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KESIMPULAN

5.1 Kesimpulan

Riset ini merupakan replikasi dari penelitian yang dilakukan oleh Lee et al., (2019) yang
meneliti tentang pengaruh kelucuan dalam desain emotikon bermerek memengaruhi keceriaan
yang dirasakan dalam interaksi pesan instan seluler (MIM) dan penciptaan konsep brand
engagement in self-concept dengan objek penelitian pengguna pesan instan seluler (MIM) di
negara Cina.

5.1.1 Hasil Karakteristik Responden

Hasil perolehan data dan olah data responden yang telah dilakukan, bahwa responden yang
terlibat dalam penelitian ini berjenis kelamin perempuan dengan persentase 73% sebanyak 220
responden dan rata-rata umur responden berusia 20-30 tahun dengan persentase 75% sebanyak
224 responden. Adapun distribusi responden berdasarkan wilayah diperoleh jumlah terbanyak
pada provinsi DIY dengan persentase 55% sebanyak 166 responden, untuk wilayah luar provinsi
DIY dengan persentase 45% sebanya 134 responden.

5.1.2 Hasil Pengujian SEM-PLS

Terdapat enam variabel yaitu Kindchenschema cuteness, Whimsical cuteness, Perceived
playfulness in interaction, Brand engagement in self-concept, Willingness purchase to the brand,
dan Stickiness to MIM apps, serta ada lima hipotesis yang akan diuji kebenarannya. Berdasarkan
hasil riset maka dapat disimpulkan sebagai berikut:

1. Kindchenschema cuteness dari emotikon bermerek berpengaruh positif terhadap perceived

plyfulness
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2. Whimsical cuteness dari emotikon bermerek berpengaruh positif terhadap perceived
playfulness

3. Perceived playfulness dalam interaksi berpengaruh positif terhadap brand engagement in
self-concept.

4. Brand engagement in self-concept berpengaruh positif terhadap stickiness to MIM apps

5.2 Implikasi Manajerial
Implikasi manajerial dari riset ini terkait strategi pemasaran adalah:

1. Perusahaan penyedia aplikasi MIM dapat membuat emotikon yang lucu, unik, menarik,
serta ikonik. Penyedia aplikasi MIM bisa memberikan berbagai karakteristik dan variasi
emotikon yang dapat dipilih pengguna

2. Perusahaan penyedia aplikasi MIM mampu memberikan kesenangan dan humor melalui
penekanan dari karakteristik desain untuk dimensi kelucuan yang aneh. Emotikon grafis
yang lucu menambah keceriaan dan kesengan pada percakapan dua arah dapat
menggunakan hiburan dalam meningkatkan konsumen. Sehingga dari emotikon yang
menarik akan memberikan hiburan yang menyenangkan dan mengasyikkkan.

3. Perusahaan penyedia aplikasi MIM dapat menggunakan emotikon yang memberikan
kesenangan sehingga akan meningkatkan konsumen. Perusahaan penyedia MIM dapat
memberikan informasi yang lebih detail pada emotikon. Perusahaan dapat membagi
berbagai macam produk ke dalam kategori karakter, desain, atau harga yang semakin
memudahkan konsumen dalam melakukan penelusuran pada aplikasi MIM. Emotikon
bermerek dirancang untuk memicu respons yang menghibur dengan mmberikan

pengalaman yang lucu dan kocak kepada konsumen.
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4.

Perusahaan penyedia aplikasi MIM dapat menggunakan humor sebagai hiburan yang
memberikan kesenangan sehingga akan meningkatkan pengguna konsumen. Perusahaan
juga dapat mengupayakan untuk membuat emotikon yang menghibur melalui produk yang
dikomunikasikan melalui animasi, teks, gambar, video dan audio sehingga menambah rasa

senang pada saat konsumen menggunakan aplikasi MIM.

5.3 Keterbatasan Penelitian dan Saran untuk Penelitian Selanjutnya

5.3.1

1.

532

Keterbatasan Riset

Riset hanya berfokus pada kelucuan emotikon. Tidak meninjau dari spesifik emotikon
seperti bentuk, desain visual, karakter dan warna. Emotikon seperti yang kita ketahui
memiliki banyak aspek yang bisa diketahui.

Cepat berkembangnya teknologi dan informasi di Indonesia dapat menyebabkan topik dan
yang ada pada penelitian ini kurang relevan. Bisa saja perusahaan aplikasi MIM daring

telah menyadari hal ini diwaktu bersamaan ketika penelitian ini sedang dibuat.

Saran untuk Penelitian Selanjutnya

. Penelitian selanjutnya diharapkan dapat melihat bentuk, desain visual, karakter dan warna.

Tidak hanya berfokus pada kelucuan emotikon. Emotikon seperti yang kita ketahui
memiliki banyak aspek yang bisa diketahui.
Penelitian selanjutnya juga dapat menguji variabel lain yang dapat berpengaruh pada sikap

dan niat pembelian pada emotikon yang banyak diminati konsumen di Indonesia.
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LAMPIRAN 1

PRA RISET
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Pra Riset Peran Emotikon dalam MIM
Membangun Hubungan Merek dengan
Konsumen (Studi pada aplikasi Line)

30 responses

Publish analytics

Usia

30 responses

6
6[(20%) 6((20%)
i 4 a(
13. 13.
3%) 3%)
2
1(3.|3%) %( 1 (3.3%) 1 (3.3%})1 (3.|3%) %( 1(3]3%)1 (3.|3%)
0
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Jenis Kelamin

30 responses

Apakah anda penggguna aplikasi Line

30 responses

@ Laki-laki
@ Perempuan

® Ya
® Tidak
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Apakah anda suka menggunakan emotikon bermerek dalam melakukan
interaksi dengan orang lain?

30 responses

® Ya
® Tidak

Dari 3 emotikon bermerek ini mana yang paling anda sukai?

30 responses

@ Disney
® BTS
@ Line (Brown and Conny)
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Mengapa anda suka menggunakan emotikon bermerek dalam melakukan
interaksi dengan orang lain melalui aplikasi Line?

30 responses

Lucu

Karena lucu

Lucu dan designya menarik

lucu

Praktiks

Menggambarkan suasana hati

Karena untuk mengekspresikan diri

Karena lebih ekspretif dan tidak terkesan terlalu serius

Supaya lebih seru interaksinya
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Seberapa sering anda menggunakan emotikon bermerek saat
berinteraksi dengan orang lain di aplikasi Line?

30 responses

@ Sering
@ Kadang-kadang
@ Jarang
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LAMPIRAN 2

KUISIONER
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I.Data Responden

1. Nama
(Jawaban singkat)
2. Usia
(Jawaban singkat)
3. Domisili
(Jawaban singkat)
4. Jenis Kelamin
a. Laki-laki
b. Perempuan
5. Apakah anda suka menggunakan emotikon dalam menyampaikan informasi
kepada orang lain?
a. Ya
b. Tidak
6. Apakah anda pengguna aplikasi LINE / LINE Business lebih dari 3 kali ? (jika
anda pengguna LINE lebih dari 3 kali bisa melanjutkan ke bagian selanjutnya, jika
bukan pengguna LINE bisa menyelesaikan pengisian dan kirim tanggapan)
a. Ya

b. Tidak
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Instruksi

STS = Sangat Tidak Setuju
TS = Tidak Setuju
N = Netral
S = Setuju
SS = Sangat Setuju
No | Pernyataan STS | TS SS
Brand Engagement in Self-Concept
1. | Saya menganggap Line sebagai bagian dari diri saya
2. | Saya sering merasakan hubungan pribadi antara Line dan saya
sendiri
3. | Bagian dari saya ditentukan oleh Brand Line, yang menawarkan
emotikon Brown & Conny yang saya gunakan
4. | Saya dapat mengidentifikasi dengan menggunakan Line yang
menawarkan emotikon Brown & Conny
5. | Ada hubungan antara Line dan cara saya memandang diri saya
sendiri
6. | Line adalah indikasi penting dari siapa saja
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No | Pernyataan STS | TS SS
Perceived Playfulness
1. | Saat berinteraksi dengan orang lain menggunakan stiker Line
Brown & Conny, saya tidak menyadari waktu berlalu dengan
cepat
2. | Saya merasa senang ketika berinteraksi dengan orang lain
menggunakan stiker Line Brown & Conny
3. | Menyenangkan untuk berinteraksi dengan orang lain

menggunakan stiker Line Brown & Conny
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No | Pernyataan STS | TS SS
Stickiness Toward MIM Apps

1. | Saya akan menghabiskan banyak waktu di aplikasi
Line

2. | Saya akan meningkatkan frekuensi untuk mengunjungi
aplikasi Line

3. | Saya bersedia untuk merekomendasikan aplikasi Line
kepada orang lain

4. | Saya bersedia untuk selalu mengunjungi aplikasi Line
secara berkala

Kindchenschema Cuteness

1. | Stiker Line Brown & Conny yang saya gunakan ramah

2. | Stiker Line Brown & Conny yang saya gunakan manis

3. | Stiker Line Brown & Conny yang saya gunakan
menggemaskan

4. | Stiker Line Brown & Conny yang saya gunakan
berkesan muda

5. | Stiker Line Brown & Conny yang saya gunakan suka
disayangi

6. | Stiker Line Brown & Conny yang saya gunakan meriah

7. | Stiker Line Brown & Conny yang saya gunakan

feminin
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Whimsical Cuteness

Stiker Line Brown & Conny yang saya gunakan

bahagia

Stiker Line Brown & Conny yang saya gunakan

menarik

Stiker Line Brown & Conny yang saya gunakan lucu

Stiker Line Brown & Conny yang saya gunakan

membuat tertawa

Stiker Line Brown & Conny yang saya gunakan

menghibur
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LAMPIRAN 2 KUISIONER

GOOGLE FORM
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Pada section ini, responden diminta untuk melengkapi pertanyaan yang berkaitan dengan data
pribadi

Nama *

Usia *

(Tulis angka saja)

Domisili *

Jenis Kelamin *

Mark only one oval.

() Laki-laki
() Perempuan

Apakah anda suka menggunakan emotikon dalam menyampaikan informasi kepada orang lain? *

Mark only one oval.

(Dva
() Tidak

Apakah anda pengguna aplikasi Line / Line Business lebih dari 3 kali? (Jika anda pengguna Line
lebih dari 3 kali melanjutkan ke bagian selanjutnya, jika bukan pengguna line bisa menyelesaikan
pengisian dan kirim tanggapan) *

Mark only one oval.

(va
() Tidak
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e

Angka 1 = SANGAT TIDAK SETUJU
Angka 2 = TIDAK SETUJU

Angka 3 = NETRAL

Angka 4 = SETUJU

Angka 5 = SANGAT SETUJU

P

Brand Engagement in Self-Concept
Keterlibatan merek dalam konsep diri

Z:

8.

9.

10.

11.

12.

Saya menganggap Line sebagai bagian dari diri saya *

Sangat Tidak Setuju Sangat Setuju

Saya sering merasakan hubungan pribadi antara Line dan saya sendiri *

Sangat Tidak Setuju Sangat Setuju

Bagian dari saya ditentukan oleh Brand Line, yang menawarkan emotikon Brown & Conny yang
saya gunakan *

Sangat Tidak Setuju Sangat Setuju

Saya dapat mengidentifikasi dengan menggunakan Line yang menawarkan emotikon Brown &
Conny *

Sangat Tidak Setuju Sangat Setuju

Ada hubungan antara Line dan cara saya memandang diri saya sendiri *

Sangat Tidak Setuju Sangat Setuju

Line adalah indikasi penting dari siapa saya *

: : 78
Sangat Tidak Setuju Sangat Setuju



16.  Saat berinteraksi dengan orang lain menggunakan stiker LINE Brown & Conny , saya tidak menyadari waktu berlalu dengan cepat *

Sangat Tidak Setuju Sangat Setuju

17.  Saya merasa senang ketika berinteraksi dengan orang lain menggunakan stiker LINE Brown & Conny *

Sangat Tidak Setuju Sangat Setuju

18. Menyenangkan untuk berinteraksi dengan orang lain menggunakan stiker LINE Brown & Conny *

Sangat Tidak setuju Sangat Setuju
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23.

24.

25.

26.

27.

28.

29.

30.

Stiker LINE Brown & Conny yang saya gunakan ramah *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan manis *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan menggemaskan *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan berkesan muda *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan menyenangkan *

Sangat Tldak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan suka disayangi *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan meriah *

Sangat Tidak Setuju Sangat Setuju

Stiker LINE Brown & Conny yang saya gunakan feminin *

Sangat Tidak Setuju Sangat Setuju
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31. Stiker LINE Brown & Conny yang saya gunakan bahagia *

Sangat Tidak Setuju Sangat Setuju

32. Stiker LINE Brown & Conny yang saya gunakan menarik *

Sangat Tidak Setuju Sangat Setuju

33.  Stiker LINE Brown & Conny yang saya gunakan lucu *

Sangat Tidak Setuju Sangat Setuju

34. Stiker LINE Brown & Conny yang saya gunakan membuat tertawa *

Sangat Tidak Setuju ' Sangat Setuju

35.  Stiker LINE Brown & Conny yang saya gunakan menghibur *

Sangat Tidak Setuju Sangat Setuju
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LAMPIRAN 3

KUISIONER ASLI
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Brand Engagement in Self-Concept

Pernyataan

Sumber

I consider the brand to be part of myself

Sprott et al., 2009

I often feel a personal connection between the
brand and myself

Sprott et al., 2009

Part of me is defined by the brand, which
offers branded emoticons I use

Sprott et al., 2009

I can identify with the brand, which offers
branded emoticons I use

Sprott et al., 2009

There are links between the brand and how |
view myself

Sprott et al., 2009

The brand is an important indication of who I
am

Sprott et al., 2009

Perceived Playfulness

Pernyataan

Sumber

When interacting with others using branded

emoticons, I do not realize the time elapse

Cheong dan Park, 2005

I feel good when interacting with others using

branded emoticons

Cheong dan Park, 2005

It is fun to interact with others using branded

emoticons

Cheong dan Park, 2005
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Stickiness Towards MIM Apps

Pernyataan

Sumber

I will spend more time in the MIM app

Guo etal., 2017

I will increase the frequency of visits to the

MIM app

Guo etal., 2017

I am willing to recommend the MIM app to

others

Guo etal., 2017

I am willing to countinously visit the MIM app

Guo etal., 2017

Kindchenshema Cuteness

Pernyataan

Sumber

The branded emoticons I use are friendly

Hellen and Sééksjarvi, 2013

The branded emoticons I use are cute

Hellen and Sééksjarvi, 2013

The branded emoticons I use are sweet

Hellen and Sééksjarvi, 2013

The branded emoticons I use are adorable

Hellen and Sééksjarvi, 2013

The branded emoticons I use are childlike

Hellen and Sééksjarvi, 2013
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The branded emoticons I use are delightful

Hellen and Sééksjarvi, 2013

The branded emoticons I use are cuddly

Hellen and Sééksjarvi, 2013

The branded emoticons I use are cheerful

Hellen and Sééksjarvi, 2013

The branded emoticons I use are feminine

Hellen and Sééksjarvi, 2013

Whimsical Cuteness

Pernyataan

Sumber

The branded emoticons I use are happy

Hsieh et al., 2012

The branded emoticons I use are interesting

Hsieh et al., 2012

The branded emoticons I use are funny

Hsieh et al., 2012

The branded emoticons I use are humorous

Hsieh et al., 2012

The branded emoticons I use are amusing

Hsieh et al., 2012
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LAMPIRAN 4

DATA RESPONDEN DAN JAWABAN PERTANYAAN
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No | Timestamp | Nama Usia | Domisili Jenis Kelamin Apakah anda Apakah anda pengguna
suka aplikasi Line / Line
menggunakan | Business (Jika anda
emotikon pengguna Line bisa
dalam melanjutkan ke bagian
menyampaikan | selanjutnya, jika bukan
informasi pengguna line bisa
kepada orang | menyelesaikan pengisian
lain? dan kirim tanggapan)
1 3/29/2021 | Kristanto 21 | Yogyakarta Laki-laki Ya Ya
21:40:10

2 3/29/2021 | Aileen 22 | Yogyakarta Perempuan Ya Ya
21:44:09 Nathania

3 3/29/2021 | Amalia 26 | Jawa Barat Perempuan Ya Ya
22:18:40

4 3/29/2021 | Putu 17 | Sumatera Perempuan Ya Tidak
22:20:47 Selatan

5 3/29/2021 | Nana 17 | Jakarta Perempuan Ya Ya
22:24:24

6 3/29/2021 | Fena 21 | Jawa Tengah Perempuan Ya Ya
22:25:18

7 3/29/2021 | Jonathan 22 | Yogyakarta Laki-laki Ya Ya
22:34:49 Febrianto

8 3/29/2021 | Hendrata 21 | Yogyakarta Laki-laki Ya Ya
22:37:11

9 3/29/2021 | Yohanes Ersa 30 | Yogyakarta Laki-laki Ya Ya
22:49:50 Noverlian

10 3/29/2021 | Aileen 22 | Yogyakarta Perempuan Ya Ya
23:54:37 Nathania

11 3/29/2021 | Cornelia 22 | Yogyakarta Perempuan Ya Ya
23:54:49

12 3/30/2021 | Litania 22 | Yogyakarta Perempuan Ya Ya
1:11:20

13 3/30/2021 | Nita 20 | Yogyakarta Perempuan Ya Ya
7:29:19 Setyawati

14 3/30/2021 | Amora 21 | Bangka Perempuan Ya Ya
8:15:54
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15 3/30/2021 | Helena 21 | Yogyakarta Perempuan Ya Ya
9:40:57

16 3/30/2021 | Nisrina 24 | Jawa Barat Perempuan Ya Ya
11:16:24 Yumna

17 3/30/2021 | Junghwa 23 | Yogyakarta Perempuan Ya Ya
11:31:24

18 3/30/2021 | Yudi 20 | Jawa Timur Laki-laki Tidak Tidak
12:39:28

19 3/30/2021 | Annisa Nur 21 | Kalimantan Perempuan Ya Ya
12:49:00 Khotijah Timur

20 3/30/2021 | Leona 23 | Yogyakarta Perempuan Ya Ya
13:24:07

21 3/30/2021 | Risha 17 | Jawa Barat Perempuan Ya Ya
13:59:31

22 3/30/2021 | Dzullian 20 | Jawa Barat Perempuan Ya Ya
14:03:10

23 3/30/2021 | Syifa 21 | Jakarta Perempuan Tidak Ya
14:16:44

24 3/30/2021 | Yohana 20 | Jakarta Perempuan Ya Ya
19:38:21 Anjelita

25 3/31/2021 | Joy 25 | Yogyakarta Perempuan Ya Ya
12:31:17

26 3/31/2021 | Ayu 25 | Yogyakarta Perempuan Ya Ya
12:34:09

27 3/31/2021 | Farisi al ayubi 25 | Jakarta Laki-laki Ya Tidak
12:35:02

28 3/31/2021 | Evalina 23 | Yogyakarta Perempuan Ya Ya
13:45:11

29 3/31/2021 | Endah 17 | Jawa Tengah Perempuan Tidak Tidak
14:25:59 Yuliana

30 3/31/2021 | lzzy 25 | Jawa Timur Perempuan Ya Ya
14:59:58

31 3/31/2021 | Vinatallia 15 | Yogyakarta Perempuan Tidak Tidak
16:07:08

32 3/31/2021 | Vira 22 | Yogyakarta Perempuan Ya Ya
19:09:03

33 3/31/2021 | Bagus 22 | Yogyakarta Laki-laki Ya Ya
21:48:11 Kartikayana
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34 3/31/2021 | Brigi 21 | Jawa Tengah Perempuan Ya Ya
23:02:46
35 04/01/21 | Ni Nyoman 21 | Kalimantan Perempuan Ya Ya
05.21 | Peggy Nadila Selatan
Herauni
36 04/01/21 | Estevania 21 | Jawa Tengah Perempuan Ya Ya
11.47
37 04/01/21 | vivi 21 | Jawa Tengah Perempuan Ya Ya
12.22
38 04/01/21 | venina 21 | Yogyakarta Perempuan Ya Ya
12.22
39 04/01/21 | Florentina 21 | Jawa Tengah Perempuan Ya Ya
12.30 | Lola
40 04/01/21 | Florentina 21 | Jawa Tengah Perempuan Ya Ya
12.30 | Lola
41 04/01/21 | Maria 19 | Yogyakarta Perempuan Ya Ya
12.37 | Angelique
42 04/01/21 | Theodosius 18 | Yogyakarta Laki-laki Ya Ya
12.49 | Wahyu Harry
Putra
43 04/01/21 | Felix 21 | Yogyakarta Laki-laki Ya Ya
13.17 | Rajagukguk
44 04/01/21 | Daniel 21 | Yogyakarta Laki-laki Tidak Ya
18.31
45 04/02/21 | Tamara 21 | Banten Perempuan Ya Ya
13.40 | Pricilla
Etheldreda
46 04/02/21 | Vivia Lee 19 | Jakarta Perempuan Ya Ya
14.04
47 04/02/21 | fransisca 18 | Jakarta Perempuan Ya Ya
14.10 | margaretha
48 04/02/21 | Sarah 23 | Jakarta Perempuan Ya Ya
15.30
49 04/02/21 | Ciacia Riaty 23 | Jakarta Perempuan Ya Tidak
15.55
50 04/02/21 | Cornelia 17 | Yogyakarta Perempuan Ya Ya
16.16 | Marissa Adina

Septia
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51 04/02/21 | mega 20 | Jakarta Perempuan Ya Tidak
16.47
52 04/02/21 | Della 21 | Sumatera Utara | Perempuan Tidak Tidak
18.29
53 04/02/21 | Yenny 27 | Yogyakarta Perempuan Ya Ya
21.55
54 04/03/21 | Stella 25 | Yogyakarta Perempuan Ya Ya
10.17
55 04/03/21 | rena 20 | Yogyakarta Perempuan Ya Ya
14.46
56 04/03/21 | Stella 25 | Yogyakarta Perempuan Ya Ya
19.24
57 04/03/21 | Stella 25 | Yogyakarta Perempuan Ya Ya
19.26
58 04/05/21 | Graciela 18 | Yogyakarta Perempuan Ya Ya
13.59 | Hanako
Yurikoiki
59 04/05/21 | Gisela Tasha 21 | Yogyakarta Perempuan Ya Ya
15.19
60 04/05/21 | Anisa Pratiwi 29 | Yogyakarta Perempuan Ya Ya
19.35
61 04/05/21 | Bella Safitri 22 | Kalimantan Perempuan Ya Ya
19.39 | Renjani Selatan
62 04/07/21 | Sherly 22 | Yogyakarta Perempuan Ya Ya
20.23
63 04/08/21 | Emmanuel 21 | Yogyakarta Laki-laki Ya Ya
08.31 | Ananta
Khrisna
64 04/08/21 | Aprilia 20 | Jawa Tengah Perempuan Ya Ya
08.35
65 04/08/21 | Petrus 21 | Yogyakarta Laki-laki Ya Tidak
08.36 | Kanisius
Roland
Wijaya
Simanjuntak
66 04/08/21 | Rania 22 | Yogyakarta Perempuan Ya Ya
08.38
67 04/08/21 | Katon Cahyo 22 | Yogyakarta Laki-laki Ya Ya
08.44 | Andaru
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68 04/08/21 | Yoke Silvia 21 | Yogyakarta Perempuan Ya Ya
08.46
69 04/08/21 | Puella 19 | Yogyakarta Perempuan Ya Ya
08.46
70 04/08/21 | amel 23 | Yogyakarta Perempuan Ya Ya
08.49
71 04/08/21 | Emmanuel 17 | Yogyakarta Laki-laki Tidak Ya
08.52 | Tendean
72 04/08/21 | Christophorus 23 | Yogyakarta Laki-laki Ya Ya
08.53 | Adrianto
Widagdo
73 04/08/21 | Sasa 22 | Yogyakarta Perempuan Ya Ya
08.53
74 04/08/21 | Anastasia 20 | Jambi Perempuan Ya Ya
08.54 | Telly Wijaya
Kusuma
75 04/08/21 | Kevin hezron 22 | Yogyakarta Laki-laki Ya Ya
09.03 | dimara
76 04/08/21 | Cristofurus 19 | Yogyakarta Laki-laki Ya Ya
09.07 | Rendy Pancar
Pamungkas
77 04/08/21 | Vincensius 21 | Yogyakarta Laki-laki Ya Ya
09.10 | Farrell
Hendrawan
78 04/08/21 | Hanitya 24 | Kalimantan Laki-laki Ya Ya
09.17 | Sedhya Timur
Atmaja
79 04/08/21 | Zenia 21 | Yogyakarta Perempuan Ya Ya
09.18
80 04/08/21 | Lucas 22 | Yogyakarta Laki-laki Ya Ya
09.32 | Wibisono
81 04/08/21 | Kevin 21 | Yogyakarta Laki-laki Ya Ya
09.40 | Augusta
Widyadhana
82 04/08/21 | Xena 22 | Yogyakarta Perempuan Ya Ya
09.42
83 04/08/21 | ade fransiska 20 | Yogyakarta Perempuan Ya Ya
09.42
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84 04/08/21 | Velly 22 | Yogyakarta Perempuan Ya Ya
09.50

85 04/08/21 | Mathias Bayu 21 | Yogyakarta Laki-laki Ya Ya
09.54 | Putra

Pratama

86 04/08/21 | Madituh 22 | Riau Perempuan Ya Ya
09.55

87 04/08/21 | Amandus 21 | Yogyakarta Laki-laki Ya Tidak
09.59 | Michael

Martin

88 04/08/21 | Lia 22 | Yogyakarta Perempuan Ya Ya
10.00

89 04/08/21 | Ryan 21 | Yogyakarta Laki-laki Ya Ya
10.02

90 04/08/21 | Risthy 19 | Yogyakarta Perempuan Ya Ya
10.04

91 04/08/21 | Katarina Intan 21 | Yogyakarta Perempuan Ya Ya
10.15

92 04/08/21 | Mike 22 | Yogyakarta Laki-laki Ya Tidak
10.17

93 04/08/21 | Sasa 21 | Yogyakarta Perempuan Ya Ya
10.35

94 04/08/21 | Milviano 21 | Yogyakarta Laki-laki Ya Ya
10.49 | Granito

95 04/08/21 | Henny 21 | Sumatera Perempuan Ya Ya
10.50 Selatan

96 04/08/21 | Annisa A 23 | Yogyakarta Perempuan Ya Ya
10.59

97 04/08/21 | Gaby 31| USA Perempuan Ya Tidak
11.25

98 04/08/21 | Michelle 20 | Jawa Tengah Perempuan Ya Ya
11.32

99 04/08/21 | Kalis D 21 | Yogyakarta Laki-laki Ya Ya
11.47

100 04/08/21 | david 22 | Yogyakarta Laki-laki Ya Ya
11.59

101 04/08/21 | Fernando 22 | Yogyakarta Laki-laki Ya Ya
12.11 | Mario
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102 04/08/21 | Ludwina 27 | Jakarta Perempuan Ya Ya
12.22 | Dearesthea
Onevita
103 04/08/21 | Dito 18 | Yogyakarta Laki-laki Ya Ya
12.41
104 04/08/21 | Renny 21 | Jawa Tengah Perempuan Ya Ya
12.46
105 04/08/21 | Jessica 21 | Yogyakarta Perempuan Ya Ya
12.54 | Chandra
Santoso
106 04/08/21 | Sonya 23 | Kalimantan Perempuan Ya Ya
12.55 Utara
107 04/08/21 | Clara 21 | Yogyakarta Perempuan Ya Ya
13.04 | Venadita
Rosari
108 04/08/21 | Yehezkiel 21 | Yogyakarta Laki-laki Ya Ya
13.34 | Arya
109 04/08/21 | Maura Kevin 22 | Yogyakarta Laki-laki Ya Ya
13.40
110 04/08/21 | Ningrum 22 | Yogyakarta Perempuan Ya Ya
13.52
111 04/08/21 | Ari 21 | Yogyakarta Laki-laki Ya Tidak
13.54
112 04/08/21 | Natasya 20 | Jawa Tengah Perempuan Ya Ya
14.07 | Deviana
113 04/08/21 | Ursula 23 | Jakarta Perempuan Ya Ya
14.11
114 04/08/21 | Jennisa 21 | Jawa Timur Perempuan Ya Ya
14.46 | Mayang
115 04/08/21 | Tasha 22 | Yogyakarta Perempuan Ya Ya
14.54
116 04/08/21 | Herman 24 | Jawa Tengah Laki-laki Ya Ya
15.54 | Patera
117 04/08/21 | krissensia 21 | Jawa Tengah Perempuan Ya Ya
16.26
118 04/08/21 | Matilda Cintia 22 | Yogyakarta Perempuan Ya Ya
17.25
119 04/08/21 | Rene 20 | Jakarta Perempuan Ya Ya
17.38
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120 04/08/21 | Ganjar Sri 18 | Yogyakarta Laki-laki Ya Ya
18.34 | Raharja
121 04/08/21 | Eleonora 17 | Jawa Tengah Perempuan Ya Ya
18.40 | Widya
122 04/08/21 | Reiner Bayu 18 | Jawa Tengah Laki-laki Tidak Ya
18.41 | Anggara
123 04/08/21 | Miranda 18 | Jawa Barat Perempuan Ya Ya
18.44
124 04/08/21 | Vania 21 | Yogyakarta Perempuan Ya Ya
18.55
125 04/08/21 | Ari Rufinus 19 | Jawa Timur Laki-laki Ya Ya
19.01 | Tlonaen
126 04/08/21 | Mikael 18 | Jawa Tengah Laki-laki Ya Tidak
20.00 | Hendriantono
Teramulsetya
127 04/08/21 | Hilarius 18 | Banten Laki-laki Ya Ya
20.01 | Prasetyo
128 04/08/21 | claudia fe livia 17 | Yogyakarta Perempuan Ya Ya
20.15 | x
129 04/08/21 | Sandy 21 | Yogyakarta Perempuan Ya Ya
20.46 | Novembrina
Dewi
130 04/08/21 | Merry Anggia 22 | Yogyakarta Perempuan Ya Ya
20.51
131 04/08/21 | Cyrillus 19 | Jawa Barat Laki-laki Ya Ya
20.59
132 04/08/21 | cynthia 21 | Yogyakarta Perempuan Ya Ya
21.22 | kumalasari
133 04/08/21 | Saradicta 21 | Yogyakarta Perempuan Ya Ya
21.41 | Olivia
134 04/08/21 | Rachel 21 | Yogyakarta Perempuan Ya Ya
21.59 | Korinta Putri
135 04/08/21 | Anselmo 19 | Papua Laki-laki Ya Ya
23.13 | Ronald
Setiadanto
136 04/09/21 | Alvin 22 | Yogyakarta Laki-laki Ya Ya
07.08
137 04/09/21 | Silvia Lorenza 22 | Yogyakarta Perempuan Ya Ya
07.54
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138 04/09/21 | Gabriel 22 | Yogyakarta Perempuan Ya Ya

08.31 | Raherdin
Viarenata

139 04/09/21 | Johanes 19 | Jawa Tengah Laki-laki Ya Ya

08.56 | Maximillien
Adhi (Mexx)

140 04/09/21 | Nando 21 | Yogyakarta Laki-laki Tidak Ya
10.15

141 04/09/21 | Kerrin 22 | Yogyakarta Perempuan Ya Ya
10.31

142 04/09/21 | Recha 23 | Sumatera Utara | Perempuan Ya Ya
14.30

143 04/09/21 | Litania 22 | Yogyakarta Perempuan Ya Ya
14.44

144 04/09/21 | rizka atu 21 | Yogyakarta Perempuan Ya Ya
15.20

145 04/09/21 | Michelle P 22 | Yogyakarta Perempuan Ya Ya
15.36

146 04/09/21 | Jessiva 21 | Yogyakarta Perempuan Ya Tidak
20.31

147 04/09/21 | Tasha 20 | Yogyakarta Perempuan Ya Ya
21.31 | Mutiara Selo

148 04/10/21 | Michelle P 22 | Yogyakarta Perempuan Ya Ya
03.06

149 04/10/21 | Laurentius 18 | Jawa Tengah Laki-laki Ya Ya
09.39 | Alief Mufti

150 04/10/21 | Reynaldo 22 | Jawa Tengah Laki-laki Ya Tidak
11.33

151 04/10/21 | Teguh 35 | Yogyakarta Laki-laki Ya Ya
12.05

152 04/10/21 | Jessica 19 | Yogyakarta Perempuan Ya Ya
12.43

153 04/10/21 | Marcelina 20 | Yogyakarta Perempuan Ya Ya
14.33 | hasila

154 04/10/21 | Adinda Rares 22 | Yogyakarta Perempuan Ya Ya
14.37

155. 04/10/21 | Olivia 19 | Kalimantan Perempuan Ya Ya
14.48 Barat
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156 04/10/21 | Samantha 19 | Kalimantan Perempuan Ya Ya
14.52 Selatan

157 04/10/21 | Bea 20 | Sulawesi Utara | Perempuan Ya Ya
15.41

158 04/10/21 | Seydi 23 | Sulawesi Utara | Perempuan Ya Tidak
16.06

159 04/10/21 | Sharon 22 | Yogyakarta Perempuan Ya Ya
17.52

160 04/10/21 | Nancy triani 52 | Yogyakarta Perempuan Ya Ya
21.50

161 04/10/21 | Vincent 27 | Jawa Tengah Laki-laki Ya Ya
21.52

162 04/10/21 | Johnny t 60 | Yogyakarta Laki-laki Ya Ya
21.53

163 04/10/21 | Imelda 24 | Jawa Tengah Perempuan Ya Ya
22.05

164 04/10/21 | Jimmy Teguh 60 | Bali Laki-laki Ya Ya
22.11

165 04/10/21 | Jimmy Teguh 60 | Bali Laki-laki Ya Ya
22.16

166 04/11/21 | Godeliva 51 | Jawa Tengah Perempuan Ya Ya
01.21

167 04/11/21 | Imelda 24 | Jawa Tengah Perempuan Ya Ya
10.30

168 04/11/21 | DWI Handoko 48 | Jawa Tengah Laki-laki Ya Ya
16.18

169 04/11/21 | Jourdan 25 | Jawa Tengah Laki-laki Ya Ya
16.40

170 04/11/21 | Evan 25 | Jawa Tengah Laki-laki Ya Ya
17.30

171 04/11/21 | Evan Yunanta 26 | Jawa Tengah Laki-laki Ya Ya
17.31

172 04/11/21 | Angela 11 | Jawa Tengah Perempuan Ya Ya
19.04 | Anabella

Teguh
Handoko

173 04/11/21 | Monica 22 | Yogyakarta Perempuan Ya Ya

22.29 | Marchela

Hadisantoso
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174 04/12/21 | Irma 20 | Jawa Barat Perempuan Ya Ya
08.23
175 04/12/21 | Michel 21 | Jawa Tengah Perempuan Ya Ya
08.55
176 04/12/21 | Alexander 18 | Yogyakarta Laki-laki Ya Ya
09.21 | Errangga
Sevano
Benito
177 04/12/21 | Raina 20 | Sumatera Utara | Perempuan Ya Ya
09.40
178 04/12/21 | P 19 | Jawa Barat Perempuan Ya Tidak
09.58
179 04/12/21 | Novita 18 | Kalimantan Perempuan Ya Ya
10.57 | Caroline Timur
180 04/12/21 | CHARLEES 25 | Jawa Tengah Laki-laki Ya Tidak
10.58 | RACHMA
DEWANGGA
PASOPATI
181 04/12/21 | Yeshika 18 | Yogyakarta Perempuan Ya Ya
11.33 | Oktavia
182 04/12/21 | Florencia 20 | Lampung Perempuan Ya Ya
12.50 | Irena
Jhonson
183 04/12/21 | vei 17 | Yogyakarta Perempuan Ya Ya
17.59
184 04/12/21 | rumparama 18 | Yogyakarta Perempuan Ya Ya
18.11
185 04/12/21 | Dian Aretha 18 | Yogyakarta Perempuan Ya Ya
18.11
186 04/12/21 | Evan 25 | Jawa Tengah Laki-laki Ya Ya
19.10
187 04/12/21 | Yohana Mega 19 | Lampung Perempuan Ya Ya
19.27
188 04/12/21 | Zefanya 18 | Yogyakarta Perempuan Ya Ya
20.56
189 04/12/21 | Fariska 20 | Jawa Timur Perempuan Ya Ya
21.32 | Wahyuni
190 04/12/21 | Yupianti 20 | Batam Perempuan Ya Ya
21.46
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191 04/12/21 | Sevrin 18 | Jawa Barat Perempuan Tidak Tidak
22.34

192 | 4/13/2021 | Hanna Utami 24 | Jawa Barat Perempuan Ya Ya
6:40:50

193 | 4/13/2021 | Felicia 18 | Sumatera Perempuan Ya Ya
7:23:15 Oktarina Selatan

194 | 4/13/2021 | Maria Carissa 23 | Jakarta Perempuan Ya Ya
9:39:39

195 | 4/13/2021 | Grace 16 | Banten Perempuan Ya Ya
9:45:30 Nirwana S

196 | 4/14/2021 | Angel 24 | Yogyakarta Perempuan Ya Ya
8:11:36

197 | 4/14/2021 | Devina 21 | Yogyakarta Perempuan Ya Tidak
8:13:45

198 | 4/14/2021 | Anastasia 23 | Kalimantan Perempuan Ya Ya
8:24:29 Barat

199 | 4/14/2021 | bella wolf 23 | Yogyakarta Perempuan Ya Ya
8:24.57

200 | 4/14/2021 | Kezia putri 22 | Yogyakarta Perempuan Ya Ya
8:25:36

201 | 4/14/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
9:25:54

202 | 4/14/2021 | Nisrina 22 | Yogyakarta Perempuan Ya Ya
11:22:52

203 | 4/14/2021 | R. Ajeng 23 | Sumatera Perempuan Ya Ya
11:54:24 Sekar Kinasih Selatan

204 | 4/14/2021 | Carticious 23 | Batam Perempuan Ya Ya
13:06:01

205 | 4/14/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
14:53:34

206 | 4/14/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
15:52:10

207 | 4/14/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
16:23:56

208 | 4/14/2021 | Aldi 22 | Yogyakarta Laki-laki Ya Ya
17:03:13

209 | 4/14/2021 | Putri Regina 18 | Sulawesi Utara | Perempuan Ya Ya
17:47:44 Robinson

105



210 | 4/14/2021 Hanna debora 22 | Sulawesi Utara | Perempuan Ya Ya
17:49:11 samsudin

211 | 4/14/2021 | Aurelia 23 | Jawa Tengah Perempuan Ya Ya
18:08:34 Regina

212 | 4/14/2021 | Yolanda 21 | Sulawesi Utara | Perempuan Ya Tidak
18:39:29

213 | 4/14/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
18:40:14

214 | 4/14/2021 | Bella Christy 18 | Sulawesi Utara | Perempuan Ya Ya
18:42:28 Sasauw

215 | 4/15/2021 | michelle 21 | Yogyakarta Perempuan Ya Ya
1:09:36

216 | 4/15/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
1:46:32

217 | 4/15/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
12:33:08

218 | 4/15/2021 | Joy 25 | Yogyakarta Perempuan Ya Ya
17:09:21

219 | 4/15/2021 | Akiko 20 | Jakarta Perempuan Ya Ya
17:10:30

220 | 4/15/2021 | Sera 23 | Yogyakarta Perempuan Ya Ya
17:20:48

221 | 4/15/2021 | Jun 26 | Jakarta Laki-laki Ya Ya
17:23:39

222 | 4/15/2021 | Fira 23 | Yogyakarta Perempuan Ya Ya
18:53:52

223 | 4/15/2021 | Fira 23 | Yogyakarta Perempuan Ya Ya
18:53:59

224 | 4/15/2021 | Fanisya 24 | Jakarta Perempuan Ya Ya
18:55:05

225 | 4/15/2021 | Anya 20 | Jawa Timur Perempuan Ya Tidak
19:09:26

226 | 4/15/2021 | Sera 23 | Yogyakarta Perempuan Ya Ya
19:16:47

227 | 4/15/2021 | Jun 26 | Jakarta Laki-laki Ya Ya
19:16:47

228 | 4/15/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
19:22:05
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229 | 4/16/2021 | bella wolf 23 | Yogyakarta Perempuan Ya Ya
13:18:45

230 | 4/16/2021 | bella wolf 23 | Yogyakarta Perempuan Ya Ya
14:48:41

231 | 4/16/2021 | cindy 21 | Yogyakarta Perempuan Ya Ya
20:15:20

232 | 4/19/2021 Della 21 | Sumatera Utara | Perempuan Tidak Ya
8:21:43

233 | 4/23/2021 | Nita 30 | Jakarta Perempuan Ya Ya
20:04:01

234 | 4/23/2021 | Dilon 18 | Jawa Timur Laki-laki Ya Ya
20:06:04

235 | 4/23/2021 | Jerry 25 | Yogyakarta Laki-laki Ya Ya
20:07:23

236 | 4/23/2021 | Anita 32 | Jawa Timur Perempuan Ya Ya
20:08:30

237 | 4/23/2021 Keisha 23 | Jakarta Perempuan Ya Ya
20:10:11

238 | 4/23/2021 | Donna 19 | Sulawesi Utara | Perempuan Ya Ya
20:11:38

239 | 4/23/2021 | Pandu 26 | Yogyakarta Laki-laki Ya Ya
20:13:58

240 | 4/24/2021 | Venna 23 | Yogyakarta Perempuan Ya Ya
8:28:57

241 | 4/24/2021 | Yuka 15 | Jawa Timur Perempuan Ya Ya
8:38:00

242 | 4/25/2021 | Helena Yovita 23 | Jawa Tengah Perempuan Ya Ya
14:59:49 Junijanto

243 | 4/25/2021 | Vito Fernando 20 | Jawa Tengah Laki-laki Tidak Ya
16:22:35

244 | 4/25/2021 | Emilia KP 45 | Yogyakarta Perempuan Ya Ya
18:48:59

245 | 4/25/2021 | Eny 36 | Yogyakarta Perempuan Ya Ya
19:21:46

246 | 4/25/2021 | Hesti Rama 33 | Yogyakarta Perempuan Ya Ya
19:33:01 Dhina

247 | 4/25/2021 | Ike Sibarani 24 | Yogyakarta Perempuan Ya Tidak
20:38:59
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248 | 4/25/2021 | Nuzul Fitri 25 | Yogyakarta Perempuan Ya Ya
20:39:21

249 | 4/25/2021 | Adiningtyas 40 | Yogyakarta Perempuan Ya Tidak
20:44:30

250 | 4/27/2021 | Lauren 23 | Yogyakarta Perempuan Ya Ya
20:23:39

251 | 4/27/2021 | Henry 23 | Jawa Timur Laki-laki Ya Ya
20:26:42

252 | 4/27/2021 | Yogi 20 | Yogyakarta Laki-laki Ya Ya
20:29:50

253 | 4/27/2021 Benca 23 | Jakarta Perempuan Ya Ya
20:32:20

254 | 4/27/2021 Desi 21 | Jakarta Perempuan Ya Ya
20:35:31

255 | 4/27/2021 | Ephin 17 | Yogyakarta Laki-laki Ya Ya
20:39:16

256 | 4/27/2021 | Ansel 20 | Yogyakarta Laki-laki Ya Ya
20:41:15

257 | 4/27/2021 | Ayudia 24 | Jakarta Perempuan Ya Ya
20:43:07

258 | 4/27/2021 Devita 27 | Jawa Timur Perempuan Ya Ya
20:44:40

259 | 4/27/2021 | Yoshi 20 | Yogyakarta Laki-laki Ya Ya
20:46:58

260 | 4/27/2021 Danita 26 | Sulawesi Utara | Perempuan Ya Ya
20:48:41

261 | 4/27/2021 | Ben 30 | Jawa Tengah Laki-laki Ya Ya
20:50:33

262 | 4/27/2021 | Anabelle 23 | Yogyakarta Perempuan Ya Ya
20:53:44

263 | 4/27/2021 | Iva 21 | Jawa Tengah Perempuan Ya Ya
20:56:28

264 | 4/27/2021 | Riki 27 | Yogyakarta Laki-laki Ya Ya
20:57:51

265 | 4/27/2021 | Johan 18 | Yogyakarta Laki-laki Ya Ya
20:59:26

266 | 4/27/2021 | Keysa 17 | Yogyakarta Perempuan Ya Ya
21:00:38
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267 | 4/27/2021 | Meisie 28 | Yogyakarta Perempuan Ya Ya
21:03:43

268 | 4/27/2021 | Naila 17 | Jawa Tengah Perempuan Ya Ya
21:06:04

269 | 4/27/2021 | Prima 24 | Yogyakarta Laki-laki Ya Ya
21:07:48

270 | 4/27/2021 | Nesya 25 | Jakarta Perempuan Ya Ya
21:09:29

271 | 4/27/2021 | Kyra 20 | Jawa Tengah Perempuan Ya Ya
21:14:36

272 | 4/28/2021 Desti 24 | Jambi Perempuan Ya Ya
14:32:18

273 | 4/28/2021 | Chika 20 | Yogyakarta Perempuan Ya Ya
18:33:23

274 | 4/28/2021 | Alea 18 | Jawa Tengah Perempuan Ya Ya
18:46:42

275 | 4/28/2021 | Melisa 23 | Yogyakarta Perempuan Ya Ya
19:13:24

276 | 4/28/2021 | Aletta 17 | Yogyakarta Perempuan Ya Ya
19:26:46

277 | 4/28/2021 | Joni 27 | Jawa Tengah Laki-laki Ya Ya
21:53:19

278 | 4/28/2021 | Anneke 23 | Yogyakarta Perempuan Ya Ya
22:05:52

279 | 4/29/2021 | aldiano 18 | Yogyakarta Laki-laki Ya Ya
7:05:16

280 | 4/29/2021 | Marnie 28 | Jawa Timur Perempuan Ya Ya
7:10:16

281 | 4/29/2021 | Meggy 20 | Jawa Tengah Perempuan Ya Ya
7:17:07

282 | 4/29/2021 | Alice 18 | Yogyakarta Perempuan Ya Ya
7:35:59

283 | 4/29/2021 | Bethani 17 | Yogyakarta Perempuan Ya Ya
9:07:26

284 | 4/29/2021 | Chelsea 26 | Jawa Timur Perempuan Ya Ya
9:11:32

285 | 4/29/2021 | Rey 21 | Yogyakarta Laki-laki Ya Ya
9:22:18
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286 | 4/29/2021 | Brian 27 | Yogyakarta Laki-laki Ya Ya
9:41:18

287 | 4/29/2021 | Daffa 28 | Yogyakarta Laki-laki Ya Ya
9:49:25

288 | 4/29/2021 | Viona 19 | Yogyakarta Perempuan Ya Ya
10:14:44

289 | 4/29/2021 | Ida 18 | Jawa Tengah Perempuan Ya Ya
10:18:35

290 | 4/29/2021 | Kirana 22 | Jawa Tengah Perempuan Ya Ya
10:22:18

291 | 4/29/2021 | Lesya 23 | Sulawesi Utara | Perempuan Ya Ya
10:26:08

292 | 4/29/2021 | Marsha 22 | Jawa Timur Perempuan Ya Ya
10:44:51

293 | 4/29/2021 | Naomi 23 | Yogyakarta Perempuan Ya Ya
10:59:02

294 | 4/29/2021 | Dayana 27 | Jawa Tengah Perempuan Ya Ya
14:13:15

295 | 4/29/2021 | Aida 17 | Yogyakarta Perempuan Ya Ya
18:06:25

296 | 4/29/2021 | Darel 23 | Jawa Timur Laki-laki Ya Ya
18:09:28

297 | 4/29/2021 | Ivano 18 | Jawa Tengah Perempuan Ya Ya
19:03:29

298 | 4/29/2021 | Edwin 23 | Yogyakarta Laki-laki Ya Ya
19:20:29

299 | 4/29/2021 | Elaina 19 | Yogyakarta Perempuan Ya Ya
19:32:44

300 | 4/29/2021 | Kanaya 20 | Yogyakarta Perempuan Ya Ya
20:35:28
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Engaging consumers in mobile instant
messaging: the role of cute branded emoticons

Crystal T. Lee
College of Management, Wenzhou Business College, Wenzhou City, China, and

Sara H. Hsieh
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Abstract

Purpose — With the rapid surge of mobile marketing, an increasing number of brands have launched branded emoticons in an attempt to build
brand relationships with consumers. Despite the apparent promise of branded emoticon usage, there is only limited academic research on branded
emoticons. This paper aims to build on impression management theory and the conceptualization of cuteness to investigate how the effect of
cuteness in branded emoticon design influences perceived playfulness in mobile instant messaging (MIM) interaction and the creation of brand
engagement in self-concept.

Design/methodology/approach — Consumers with usage experience of branded emoticons in MIM apps were recruited to complete an online
survey. Partial least squares structural equation modelling was used to analyze the data.

Findings — Two facets of cuteness — kindchenschema cuteness and whimsical cuteness — can project a favourable social image to consumers that
facilitates playfulness in social interaction and enhances brand engagement in self-concept, which leads to their willingness to purchase the brand
and stickiness to the MIM apps.

Originality/value — The popularity of branded emoticons represents a new form of social interaction and an innovative way to build brand
relationships. The present study is the first to examine the design aspects of branded emoticons and highlights that the cuteness of a branded

emoticon may be a crucial factor in engaging consumers in MIM.

Keywords Brand engagement, Impression management, Perceived playfulness

Paper type Research paper

1. Introduction

The use of mobile instant messaging (MIM) to communicate
has become a worldwide phenomenon as smartphones have
transformed the way people interact. A unique feature of MIM
is that it allows the consumer to communicate with text and
with emoticons, which are graphic visuals that help consumers
express their emotions more clearly than text messages alone
(Hsieh and Tseng, 2017; Kaye et al., 2016). With the massive
increase in the number of mobile messaging app users, sending
emoticons in mobile messages has also gained tremendous
worldwide popularity. These non-verbal graphic cues have
been rapidly adopted in online communication to
communicate emotions and to support written text content;
they may even sometimes replace text (Kaye ez al., 2016;
Thompson and Filik, 2016). Nearly, 814 million emoticon-
containing mobile messages were sent worldwide in 2016, a
461 per cent increase over 2015 (eMarketer, 2016). Emoticons
are everywhere and are created in various online platforms; it is
estimated that more than 2,700 official emoji were available for
usage in 2018 (Das et al., 2019). Emoticons are adopted in
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almost 50 per cent of communication on Instagram
(eMarketer, 2018). To leverage the popularity of emoticons,
brands are offering branded emoticons to build brand
relationships with consumers (Codina, 2015; Das et al., 2019;
Lee, 2017). Brands such as Pepsi, Starbucks and IKEA are
making substantial investments in this “digital language” in an
effort to develop effective engagement (Becker, 2016). Baskin-
Robbins uses cute ice cream cone emoticons and Dominos uses
pizza emoticons in tweets to engage and interact with
consumers (Das ez al., 2019). The more that consumers use the
branded emoticons provided by brands, the more likely it is that
a close interaction will be established between the brands and
consumers, which may build more favourable brand attitudes
among consumers and ultimately affect their brand purchase
decisions (Lee, 2017). As a result, an increasing number of
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marketers are adopting branded emoticons in their mobile
marketing communications (Middlemas and Lonergan, 2015).
However, despite the significance of branded emoticons for
practitioners and their popularity among vast numbers of
consumers, there is only limited academic research to date on
branded emoticons (Lee, 2017). Thus, further investigation is
necessary.

Previous research has studied emoticon usage, such as the
effect of perceived playfulness on consumers’ social
connectedness (Hsieh and Tseng, 2017), the social intimacy of
relationships (Wang, 2016) and interpersonal communication
(Chairunnisa and Benedictus, 2017; Duan ez al., 2018; dos
Reis et al., 2018). However, despite these studies, there is a lack
of research that addresses how types of emoticon design may
affect usage adoption. Although there are various emoticon
designs, the most popular emoticons are those that are
perceived as cute and amusing. The effect of emoticon cuteness
in influencing consumers’ adoption in MIM represents an
important research gap that warrants further examination.

Cuteness is described as attractiveness in an adorable or
endearing way (Nenkov and Scott, 2014). Similar to the
Japanese word “kawaii”, cuteness is driven by attributes of
shapes, colours and materials within the stimulus that evoke
affective feelings of adorableness (Ohkura ez al., 2008). Cute
products that are sold in various categories, such as cute office
supplies, tools and clothes, are popular among children and
adults (Taylor, 2011). Fashion brands such as Lilly Pulitzer
that incorporate adorable designs into clothing and accessories
generated sales of $122m in 2012 (Wilson, 2013). Although
the effect of cuteness on adults is seldom discussed, the
impressive sales of cute products show that cute designs are
appealing to adults. Past studies have focussed on cuteness in
tangible product design, such as increasing product preference
(Nenkov and Scott, 2014), sales (Niedenthal ez al., 2010),
prosocial orientation (Scott and Nenkov, 2016), feelings of
warmth and comfort (Nenkov and Scott, 2014) and indulgent
consumption (Scott and Nenkov, 2016). Given the significance
of cuteness in emotional responses and product purchases
(Nenkov and Scott, 2014; Scott and Nenkov, 2016), it would
be enlightening to extend the existing work by exploring the
effect of cuteness on branded emoticon use. Cute theorists
assert that there are two types of cuteness: the first conveys a
sense of warmth and sweet associations, whereas the other
conveys a sense of humour (Nenkov and Scott, 2014). Because
emoticons are used by consumers in MIM as a surrogate to
represent emotions, it is plausible that the two types of cuteness
conveyed through emoticons can help to facilitate fun and
playfulness in social interaction to project an ideal and desirable
impression.

The theory of impression management (Leary, 1995; Leary
and Kowalski, 1990), also known as self-presentation, posits
that consumers are motivated to present themselves ideally.
The present study suggests that people can manage self-
presentation and boost a positive self-image through branded
emoticon usage. Cute branded emoticons can be adopted to
enhance impression management during online conversations.
Therefore, drawing on the theory of impression management
(Leary, 1995; Leary and Kowalski, 1990), this study seeks to
contribute to the understanding of how cute branded
emoticons align with impression management to shape
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perceived playfulness in interaction and brand engagement. To
the best of our knowledge, no studies have investigated how
cuteness conveyed in branded emoticons influences brand
engagement and the spillover effect of MIM apps.

This study aims to understand the effect of the cuteness of
branded emoticons based on the theory of impression
management. Specifically, our research contributes to revealing
the effects of the cuteness of branded emoticons on brand-
related outcomes (brand engagement and willingness to
purchase) and MIM app-related outcomes (stickiness to MIM
apps). This study first reviews the branded emoticon, cuteness-
related literature and theory of impression management. We
then describe the theoretical framework and hypotheses. The
measures and research design are provided. Finally, the
findings, academic and managerial implications are discussed.

2. Theoretical background

2.1 Branded emoticons

Emoticons are pictorial representations of facial expressions.
They encompass a combination of emotions and icons and are
used by consumers to share feelings and emotions in online
platforms such as emails and MIM messages (Lee, 2017). As
emoticons proliferate on various MIM apps, both scholars and
marketers have begun to pay close attention to the
communication function of emoticons (Duan ez al., 2018; dos
Reis er al., 2018). Past studies have examined the usage of
emoticons in terms of: first, cognitive responses to emoticons
(e.g. emoticon use can increase communication effectiveness
and facilitate perceived usefulness and information richness)
(Huang et al., 2008) because emoticons can increase the
perceived good intentions of the feedback provider and
decrease perceived feedback negativity (Wang et al., 2014);
second, affective responses to emoticons, such as the effect of
emoticons on perceived playfulness and consumers’ social
connectedness (Hsieh and Tseng, 2017). Female consumers
tend to show a higher preference for the playfulness of
emoticons (Ruangkanjanases and Wautthisith, 2017). Past
research analyzed emoticon and emoji use in tweets and found
that positive emotional expression was dominant in content
related to food consumption (Vidal ez al, 2016). Customer
service using emojis can exhibit higher user engagement levels
in positive contexts than in negative contexts (Casado-Molina
et al., 2019). The presence of an emoticon in tweets increases
positive affect, which leads to higher purchase intentions (Das
etal., 2019). In online service encounter situations, consumers
perceive service providers that use emoticons show more
warmth than those who do not (Li ez al., 2019). The use of
emoticons increases social intimacy in relationships, positive
affect and feelings of closeness compared to the use of text-only
(Wang, 2016). Third, consumers use emoticons for identity
expression (Hsieh and Tseng, 2017) and self-presentation
(Lee, 2017). For example, users of Blackberry messenger and
the WhatsApp application select emoticons to express their
personality, which facilitates interpersonal communication and
enhances the meaning of text messages (Chairunnisa and
Benedictus, 2017). Our research corresponds to the third
stream of research. We attempt to examine the self-
presentation and symbolic meanings that are associated with
the adoption of branded emoticons.
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Despite the plethora of studies on emoticons, surprisingly
little research has focussed on branded emoticons, which are
widely adopted by brands. Branded emoticons refer to
emoticons with a brand logo, brand mascot, brand avatar or
brand-related information (Lee, 2017). Brand elements other
than brand names, logos, symbols, packaging and signage can
also be important drivers of brand equity to differentiate and
identify the brand (Keller, 2009). Brand logos have a significant
impact on brand knowledge and brand equity and are thus
considered among the most powerful brand elements (Keller,
2003). Moreover, brand logos are one of the key instruments to
communicate a brand image, enhance brand recognition and
create brand differentiation (Aaker, 2009; Henderson and
Cote, 1998). Well-designed brand symbols can trigger feelings
of affinity and convey clear meanings (Aaker, 2012; Keller,
2009). Corporate identity is equated with graphic design and
logos to create brand visibility and to communicate the
symbolic meaning of the corporation (Van Riel and Balmer,
1997) both internally and externally (Melewar and
Karaosmanoglu, 2006). Numerous studies in the brand
literature have investigated the visual elements of logos, such as
identifying the concepts of naturalness, harmony,
elaborateness, parallelism, repetition, proportion and shape
(Henderson and Cote, 1998). The figurative design of brand
logos can create brand recall and recognition (Machado et al.,
2012). Natural logo designs generate brand recognition and
positive affect towards brands (Machado er al., 2015).
Roughness and angular design elements of a logo can also exert
an effect on brand evaluation among committed consumers
(Walsh ez al., 2010). The perception of various logo designs has
also been examined with regard to its effect on response
attitudes, such as the differential effect of natural/harmonious
logo designs and abstract/asymmetric logo designs in different
cultures (Henderson ez al., 2003) and distinctive preferences in
logo design by gender (Moss et al., 2007). Brands can present
varieties of logos that foster brand prominence and freshness
(Sédksjéarvi et al., 2015). A good design is advantageous for
communicating a brand’s image and for cutting through the
advertising clutter (Saaksjérvi et al., 2015).

In a similar vein, branded emoticons may play an analogous
role to logos by using visual design to evoke positive affect and
enhance affinity. Hence, when brands design their emoticons,
they are embedding the brand spirit into the graphic design
elements (Lee, 2017). In practice, there has been rapid growth
in branded emoticons along with a proliferation of emoticon
usage in recent years. Branded emoticons can be seen as a
creative and innovative marketing tool that increases
interaction with consumers and facilitates brand relationships
(Lee, 2017). A wide range of design types are created for brand
emoticons, which supplement the brand character embedded
in the design (Brady, 2016; Codina, 2015; Doland, 2016;
Middlemas and Lonergan, 2015; SocialBeta, 2018). Examples
are presented in Figure 1.

Despite the wide adoption of branded emoticons by brands,
branded emoticons have drawn little attention, except for one
academic study examining the effects of branded emoticons
from the perspective of social capital theory (Lee, 2017). Lee
(2017) presents four different types of social capital, namely,
structural capital, relational capital, cognitive capital and
situational capital, to investigate branded emoticon usage.
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Figure 1 Examples of branded emoticons

Branded emoticon Example

Three Squirrels, China's trendicst snack brand for
nuts and snacks, uses cute cartoon squirrel
mascots as its brand character. The Three Squirrels
nut brand thus incorporates a cute brand character,
squirrel mascots, into the design of its branded
emoticons to reinforce brand image and to give
the brand’s online presence a more personal and
human quality (Doland, 2016).

™
&
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Tmall.com, operated in China by Alibaba Group,
is the leading B2C e-commerce platforms that
have launched a series of branded emoticons that
use cartoon characters to convey their brand
personality while also conveying a sense of
decency and trendiness. Tmall com encourages
consumers to share their emoticons on social
media. (SocialBeta, 2018)

YHY

Sources: Doland (2016); Branded emoticons of Three Squirrels
download from www.3songshu.com/; SocialBeta (2018)

Referent and majority ties are indicators of structural capital;
sociability is presented as relational capital; self-disclosure
serves as cognitive capital; and character-brand fit and self-
presentation as situational capital together affect brand
attitude, which, in turn, generates purchase intention towards
the brand. The author concludes that branded emoticons can
be seen as a creative and innovative marketing tool that
increases interaction with consumers and facilitates brand
relationships (Lee, 2017). Brands introduce branded
emoticons to increase brand familiarity and help marketers
speak more effectively with their audiences (Codina, 2015). As
branded emoticons can help humanize a brand, more research
is needed to examine how the various designs incorporated in
branded emoticons affect brand-related and MIM-related
outcomes.

2.2 Theory of impressi t
Impression management (Leary and Kowalski, 1990, p. 34)
involves “people’s attempts to manage the impressions that
others form about them”. Generally, impression management
is regarded as self-presentation (Leary, 1995; Leary and
Kowalski, 1990). The essence of impression management is
that the consumer seeks to control how others see her/him by
projecting a controlled social self-image (Leary, 1995; Leary
and Kowalski, 1990). Based on impression management
motivation, consumers are motivated to present themselves
ideally and to project the desired self-image (Sedikides ez al.,
2007; Sedikides and Strube, 1995). Consumers strive to
enhance their self-esteem, desire to maintain their positive self-
views and minimize discrepancies between the desired and
current image (Leary and Kowalski, 1990; Sedikides and
Strube, 1995). Impression management can, thus, be
understood as a strategy for self-presentation (Tafarodi and
Swann, 2001) that may lead to people’s tendency to create a
certain image by altering their own behaviours to affect others’
impressions of them (Leary, 1995; Leary and Kowalski, 1990).
Scholars have adopted impression management to
illustrate consumers’ selection of posted content with an
attempt to present a desired social image (Chen ez al., 2016;
Ellison ez al., 2007). Fridlund (2014) proposed that
communication content is created not only to express
emotions but also related to social motives. Similarly, when
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consumers communicate over MIM, they can create an
intended impression to friends and maintain their social
image through the use of emoticons (Bazarova and Choi,
2014). The expression of emotion in face-to-face interaction
depends largely on nonverbal cues. These cues are absent in
text-based computer-mediated communication. Emoticons
may serve as nonverbal surrogates, suggestive of facial
expression, and may, thus, enhance the exchange of
emotional information by providing additional social cues
beyond what is found in the verbal text of a message (Hsieh
and Tseng, 2017). Emoticons act as nonverbal social cues to
offer immediate emotionality or an intended image and to
maintain social relationships (Kaye ez al., 2016; Thompson
and Filik, 2016). For instance, emoticons help consumers
reinforce positive messages and soften the awkwardness of
rejection (Skovholt ez al., 2014). A sarcastic message ending
with an emoticon generates a favourable social image
compared to the same message without an emoticon and
may produce higher arousal, reduced frowning and
increased smiling (Thompson and Filik, 2016). Thus,
emoticons can support a favourable social image and serve
as a means of self-expression and self-presentation (Hsieh
and Tseng, 2017; Lee, 2017). By using this type of pictorial
cues, the impression management is derived from the
positivity it adds to the message. To this end, emoticons may
then function as impression management by signaling how a
given message should be interpreted. Branded emoticons
not only provide pictorial cues that signal emotional
expressions but also provide symbolic associations with the
brand image.

By using branded emoticons, an individual can further
project, the desired self-image that is associated with the brand
image (Ahuvia, 2005; Malir et al., 2011). The present study
thus, suggests that the adoption of cute and adorable branded
emoticons can help consumers project a more favourable social
image that facilitates social interaction in MIM. Therefore, we
draw on impression management theory to provide theoretical
reasoning to examine the effect of the cuteness of branded
emoticons in facilitating brand- and MIM-related outcomes.

2.3 Cuteness

Cuteness is defined as being “attractive in an adorable or
endearing way” (Nenkov and Scott, 2014, p. 326). Cuteness is
a broad concept in which attributes such as shapes, colours and
design may also evoke adorable and affective feelings (Hellen
and Séiksjarvi, 2013). Past studies assert that there are two
types of cuteness, kindchenschema cuteness and whimsical
cuteness, each of which has distinct mechanisms that
communicate differing associations (Nenkov and Scott, 2014).
We propose that branded emoticons with both whimsical and
kindchenschema cuteness facilitate perceived playfulness and
brand engagement.

2.3.1 Kindchenschema cuteness

Kindchenschema describes “the baby schema” in newborns
across species (Lorenz, 1943), which is an important feature
that influences consumers’ perceptions. The features of naive
babies (e.g. a large and bulging forehead, large eyes, rounded
cheeks, a fat chin and pudgy lips) are consistently described as
kindchenschema cuteness and have been shown to produce
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vulnerable attributes, such as naiveté, sweetness, friendliness,
kindness and warmth (Berry and McArthur, 1985).

According to the theory of impression management, people
engage in managing self-presentation in an attempt to create a
desirable social image. Displaying kindchenschema cuteness
offers vast interpersonal benefits. Livingston and Pearce (2009)
found that kindchenschema cuteness, which is also called the
“teddy-bear effect”, positively influences attractiveness and
social judgement. Previous studies also show that
kindchenschema cuteness facilitates parasocial interaction
(Hartmann and Goldhoorn, 2011; Lee and Watkins, 2016),
loyalty (Lee and Watkins, 2016; Teller and Reutterer, 2008),
perceived attractiveness for forming impressions (Afik ez al.,
2008; Aradhye et al., 2015; Dematte ez al., 2007; Simpson,
1990), trustworthiness (Gorn et al., 2008), genuineness (Berry
and McArthur, 1985) and social engagement (Ewing ez al.,
2010; Hargittai and Hsieh, 2010; Meier ez al., 2010).

Previous research on kindchenschema cuteness has
investigated its effect not only as a personal characteristic but
also as an attribute in nonhuman stimuli. Empirical findings
show that photos that trigger kindchenschema cuteness have a
great impact on prosocial behaviour (Glocker ez al., 2009; Scott
and Nenkov, 2016), empathetic response (Prguda and
Neumann, 2014) and perceived attractiveness and beauty
(Hahn et al., 2013; Kuraguchi ez al., 2015). Furthermore,
kindchenschema cuteness is related to fun and hedonic feelings
(Nenkov and Scott, 2014) and fosters perceptions of
pleasantness, arousal and focussed attention (Brosch er al.,
2007). Past studies have shown that consumers perceive
products that trigger kindchenschema cuteness (e.g. Hello
Kitty) as cute and sweet, leading to fun and hedonic feelings
(McVeigh, 2000).

This study proposes that branded emoticons with
kindchenschema cuteness display a delightful charm that make
people feel sweet, adorable, childlike and warm. Drawing from
impression management theory, it is likely that consumers may
adopt branded emoticons that trigger kindchenschema
cuteness in MIM to project an ideal social image, such as being
adorable, friendly, attractive, genuine and warm, which, in
turn, facilitates perceived playfulness in social interactions. We,
therefore, propose the following hypothesis:

HI1. The kindchenschema cuteness of branded emoticons is
positively associated with perceived playfulness in

interaction.

2.3.2 Whimsical cuteness

While research on cuteness has focussed predominantly on the
kindchenschema dimension of cuteness, recent work provides
evidence of the presence of another type of cuteness, whimsical
cuteness (Nenkov and Scott, 2014). Whimsical cuteness is
defined as humorous cuteness (Nenkov and Scott, 2014).
Humorousness can be considered a positive emotion of
amusement that makes people feel funny and laugh (Cann and
Matson, 2014; Mcgraw and Warren, 2010; Weisfeld ez al.,
2011). Humorous online videos are often the most frequently
viewed and disseminated content in online platforms (Hsieh
et al., 2012) and humour can enhance the likability of even
annoying television advertising (Alden ez al., 2000). The effect
of humour in influencing interpersonal relationships includes

124



Branded emoticons

Journal of Product & Brand Management

Crystal T. Lee and Sara H. Hsieh

enhancing perceived attractiveness (Hsieh ez al., 2012), social
closeness and social desirability (Cann and Matson, 2014) and
emotional comfort in unpleasant situations (Fraley and Aron,
2004). Moreover, humorous stimuli are more likely to generate
perceived reciprocal liking and enjoyment of the interaction
(Treger et al., 2013).

According to the theory of impression management, people
are motivated to create a favourable social image. A good sense
of humour creates a desirable social image for people (Warnars-
Kleverlan et al., 1996). People with humorous characteristics
are often regarded as charming and friendly (Mcgee and
Shevlin, 2009), intelligent (Greengross et al., 2012; Greengross
and Miller, 2011; Mcgee and Shevlin, 2009), skilful in social
interactions (Warnars-Kleverlan et al, 1996) and warm in
romantic relationships (Wilbur and Campbell, 2011). When
consumers interact with others using MIM, they adopt
emoticons to help them present emotional expressions.
Therefore, the emoticons they choose for emotional expression
are also adopted to impact self-presentation and create a
favourable impression. Because whimsical cuteness displays
humour and amusement (Nenkov and Scott, 2014), it is likely
that this allows consumers to spark laughter in their texting
conversations and facilitate fun and playfulness in interactions,
thereby enhancing a consumer’s self-presentation. We, thus,
hypothesize that branded emoticons with whimsical cuteness
will facilitate perceived playfulness in the interactions of MIM.
Hence, we propose the following hypothesis:

H2. The whimsical cuteness of branded emoticons is
positively associated with perceived playfulness in
interactions.

2.4 Perceived playfulness and brand engagement
Perceived playfulness refers to the intrinsic motivation that
focusses on the process of fun, creativity, enjoyment and
pleasure by engaging in absorbing interactions (Chung and
Tan, 2004; Hsu ez al., 2012; Kim and Watson, 2016; Wang
et al., 2009). Past research shows that perceived playfulness,
perceived ease of use and perceived usefulness can improve
attitudes towards and user acceptance of information-
searching websites (Chung and Tan, 2004). Moreover,
perceived playfulness and perceived flow affect perceived
website quality, which influence customer satisfaction (Hsu
et al., 2012). Perceived playfulness is found to influence
attitudes towards behavioural intentions in various contexts,
such as massive multiplayer online games (Wang ez al., 2009)
and hospitality-related brand social networking sites (Li and
Chang, 2016). The findings of a study on professional sports
show that positive affect, such as pleasure and happiness, are
significant predictors of fan engagement (Yoshida ez al,
2014). Furthermore, research findings show that the more
emotional benefits (e.g. fun, pleasure, warmth and
excitement) a brand provides, the stronger the consumer—
brand connection is (Stokburger-Sauer ez al., 2012). In the
context of emoticon communication, the use of emoticons
can generate perceived playfulness in social interactions,
which increases users’ identity expressiveness (Hsieh and
Tseng, 2017).
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As consumers communicate using MIM, emoticons are used
as a surrogate to represent the consumer’s emotional
expressions. Thus, the emoticons selected are likely to be
chosen for self-presentation to create a favourable impression.
The art of self-presentation depends upon consumers
displaying symbols and brands to communicate the desired
impression (Williams and Bendelow, 1998). Consumers are
provided with greater freedom to express their identities
through digital associations in the online platform. Thus, the
use of branded emoticons allows consumers to be associated
with the embedded meaning of the brand and the symbolic
meanings conveyed through the characters of the emoticons.
The cuteness of branded emoticons conveys a sense of
playfulness that creates a friendly and desirable image, which is
a favourable association that is likely to enhance self-
presentation. Therefore, it is likely that the perceived
playfulness generated through the adoption of cute, adorable
and humorous branded emoticon enables consumers to present
their self-concept through the brand. Brand engagement in self-
concept illustrates “a consumers’ propensity to include
important brands as a part of how they view themselves”
(Sprott ez al., 2009, p. 92). Hence, we hypothesize that when
consumers choose cute and humorous branded emoticons as
symbols to present themselves, the perceived playfulness in the
interactive communication is likely to facilitate brand

engagement.

H3. Perceived playfulness in interaction is positively
associated with brand engagement.

2.5 Brand engagement and willing; to purck the

brand

Brand engagement in self-concept indicates that consumers
are likely to use brands to present self-concept (Razmus ez al.,
2017; Sprott et al., 2009) and that brand engagement can
enhance consumers’ cognitive responses (brand awareness),
affective responses (pleasure/pleasantness) and behavioural
outcomes (word-of-mouth activity) (Hollebeek and Chen,
2014; Van Doorn et al., 2010). Previous literature on brand
management indicates that brand image is an essential part of
a strong brand that is built upon an individual’s perceptions
of a brand (Aaker, 1997). Brand image is created through the
brand associations that are held and the symbolic benefits
that a brand provides, which exert a notable effect on how a
consumer responds to the brand. For example, a brand may
provide a desirable brand image that is related to an
individual’s self-concept. Thus, the symbolic benefit of the
brand helps an individual make a statement about his/her
desired social concept (Keller, 1993). These brand benefits
influence consumer brand preferences and purchase
intention (Cobb-Walgren ez al., 1995) and the creation of
brand equity and brand relationships (Chatzipanagiotou
et al., 2016). In online platforms, an interactive consumer
brand relationship is further established. Brand engagement
in the online community is a critical determinant of
relationship quality and consumer loyalty (Hollebeek ez al.,
2014). A previous study asserts that brand engagement plays
a crucial role in influencing word-of-mouth intention and
purchase intentions on Facebook (Chan ez al., 2014). In a
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study of Apple and Samsung’s Facebook brand fan pages,
research has shown that brand engagement facilitates word-
of-mouth behaviour (Hollebeek ez al., 2014). Additionally,
brand engagement impacts community recommendation
intentions and  brand-related purchase behaviour
(Algesheimer ez al., 2005). These findings are in accordance
with the schema congruity principle (Meyers-Levy and
Tybout, 1989), which posits that the congruence of the self-
brand connection increases brand-related evaluations,
attitudes and behaviours, such as loyalty (Bowden, 2009;
Hollebeek ez al., 2014) and brand preference (Govers and
Schoormans, 2005; Sprott et al, 2009). In the MIM
scenario, a previous study shows that consumers choose
branded emoticons to express themselves and generate a
better brand attitude and purchase intentions (Lee, 2017). It
is, thus, likely that when consumers choose branded
emoticons to represent themselves for emotional expression
on MIM, the brand engagement created in this fun and
playful interaction process increases consumers’ brand

purchase intentions. Therefore, we hypothesize the
following:
H4. Brand engagement is positively associated with the

willingness to purchase the brand.

2.6 Brand engagement and stickiness to mobile instant
messaging apps

Past research postulates that brand engagement exerts an
influence not only on behaviour intentions towards brands
but also on social networking sites (Palazon et al, 2018;
Pentina er al., 2013). For instance, consumers build
stronger ties with social networks that are perceived as
exhibiting similar personality characteristics to themselves,
which also facilitates consumers’ future usage intentions of
these social network sites (Pentina ez al., 2013). Thus, the
perceived closeness and relationship quality with the brand
enhances consumers’ preference to use the network; this
may be a result of perceived self-connection with the brand
spillover to the social network. (Pentina ez al., 2013). In a
similar vein, brand engagement may generate enhanced
stickiness to MIM apps. We suggest that brand engagement
gained through interacting with friends in MIM apps not
only positively influences willingness to purchase the brand
but also has a spillover effect on stickiness to MIM apps.
Hence, we hypothesize the following:

HS5. Brand engagement is positively associated with stickiness
to MIM apps.
3. Methods

3.1 Sampling and data collection

The survey was distributed by WenJuanXing (WJX) (www.
sojump.com), one of the most popular Chinese online survey
companies.WJX’s consumer database covers 2.6 million
consumers in diverse populations and job categories, such as
computer, mathematical, architecture, engineering and social
science occupations. WJX sends email invitations to its
registered members inviting them to complete a questionnaire.
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If members complete the survey, WJX charges the researcher
seven Chinese yuan (equal to US$1) per valid response. This
study used a filter question first to determine whether
consumers had used branded emoticons in MIM apps (e.g.
WeChat or QQ) before taking the survey. Only those MIM
users who sent branded emotions during the past week were
qualified to participate in the survey. We provided a definition
of branded emotions and examples of Burberry and Coke
emoticons at the beginning of the questionnaire. WJX recorded
that 455 visitors with unique IP addresses had scanned the
questionnaire online, with 398 visitors submitting their
responses. Specifically, the sample was composed of mixed
genders (214 men and 184 women), half of whom had more
than two years of branded emoticon usage experience.
Approximately 70 per cent of the respondents were between 21
and 40years of age. The majority of respondents were
millennials because they are heavy smartphone users
(Anderson, 2015) and are referred to as “digital natives” and
the “always connected generation” (Connaway ez al., 2008).
Our sample demographics are congruent with the surveyed
profiles of MIM users in past research (Guo er al., 2010;
Statista, 2015). Demographic information and usage frequency
are presented in Table I.

Table I Profile of respondents

Variable Count (%)
Gender

Male 214 53.8
Female 184 46.2
Age

Under 20 80 20.1
21-30 165 4.5
31-40 120 30.2
41-50 27 6.8
More than 51 6 1.5
Duration of using branded emoticon

less than 6 months 67 16.8
6 to < 12months 44 1.1
12 to < 18months 47 1.8
18 to < 24 months 29 73
More than 2 years n 53
Freq 'y of using branded emoticon daily

less than10 times 58 14.6
11 to 20 times 108 271
21 to 30 times n 17.8
31 to 40 times 64 16.1
41 to 50 times 15 3.8
More than 51 times 82 20.6
Frequency of using MIM app daily

less than 1h 25 6.3
1to<3h 85 214
3to<6h 91 229
6to<9h 50 126
More than 9h 147 36.9
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3.2 Measures

Hellen and Siédksjarvi (2013) investigated childlike
characteristics in products, especially in association with
human infants, and reported that the construct of sweetness
was associated with cute, kawaii characteristics. This concept
involves an overlap between childlike characteristics and
kindchenschema cuteness. We therefore, use the measurement
of kindchenschema cuteness developed by Hellen and
Sédksjarvi (2013). Additionally, this study adopts the
operational definition of whimsical cuteness from past
literature (Nenkov and Scott, 2014; Scott and Nenkov, 2016).
Whimsical cuteness represents fun, humorousness and
playfulness. We adopted the measure from a study by Hsieh
et al. (2012) that investigated the humorous appeal of online
videos in terms of Computer-Mediated Communication
(CMC) environments. Perceived playfulness was measured by
requiring the respondents to report how they felt when
interacting with others using branded emoticons; this was
adapted from Cheong and Park (2005). The brand
engagement was originally developed by Sprott ez al. (2009).
This study adapted it to the branded emoticon context by
asking the respondents to indicate how they perceived the
brand that offers the branded emoticons they use. The
measurement scales for willingness to purchase the brand were
adopted from a related study that applied the social capital
model in a branded emoticon context (Lee, 2017). Finally, to
measure stickiness to the MIM app, we adapted an instrument
that originally investigated the MIM app stickiness of WeChat
users (Guo et al., 2017). The final questionnaire consisted of 30
items. All measurements were taken from the previous
literature in different research contexts and modified to fit the
current research context. Participants were asked to respond on
a seven-point Likert scale ranging from 1: Strongly disagree to
7: Strongly agree.

3.3 Common method variance and non-response bias
The study conducted Harmon’s one-factor procedure
(Podsakoff et al., 2003) to control common method variance.
The results of the factor analysis revealed that the first factor
accounted for 15.189 per cent of the total variance. We,
therefore, concluded that common method variance did not
seem to be a significant issue for the data. Regarding
nonresponse bias, the study followed the procedure by
(Armstrong and Overton, 1977) to test the difference
between early and late responses regarding all 30 items. A
multivariate analysis of variance test showed no significant
differences between the two groups (Pillai’s trace value =
0.083, Sig. = 0.320; Wilks’ Lambda value = 0.917, Sig. =
0.320; Hotelling’s trace value = 0.091, Sig. = 0.320; Roy’s
largest root value = 0.091, Sig. = 0.320), suggesting
negligible nonresponse bias.

3.4 Data analysis

This paper describes an exploratory field study that applies
perspectives on cuteness to branded emoticons. Past research
suggests that partial least squares structural equation modelling
(PLS-SEM) is well suited for exploratory purposes (Hair et al.,
2011). Therefore, it was appropriate for us to use PLS and
bootstrapping with 5,000 subsamples for hypothesis testing, as
suggested by Hair er al. (2011). Following Anderson and
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Gerbing (1988), this study adopted a two-stage approach to
validate the proposed model and test the structural model using
Smart PLS 3.0.

4. Results

4.1 Measurement model validation
Cronbach’s a and composite reliability (CR) values are used
to assess measurement reliability (Anderson and Gerbing,
1988). CR for each construct ranged from 0.90 (perceived
playfulness) to 0.94 (kindchenschema cuteness) and
Cronbach’s « for each construct ranged from 0.84 (perceived
playfulness) to 0.93 (kindchenschema cuteness), well above
the criterion value of 0.07 (Nunnally, 1967). All factor
loadings were higher than 0.7 or nearly 0.7 with significant z-
statistic values. Furthermore, the average variance extracted
(AVE) ranged from 0.66 (kindchenschema cuteness) to 0.82
(willingness to purchase the brand), which exceeded the
minimum loading of 0.5 (Hair ez al., 2011). Table II presents
the results of the model validation.

Finally, the square roots of the AVE were all greater than the
respective intercorrelations among the constructs, suggesting
discriminant validity (Fornell and Larcker, 1981) (Table III).

4.2 Model fit of the structural model

Smart-PLS3.0 provided a fit index to assess model fit,
Standardized Root Mean Square Residual (SRMR) and
variance explained (R?). The value of SRMR was
0.049 < 0.08, suggesting a good fit (Hair ez al., 2017). The R?
values of perceived playfulness in interaction (0.500), brand
engagement (0.432), willingness to purchase (0.454) and
stickiness (0.448) suggested nearly substantial power (Hair
etal.,2017).

4.3 Control variables

To purify the relationships proposed by the research model,
this study took the frequency of using MIM apps, use the
experience of branded emoticons and gender as control
variables to the dependent variables. The frequency of using
MIM apps was not associated with willingness to purchase
(B = 0.017, =0.348) or stickiness (8 = —0.031, 1=0.644).
Use the experience of branded emoticons was not associated
with willingness to purchase (8 = 0.056, = 1.163) or stickiness
(B = 0.066, 1=0.088). Gender was not associated with
willingness to purchase (8 = —0.003, 1=0.42) or stickiness
(B = 0.005, t=0.132). The results suggest that the control
variables (frequency of using MIM apps, use experience of
branded emoticons and gender) did not exert an influence on
the proposed relationship in this study.

4.4 Hypothesis testing

The results of the value of RZ path coefficients and the
corresponding level of significance are shown in Figure 2. The
results indicated that kindchenschema cuteness exerts an
influence on perceived playfulness in interactions, (8 = 0.350,
t=6.291, p < 0.001), supporting H1. Whimsical cuteness exerts
an influence on perceived playfulness in interactions, (8 = 0.423,
t=6.682, p <0.001), supporting H2. Perceived playfulness in
interactions was found to have a significant positive influence on
brand engagement (B = 0.657, r=16.205, p<0.001),
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Table Il Validity and reliability indices of the model
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Items Factor loading t-value
Brand engagement in self-concept (Sprott et al., 2009) Cronbach’s a = 0.91, CR = 0.93, AVE = 0.68

The brand, which offers branded emoticons | use
BESC1 | consider the brand to be part of myself 0.83 431
BESC2 | often feel a personal connection between the brand and myself 0.81 35.89
BESC3 Part of me is defined by the brand, which offers branded emoticons | use 0.83 43.73
BESC4 | can identify with the brand, which offers branded emoticons | use 0.85 48.41
BESC5 There are links between the brand and how | view myself 0.85 52.10
BESC6 The brand is an important indication of who | am 0.78 34.16
Willingness to purchase the brand (Lee, 2017) Cronbach’s o= 0.89, CR = 0.93, AVE = 0.82
WTP1 Itis likely for me to purchase the brand, which offers branded emoticons | use 0.92 82.52
WTP2 Itis possible for me to purchase the brand, which offers branded emoticons | use 0.89 59.91
WTP3 Itis probable for me to purchase the brand, which offers branded emoticons | use 0.91 73.50
Perceived playfulness (Cheong and Park, 2005) Cronbach’s o= 0.84, CR = 0.90, AVE = 0.75
PPI1 When interacting with others using branded emoticons, | do not realize the time elapse 0.88 59.98
PPI2 | feel good when interacting with others using branded emoticons 0.87 53.25
PPI3 Itis fun to interact with others using branded emoticons 0.85 40.06
Stickiness towards MIM apps (Guo et al., 2017) Cronbach’s « = 0.87, CR = 0.91, AVE=0.72
STK1 I will spend more time in the MIM app 0.86 43.14
STK2 I will increase the frequency of visits to the MIM app 0.85 39.99
STK3 I am willing to recommend the MIM app to others 0.83 43.78
STK4 | am willing to continuously visit the MIM app 0.87 47.18
Kindchenschema cuteness (Hellen and Saaksjarvi, 2013) Cronbach'’s o= 0.93, CR = 0.94, AVE = 0.66
KC1 The branded emoticons | use are friendly 0.85 54.53
KC2 The branded emoticons | use are cute 0.84 43.12
KC3 The branded emoticons | use are sweet 0.85 47.25
KC4 The branded emoticons | use are adorable 0.83 45.25
KC5 The branded emoticons | use are childlike 0.83 36.24
KC6 The branded emoticons | use are delightful 0.76 25.85
KC7 The branded emoticons | use are cuddly 0.82 37.89
KC8 The branded emoticons | use are cheerful 0.81 42.58
KC9 The branded emoticons | use are feminine 0.68 17.82
Whimsical cuteness (Hsieh et al.,, 2012) Cronbach’s « = 0.89, CR=0.92, AVE=0.70
wci1 The branded emoticons | use are happy 0.82 43.53
wc2 The branded emoticons | use are interesting 0.82 34.79
wa The branded emoticons | use are funny 0.82 35.30
wca The branded emoticons | use are humorous 0.87 53.00
wes The branded emoticons | use are amusing 0.84 36.98

supporting H3. Furthermore, the results show that willingness to
purchase the brand is influenced by brand engagement (8 =
0.661, r=17.995, p<0.001), which supports H4. Finally,
stickiness to the MIM app was found to be affected by brand
engagement (8 = 0.658, r=18.589, p < 0.001), supporting HS.
Thus, all hypotheses were supported.

Taken together, the findings indicate that the kindchenschema
cuteness and whimsical cuteness of branded emoticons influence
the creation of perceived playfulness in interactions in MIM apps.
Furthermore, perceived playfulness in interactions was found to
have a positive effect on establishing brand engagement, which,
in turn, facilitates the willingness of brand purchase intention and
stickiness to the MIM app. Thus, the results indicate that the
conceptualization of cuteness, which is manifested in two types of
cuteness in branded emoticon design, facilitates playfulness in
MIM interaction.

856

5. Discussion

5.1 Discussion

With the massive growth in mobile marketing, an increasing
number of brands have embraced emoji marketing and
launched branded emoticons to build consumer-brand
connections. However, despite the body of literature on
emoticon usage, there is a lack of research that addresses how
the types of emoticon designs may affect consumers’ affective
and behavioural responses. Specifically, although there are
various designs of emoticons, the most popular emoticons are
those that are often perceived as cute and amusing. The effect
of the cuteness of branded emoticons in influencing brand-
related and MIM-related outcomes, thus, denotes an
important research gap that warrants further investigation.
Drawing from the theory of impression management, the
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Table Ill The construct inter-correlation matrix with AVE values listed on the diagonal

Correlation matrix and AVE values 1 2 3 4 5 [3
1. Stickiness towards MIM apps 0.85

2. Willingness to purchase the brand 0.69 0.91

3. Whimsical cuteness 0.60 0.68 0.83

4. Brand engagement in self-concept 0.67 0.67 0.68 0.83

5. Kindchenschema cuteness 0.54 0.52 0.67 0.69 0.81

6. Perceived playfulness 0.69 0.58 0.66 0.66 0.63 0.87

Note: Values in the diagonal cells are the square roots of AVE for each construct

Figure 2 Model testing results
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present research is the first to conceptualize the role of cuteness
in understanding branded emoticons. We proposed that two-
dimensions of cuteness are antecedents of perceived
playfulness and showed how they foster brand engagement and
eventually lead to brand purchase intention and MIM app
stickiness.

5.2 Theoretical implication

This research sheds light on the literature on branded
emoticons and presents several academic contributions. Brands
have strong symbolic meanings and distinctive personalities for
consumers that contribute to the creation of consumers’ own
identity (Halliday and Kuenzel, 2008). Previous studies show
that the consumers can create self-expression and build
belongingness with a brand through the brand community,
brand logo, brand fan page or products offered by the brand
(Algesheimer et al., 2005; Bagozzi and Dholakia, 2006). Our
study extends this view and provides a notable theoretical
contribution to highlight how cute branded emoticons can be
adopted for self-presentation and to build brand engagement.
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experience

MIM app
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frequency

When consumers use cute branded emoticons in conversation
as a means of impression management and self-presentation in
MIM, the perceived playfulness in the interactive
communication is likely to facilitate brand engagement and
eventually lead to favourable brand behavioural outcomes. The
specific theoretical implications are as follows.

First, this study extends the examination of the two
dimensions of cuteness originally developed in tangible product
design (Nenkov and Scott, 2014) to digital content in branded
emoticons. The present study shows that within an online
environment, branded emoticons can be used as a digital form
of impression construction in which consumers adopt cute
branded emoticons with explicit adorable and humorous
qualities in MIM to achieve desirable self-presentational goals.

Second, the kindchenschema dimension is found to be
positively related to perceived playfulness in MIM interactions
(HI). Consistent with impression management theory, this
study shows that consumers tend to display their ideal and
desirable social image by using cute and adorable branded
emoticons. The results are consistent with the baby schema
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effect (Berry and McArthur, 1985) and the teddy-bear effect
(Livingston and Pearce, 2009), which postulate that
kindchenschema cuteness increases social attractiveness and
enhances social judgement. The present research thus, shows
that branded emoticons with kindchenschema cuteness
enhance identity expressiveness as they serve a social function
in expressing consumers’ desirable self-concept, which in turn
facilitates perceived playfulness in MIM.

Third, consistent with earlier research regarding whimsical
cuteness that focussed on positive product evaluations
(Nenkov and Scott, 2014; Scott and Nenkov, 2016), the
present results reveal that the whimsical dimensions of branded
emoticons are positively related to perceived playfulness in
interactions (H2). In line with previous studies, the present
study shows that humour is a social skill with a positive impact
on social interaction that enhances and sustains friendship
(Warnars-Kleverlan ez al., 1996). The present study further
contributes to demonstrating this impact in MIM, where social
interaction is conducted through a computer-mediated
environment. Branded emoticons that feature fun and
humorous designs can also create a sense of playfulness that can
be adopted to present a desirable social image for consumers.
Additionally, the previous studies assert that humour can be
adopted as a safe way to express disagreement and feelings
towards others in interpersonal communication (Warnars-
Kleverlan ez al., 1996). The findings of the present study
provide further support for this argument by illustrating the
adoption of branded emoticons that reflect whimsical cuteness
in MIM, which is driven by impression management to create a
desirable self-presentation.

Finally, the results of our study demonstrate that cute
branded emoticons facilitate perceived playfulness in
interaction, which, in turn, enhances the establishment of
brand engagement (H3). Perceived playfulness reflects
perceived enjoyment and pleasure, which is characterized by
cognitive absorption (Agarwal and Karahanna, 2000). Brand
engagement indicates the propensity of consumers to include
important brands as part of how they view themselves (Sprott
et al., 2009). Brand engagement draws its perspective from
symbolic interactionism (McCracken, 1990) and postulates
that people assign meaning to objects and behaviours according
to their self-interpretations in comparison to other people’s
remarks about them; the interaction is essential in this process.
The present study reveals that consumers’ enhanced propensity
to include the brand as part of themselves can be established
through the perceived playfulness generated by the adoption of
cute branded emoticons in frequent MIM interactions.
Previous studies have examined brand engagement and the
context of social networking sites (Hollebeek ez al., 2014). The
present study extends this understanding to demonstrate that
through fun and pleasurable interactions in MIM, brand
engagement can be enhanced through the adoption of cute
branded emoticons that increase brand-related evaluations,
such as willingness to purchase the brand and stickiness to
MIM apps.

5.3 Managerial implications

Enabled by the rapid growth of technology, people spend an
increasing amount of time on MIM. Marketers, thus, need to
capitalize on the mobile medium to build consumer-brand
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relationships. The present study provides rich managerial
implications to show that the cuteness of a branded emoticon
provides a compelling opportunity to create brand engagement.
Specific implications are as follows.

The present research highlights that the cuteness of a
branded emoticon can be an important driver of brand
engagement. Branded emoticons should be designed with this
concept. For the kindchenschema dimension of cuteness, the
related design characteristics include adorableness, sweetness,
friendliness, childlike qualities and warmth. For instance,
famous brands, such as L.’Occitane en Provence, Samsung and
AirAsia, use a set of emoticons that include cartoon character
“line friends” that are known for their adorableness and
friendliness. Hence, kindchenschema cuteness can be
incorporated by marketers in the design of branded emoticon to
facilitate playfulness and brand engagement, which leads to
enhanced brand-related behaviours.

Fun and humour are the emphases of the design
characteristics for the whimsical dimensions of cuteness.
Graphic emoticons that are humorous add fun and playfulness
to the two-way conversation over computer-mediated mobile
devices. We suggest that branded emoticons should be
designed to trigger an entertaining response by providing a
tunny, comical and hilarious experience to consumers. For
example, marketers could create an easy-to-use app that allows
consumers to create personalized funny branded emoticons.
The luxury fashion brand Versace provides a self-design
emoticon app that provides consumers with the opportunity to
create fun emoticons with Versace to personalize their images.
The New York Yankees launched remarkably amusing
emoticons for fan’s texting conversations, which increases the
playfulness and entertainment value. Funny branded
emoticons may be used as an emotion elicitor to close the
distance between brands and consumers, which enhances
brand engagement and fosters an increased brand relationship.

5.4 Limitations and future research

The present research has limitations that warrant caution in
generalizing the results. First, this study used a cross-sectional
survey and a convenience sampling method to conduct the
survey on an online platform; it. thus, has limitations in the
generalization of the results. Future research could conduct a
longitudinal study to assess the progressive building effects of
branded emoticons on brand engagement and brand
behavioural intentions.

Second, we collected the data in China and there may be
limitations of this study with regard to other cultural
backgrounds. Future studies may focus on cultural differences
to extend generalizability.

Third, our research mainly focussed on behavioural
outcomes such as willingness to purchase and MIM app
stickiness. An attempt may be made to evaluate other
consequences, such as advertising effectiveness and
impressions of branded emoticons, which may require
additional academic research.

Fourth, this study conceptualized cuteness to study branded
emoticons. Other visual design elements, such as colour
scheme, colour combinations (Valdez and Mehrabian, 1994),
visual components (Henderson ez al., 2003; Henderson and
Cote, 1998) and graphic shapes, may also trigger emotional
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responses. For instance, colour is a determinant of building
meaning and desired brand image (Bottomley and Doyle,
2006). Furthermore, the colour identity of a brand is found to
exert influence on the establishment of brand association,
which, in turn, enhance brand-self connection and brand
loyalty (Jin er al., 2019). Thus, it would be interesting to
examine the effect of colour traits on attitudes towards branded
emoticons. Furthermore, prior studies show that the
roundedness (as opposed to angularity or sharpness) of
graphics is a canonical feature of perceptions of the concepts of
good, beautiful, strong and powerful (Tzeng et al, 1990).
Consumers with weak brand commitment may have more
positive brand attitudes towards the brand after they view a
logo redesigned with roundness (Walsh ez al., 2010). Future
studies can further examine different visual design elements of
branded emoticons to determine how they affect brand
attitude, likability and familiarity with a brand.

Finally, this study investigated the cuteness effect of branded
emoticons. For future research, it would be interesting to
examine how the “uncuteness” effect of branded emoticons
influences brand attitude. Un-cuteness refers to a sense of
being “adultlike” instead of “childlike” or being more “serious”
than “humorous”. Past research shows that childlike portrayals
are perceived as friendlier than adult-like portrayals in
advertising (Chang and Li, 2010). An examination of the effect
of this differential design approach on consumer brand
attitudes should also provide managerial implications.
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