to Enhance Client Interaction and Engagement.
International ~ Journal  of  Applied Data  Science &  Modern  Computing.
https://doi.org/10.67228/30713498/ijadsmc-2019pidv9y

259. Hafez, A., Wang, Y., & Arfaa, J. (2017). An Accessibility Evaluation of Social Media Through
Mobile Device for Elderly. Advances in Intelligent Systems and Computing Advances in Usability
and User Experience. https://doi.org/10.1007/978-3-319-60492-3 17

260. Segerberg, A. (2017). Online and Social Media Campaigns For Climate Change Engagement.
Oxford Research Encyclopedia of Climate Science.
https://doi.org/10.1093/acrefore/9780190228620.013.398

261. Mirbagheri, S., & Najmi, M. (2019). Consumer Engagement with Social Media Activation
Campaigns Scale. PsycTESTS Dataset. https://doi.org/10.1037/t74828-000

262. Changchit, C., & Bagchi, K. (2017). Privacy and Security Concerns with Healthcare Data and
Social Media Usage. Journal of  Information Privacy and Security.
https://doi.org/10.1080/15536548.2017.1322413

263. Chaffey, D., & Patron, M. (2012). From web analytics to digital marketing optimization:
Increasing the commercial value of digital analytics. Journal of Direct, Data and Digital Marketing
Practice. https://doi.org/10.1057/dddmp.2012.20

264. Steeves, D. (2016). The Social Impact of FinTech in Nigeria. The FinTech Book.
https://doi.org/10.1002/9781119218906.ch21

265. Gibbs, P. (2014). Privacy, Analytics and Marketing Higher Education. Using Data to Improve
Higher Education. https://doi.org/10.1007/978-94-6209-794-0 13

266. Schulze, K., & Kroemker, H. (2012). Extracting user experience centered product requirements
for mobile social media applications. Proceedings of the 14th international conference on Human-
computer interaction with mobile devices and services companion.
https://doi.org/10.1145/2371664.2371691

267. Jarvinen, J., & Karjaluoto, H. (2015). The use of Web analytics for digital marketing
performance measurement. Industrial Marketing Management.
https://doi.org/10.1016/j.indmarman.2015.04.009

268. Dinesh, E., & Vetrivel, T. (2016). Business Analytics: Opportunities for Small and Medium
Enterprises. Asian Journal of Research in Social Sciences and Humanities.
https://doi.org/10.5958/2249-7315.2016.00222.7

269. Mirbagheri, S., & Najmi, M. (2019). Consumers' engagement with social media activation
campaigns: Construct conceptualization and scale development. Psychology & Marketing.
https://doi.org/10.1002/mar.21185

270. Saura, J. R., Palos-Sanchez, P., & Suarez, L. M. C. (2017). Understanding the Digital Marketing
Environment with KPIs and Web Analytics. Future Internet. https://doi.org/10.3390/£19040076

271. Perrino, N., Smith, G., David, H., & Frolick, M. (2017). Business Intelligence Challenges for

Small and Medium-Sized Business. Contemporary Perspectives in Data Mining.
https://doi.org/10.1108/978-1-64113-056-120251010

272. Nwankwo, I. S. (2016). Information Privacy in Nigeria. Law, Governance and Technology Series
African Data Privacy Laws. https://doi.org/10.1007/978-3-319-47317-8 3

273. Dittert, M., Hirting, R., Reichstein, C., & Bayer, C. (2017). A Data Analytics Framework for
Business in Small and Medium-Sized Organizations. Smart Innovation, Systems and Technologies
Intelligent Decision Technologies 2017. https://doi.org/10.1007/978-3-319-59424-8 16

2019 www.ijhit.info 64|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

274. Susanto, H. (2019). Business Intelligence and Analytics: A Big Data Paradigm. The Emerging
Technology of Big Data. https://doi.org/10.1201/9781351241250-8

275. Khan, M. K., Sohail, M., Aamir, M., Chowdhry, B. S., & Hyder, S. . (2014). Web Support
System for Business Intelligence in Small and Medium Enterprises. Wireless Personal
Communications. https://doi.org/10.1007/s11277-014-1723-1

276. Kowalczyk, M. (2017). Study E: Business Intelligence and Analytics — Decision Quality and
Insights on Analytics Specialization and Information Processing Modes. The Support of Decision
Processes with Business Intelligence and Analytics. https://doi.org/10.1007/978-3-658-19230-3 6

277. Cheung, C., & Li, F. (2012). A quantitative correlation coefficient mining method for business
intelligence in small and medium enterprises of trading business. Expert Systems with
Applications. https://doi.org/10.1016/j.eswa.2011.10.021

278. Santiago, R. D., & Graeme, S. (2014). A Dashboard to Support Management of Business
Analytics Capabilities. Frontiers in Artificial Intelligence and Applications DSS 2.0 — Supporting
Decision Making with New Technologies. https://doi.org/10.3233/978-1-61499-399-5-253

279. Gupta, B., & Raja, U. (2014). Teaching Analytics, Decision Support, and Business Intelligence:
Challenges and Trends. Annals of Information Systems Reshaping Society through Analytics,
Collaboration, and Decision Support. https://doi.org/10.1007/978-3-319-11575-7 14

280. Thomas, 1. (2017). Using multi-armed bandit experimentation to optimise multichannel digital
marketing campaigns. Applied Marketing Analytics: The Peer-Reviewed Journal.
https://doi.org/10.69554/vmmc5877

281. Kowalczyk, M. (2017). Study D: An Ambidextrous Perspective on Business Intelligence and
Analytics Support in Decision Processes. The Support of Decision Processes with Business
Intelligence and Analytics. https://doi.org/10.1007/978-3-658-19230-3 5

282. Foluke, O. O. (2018). User Motivation and Acceptance of Mobile Services in Nigeria.
International Journal of E-Adoption. https://doi.org/10.4018/1jea.2018070105

283. Muller, L., & Hart, M. (2016). Updating Business Intelligence and Analytics Maturity Models for
New Developments. Lecture Notes in Business Information Processing Decision Support Systems
VI - Addressing Sustainability and Societal Challenges. https://doi.org/10.1007/978-3-319-32877-
511

284. Gronwald, K. (2017). Business Intelligence (BI) and Big Data Analytics (Big Data). Integrated
Business Information Systems. https://doi.org/10.1007/978-3-662-53291-1 9

285. Mohammed, E. A., Naugler, C., & Far, B. H. (2015). Emerging Business Intelligence Framework
for a Clinical Laboratory Through Big Data Analytics. Emerging Trends in Computational
Biology, Bioinformatics, and Systems Biology. https://doi.org/10.1016/b978-0-12-802508-
6.00032-6

286. Earley, S. (2016). Bringing integrated digital marketing to the next level: How to measure
engagement across the customer lifecycle for continuous program improvement. Applied
Marketing Analytics: The Peer-Reviewed Journal. https://doi.org/10.69554/pzxv1298

287. Dupin-Bryant, P. A., & Olsen, D. H. (2014). Business Intelligence, Analytics And Data
Visualization: A Heat Map Project Tutorial. International Journal of Management & Information
Systems (IJMIS). https://doi.org/10.19030/ijmis.v18i3.8705

288. Kowalczyk, M. (2017). Study A: A Structured Literature Review on Business Intelligence and

Analytics from a Decision Process Perspective. The Support of Decision Processes with Business
Intelligence and Analytics. https://doi.org/10.1007/978-3-658-19230-3 2

2019 www.ijhit.info 65|Page



International Journal of Humanities and Information Technology (IJHIT)
e-ISSN: 2456 —1142, No. Special 3 (2019), ijhit.info

289. Mpi, D. L. (2019). Encouraging micro, small and medium enterprises (msmes) for economic
growth and development in nigeria and other developing economies: the role of ‘the igbo
apprenticeship  system’.  Strategic Journal of Business & Change Management.
https://doi.org/10.61426/sjbcm.v6i1.1078

2019 www.ijhit.info 66|Page



	ABSTRACT
	1 Introduction
	2 Digital Branding Evidence and Strategic Concepts
	2.1 Brand Identity Consistency
	2.2 Audience Insight
	2.3 Content Performance
	2.4 Channel Integration
	2.5 Customer Trust
	2.6 Measurement and Learning
	2.7 Weaknesses in Small-Business Branding Evidence
	2.8 Strategic Synthesis and Measurement Gaps

	3 Integrative Branding Review
	3.1 Review questions and evidence design
	3.2 Coding brand evidence and outcomes
	3.3 Small-business scope and limitations

	4 Branding Results and Strategic Interpretation
	4.1 Brand decision framework
	4.2 Brand mechanisms and strategic failure patterns
	4.3 Propositions for brand performance
	4.4 Measurement-led branding sequence

	5 Conclusion for Small-Business Branding
	References


