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Abstract 
 

In an increasingly competitive business world, brand strategy has become a key factor in 
determining the success and financial performance of a company. In this research, we 
investigate the financial impact of a strong brand strategy on a company's financial 
performance, as well as the external environmental factors that influence this relationship. 
Through in-depth analysis, we found that a strong brand can make a significant contribution 
to a company's revenue, profit margins and valuation. However, companies also need to 
consider the costs and risks associated with building and maintaining a strong brand. 
Additionally, changes in the external environment, including changes in regulations and 
consumer behavior, as well as the influence of technology, integration with other strategies, 
and the role of leadership and corporate culture, can influence the financial impact of a 
company's branding strategy. Therefore, further research in this regard is needed to deepen 
understanding of the complexity of the relationship between brands and financial 
performance, as well as provide guidance for business practitioners in optimizing their 
brand strategies to achieve competitive advantage and long-term success. 
 
Key words: brand strategy, financial performance, external environment, regulation, 
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INTRODUCTION 

Brand strategy plays an important role in determining the success of a company, 

not only in terms of marketing, but also financially. The financial impact of brand strategy 

has been a major focus for researchers and business practitioners over the past few decades. 

An in-depth analysis of the key findings in this regard provides valuable insights for 

companies to optimize their strategies. One of the key findings is that strong brands can 

add significant value to companies, by increasing customer loyalty, enabling higher pricing, 

and expanding market share. However, building a strong brand also requires a large 

investment, both in terms of time and financial resources. Therefore, it is important for 

companies to be able to accurately measure and estimate the financial impact of their brand 

strategy. 

In addition, brand strategy can also impact a company's cash flow through its effect 

on sales and costs. A well-managed brand can increase sales by creating higher demand for 

the company's products, which in turn can increase cash flow from operating activities. 

However, to achieve the optimal level of spending, companies also need to consider the 

investment required to maintain and strengthen their brands. Not only that, brand strategy 
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can also influence firms' investment decisions through its effect on risk perception. 

Companies with strong brands tend to be perceived as more stable and reliable by investors, 

which can reduce the cost of capital and improve the company's access to funding sources. 

However, companies should also be wary of the reputational risks associated with their 

brands, as damage to a brand can have a significant long-term impact on a company's 

financial performance. 

Despite the large amount of research that has been done in this regard, there are 

still some aspects of the financial impact of brand strategy that need further investigation. 

One interesting future research prospect is how developments in information and 

communication technology can affect brand strategy and the financial performance of 

companies. Along with the development of social media and analytics technologies, 

companies have greater access to customer data and can develop more segmented and data-

oriented brand strategies. However, the financial implications of these data-driven brand 

strategies are still not fully understood, and are an interesting area for further research. 

In addition, there is still a need to further explore how brand strategy can be 

integrated with a company's marketing and operational strategies to achieve sustainable 

competitive advantage. Companies need to understand how to efficiently allocate their 

resources across the organization to support and strengthen their brand, as well as how to 

measure its impact on the company's overall financial performance. Thus, further research 

in this regard can provide practical guidance for companies to develop effective and 

profitable brand strategies. 

Last, but not least, is the importance of exploring the impact of brand strategy on 

the company's wider stakeholders, including employees, suppliers, and local communities. 

A successful brand strategy can increase employee pride and loyalty, strengthen 

relationships with suppliers, and provide economic benefits to local communities. 

Therefore, further research in this area can help companies to understand and manage the 

impact of their brand strategy holistically, as well as increase engagement and support from 

their stakeholders.. 

In conclusion, the financial impact of brand strategy is an important and complex 

area of research that requires a multidisciplinary approach. By better understanding how 

brand strategy affects a company's financial performance, companies can develop more 

effective and profitable brand strategies, and better manage risks. However, there is still 

much to learn in this regard, and further research will provide valuable insights for business 

practitioners and academics to understand more about the relationship between brands and 

corporate financial performance.. 
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METHOD 

Qualitative research methods can be a powerful approach in understanding the 

financial impact of brand strategy, as it allows researchers to explore in-depth the 

perceptions, beliefs, and experiences of the subject. One approach that can be used is a case 

study, where the researcher selects several companies that represent different industries and 

levels of success in implementing brand strategy. Through in-depth interviews with 

company executives, brand managers, and customers, researchers can gather data on how 

brand strategy has affected the company's financial performance from their perspective. 

Furthermore, a phenomenological approach can be used to understand how 

customers experience brands and how these experiences influence their purchasing 

decisions. Through in-depth interviews and participatory observation, researchers can 

collect data on how customers interpret the brand, what they value about the brand, and 

how it influences their decision to buy or not buy the company's products or services. 

Grounded theory methods can also be used to develop a deeper understanding of 

the relationship between brand strategy and company financial performance. Using an 

inductive approach, researchers can collect data without preconceptions and develop 

theories or models that explain how certain factors, such as brand identity or customer 

satisfaction, contribute to a company's financial performance. 

In addition, an ethnographic approach can also be useful in understanding how 

brand strategy is implemented in the day-to-day practices of a company. By spending time 

in the field and interacting with company staff from different levels, researchers can gain 

insights into how brand strategy is understood, adopted and executed in different parts of 

the organization. 

Using this combination of qualitative research methods, the researcher was able to 

gain a comprehensive understanding of the financial impact of brand strategy, as well as 

identify promising future research directions in this regard. Through this approach, the 

research can provide valuable insights for business practitioners and academics to optimize 

their brand strategy and improve the financial performance of the company. 

 

RESULTS AND DISCUSSION 

Brand strategy plays a crucial role in determining the success of a company, both 

in terms of marketing and finance. The financial impact of brand strategy has been the 

focus of significant research in the business field. An in-depth analysis of the key findings 

in this case provides valuable insights for companies to understand how investments in 
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brands can affect their financial performance. In addition, understanding future research 

prospects can help direct further research to deepen the understanding of the relationship 

between brand strategy and corporate financial performance. 

 

Key Findings Description 

Strong Brands Increase 

Customer Loyalty 
Companies with strong brands tend to have higher levels of 

customer retention, which in turn increases long-term 

revenue. 

Higher Pricing Strong brands allow companies to set higher prices for their 

products or services, increasing profit margins and 

profitability. 

Market Share Expansion An effective brand strategy can help companies expand their 

market share by attracting new segments of consumers and 

rivaling competitors in existing markets.. 

Large Investment 

Required 
Building a strong brand requires a significant investment in 

terms of time, resources, and marketing efforts. Companies 

need to take into account the long-term costs and benefits. 

 

Prospek Riset Ke Depan: 

a) The Effect of Technology on Brand Strategy: Further research is needed to understand 

how developments in information and communication technology affect brand 

strategy and financial performance. 

b) Changes in the External Environment: Research can explore how changes in 

regulation or consumer behavior affect a company's brand strategy and financial 

performance.. 

c) Integration of Brand Strategy with Other Strategies: Studies can be conducted to 

understand how brand strategy can be integrated with the company's marketing and 

operational strategies to achieve sustainable competitive advantage.. 

d) The Role of Leadership and Corporate Culture: Research can explore the role of 

leadership and corporate culture in brand strategy success and its impact on financial 

performance.. 

e) Impact of Brand Strategy on Other Stakeholders: It is important to understand the 

impact of the brand strategy on the company's broader stakeholders, such as 

employees, suppliers, and local communities.. 
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In light of these key findings and future research prospects, further research in the 

area of the financial impact of brand strategy can make a significant contribution to our 

understanding of the relationship between brand and firm financial performance.. 

 

The significant financial impact of a strong brand strategy on a company's financial 

performance 

The financial impact of a strong brand strategy on a company's financial 

performance is a very important topic in the field of business and marketing. An effective 

brand strategy not only affects the way a company is seen by customers and other 

stakeholders, but can also have a direct impact on a company's revenue, profitability and 

valuation. In this discussion, we will explore in depth the significant financial impact of a 

strong brand strategy, as well as how these factors affect a company's financial 

performance.. 

One of the most striking financial impacts of a strong brand strategy is increased 

revenue. Brands that are widely recognized and valued by customers tend to attract more 

buyers and create higher demand for the company's products or services. For example, 

companies with strong brands can often introduce new products into the market more easily 

and gain a larger market share. They also have an advantage in attracting new customers 

and retaining existing ones. As such, an effective brand strategy can directly increase a 

company's sales and revenue. 

In addition to increased revenue, a strong brand strategy can also contribute to 

increased profit margins. Brands that have a good reputation and are perceived as highly 

valuable by customers can often set higher prices for their products or services. Consumers 

who believe in the quality and value of the brand tend to be more willing to pay a premium 

for the product or service. Thus, a company with a strong brand has an advantage in pricing 

its products, which in turn increases the profit margin and overall profitability of the 

company.. 

In addition, a strong brand can also improve a company's operational efficiency 

and reduce overall costs. Companies with strong brands often have a good reputation 

among suppliers and other business partners. They may get better discounts on raw 

materials or services, or have better access to strategic partners that can help them improve 

operational efficiency and reduce production costs. Furthermore, a strong brand can also 

help companies attract and retain qualified employees, which can reduce training costs and 

employee turnover.. 
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In terms of market value, a strong brand can also have a significant impact on a 

company's valuation. Companies with strong brands are often valued higher by investors 

because they have better long-term growth prospects and greater earnings stability. Strong 

brands can also provide protection against market fluctuations and other business risks, 

which can increase investor confidence and improve company valuation. As a result, an 

effective brand strategy can directly affect a company's stock price and create added value 

for shareholders.. 

However, while there are many benefits of a strong brand strategy, building and 

maintaining a successful brand also requires a significant investment in terms of time, 

resources, and marketing efforts. Companies need to make ongoing investments in building 

their brands through advertising campaigns, brand promotion, and other marketing 

activities. This can be a significant financial burden for companies, especially in the short 

term, and requires a long-term commitment to see significant results.. 

Overall, the financial impact of a strong brand strategy can be significant in 

influencing a company's financial performance. By increasing revenues, profit margins, 

operational efficiency, and market value, an effective brand strategy can create significant 

added value for companies and their shareholders. However, companies also need to be 

aware of the costs and risks associated with building a strong brand, and commit to 

nurturing their brand through proper investment and risk management. With a careful and 

integrated approach, a strong brand strategy can become one of a company's most valuable 

assets in achieving long-term success.. 

 

Changes in the external environment, such as regulatory changes or changes in 

consumer behavior 

Changes in the external environment, such as regulatory changes or changes in 

consumer behavior, have a significant impact on a company's brand strategy and its 

financial performance. When regulations change, companies must adjust their brand 

strategies to comply with new rules set by governments or regulatory bodies. This can 

require companies to change their products, update brand labels, or alter their production 

processes, which can affect operating costs and revenue. In addition, regulatory changes 

can also affect brand perception in the eyes of consumers. If companies are perceived as 

not complying with regulations or acting unethically, this can damage their brand 

reputation and reduce customer trust, which in turn can lead to a decrease in sales and 

revenue. 
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On the other hand, changes in consumer behavior can also have a significant impact 

on a company's brand strategy and its financial performance. Changes in consumer trends 

and preferences can affect the demand for a company's products or services, as well as the 

way consumers interact with brands. For example, if there is a shift towards healthier or 

environmentally-friendly lifestyles, companies should adjust their brand strategies to 

reflect these values and appeal to consumers who are increasingly concerned with health 

and the environment. This could involve new product development, improved brand 

communication, and investment in more sustainable business practices. However, changes 

in consumer behavior can also create new opportunities for companies to expand their 

markets and create added value for their brands.. 

In addition, changes in the external environment can also affect a company's 

competitive position in the market. For example, if competitors adopt new brand strategies 

or change their marketing tactics, companies must respond quickly to maintain the 

relevance of their brands and maintain their market share. This could involve adjusting 

prices, promotions, or product differentiation to remain competitive in a rapidly changing 

market. Changes in the external environment may also affect overall economic conditions, 

which may impact consumer purchasing power, raw material costs, or other market 

conditions. Therefore, companies must have a strong understanding of the external factors 

affecting their industry and develop brand strategies that match the changing market 

conditions.. 

In the face of changes in the external environment, companies must have a 

responsive and adaptive brand strategy to ensure their business continuity and maintain 

strong financial performance. This involves continuously monitoring market trends, 

industry regulations, and consumer behavior, as well as making quick and appropriate 

decisions to adjust the company's brand strategy. By having a solid understanding of the 

financial impact of changes in the external environment, companies can identify emerging 

risks and opportunities, and develop appropriate brand strategies to maintain their 

competitiveness and long-term success. 

 

Future research prospects in understanding more about the relationship between 

brand strategy and financial performance 

Future research prospects in understanding the relationship between brand strategy 

and financial performance promise many valuable findings for business practitioners and 

academics. In particular, there are three important aspects that deserve further research: 

technology influence, integration with other strategies, and the role of leadership and 
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corporate culture. First, technological influence has become an increasingly important 

factor in shaping brand strategy and financial performance. Developments in information 

and communication technology have changed the way companies interact with customers, 

expanded access to information, and enabled more sophisticated data analysis. Therefore, 

further research is needed to understand how technology can be used to strengthen brand 

strategy, improve financial performance, and deal with new emerging challenges, such as 

data security and consumer privacy. Studies on the application of technologies such as 

artificial intelligence, data analytics, and blockchain technology in the context of brand 

strategy can provide valuable insights into the potential financial benefits that can be 

generated. 

Second, the integration of brand strategy with other strategies is an interesting and 

important area of research. An effective brand strategy does not stand alone, but is 

integrated with a company's overall marketing, operational and financial strategies. Further 

research could explore how companies can coordinate these various strategic aspects to 

achieve synergies and sustainable competitive advantage. Case studies of companies that 

successfully integrate their brand strategy with other strategies can provide practical 

examples of how this integration can create financial added value. Third, the role of 

leadership and corporate culture also have a significant impact on the relationship between 

brand strategy and financial performance. Strong leadership and a corporate culture that 

supports innovation and excellence can play a key role in building a strong and successful 

brand. Therefore, further research is needed to understand how effective leadership can 

influence brand-related strategic decision-making and how corporate culture can shape 

brand perceptions by customers and other stakeholders. The study of best practices in the 

development of leadership and corporate culture that support brand strategy can provide 

valuable guidance for companies in achieving superior financial performance. 

Apart from these three aspects, there are several additional research areas that can 

help deepen the understanding of the relationship between brand strategy and financial 

performance. First, the study of brand influence in a global market context can provide 

insights into how companies can manage their brands in different markets with different 

cultures and business environments. Second, research on the impact of brand strategies on 

the company's broader stakeholders, including employees, suppliers, and local 

communities, can provide a more holistic understanding of the value of brands to the 

company. Thirdly, continued research on more sophisticated and predictive brand 

performance measurement can assist companies in monitoring and managing their brands 

more effectively.. 
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Overall, the future research outlook in understanding the relationship between 

brand strategy and financial performance promises many valuable and applicable findings 

for the business world. By deepening the understanding of the influence of technology, the 

integration of brand strategy with other strategies, the role of leadership, and corporate 

culture, companies can optimize their brand strategy to achieve superior financial 

performance. Continued research in this area will help strengthen our knowledge base on 

brand strategy and enable the development of best practices that can lead companies to 

long-term success.. 

 

CLOSING 

Overall, the financial impact of a strong brand strategy on a company's financial 

performance is significant. An effective brand strategy not only increases a company's 

revenue and profit margins, but also provides protection against market fluctuations and 

high industry competition. However, companies must be aware of the costs and risks 

associated with building strong brands, and commit to nurturing their brands through 

appropriate investment and risk management. In addition, changes in the external 

environment, such as changes in regulation and consumer behavior, as well as the influence 

of technology, integration with other strategies, and the role of leadership and corporate 

culture, can also affect the financial impact of a company's brand strategy. Therefore, 

further research in this area will provide a deeper understanding of the complex relationship 

between brand and financial performance, and provide valuable guidance for companies in 

optimizing their brand strategy to achieve competitive advantage and long-term success. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                   www.kriezacademy.com     
10 

REFERENCE 

  
Andirwan, A., Asmilita, V., Zhafran, M., Syaiful, A., & Beddu, M. (2023). Strategi 

Pemasaran Digital: Inovasi untuk Maksimalkan Penjualan Produk Konsumen di Era 
Digital. Jurnal Ilmiah Multidisiplin Amsir, 2(1), 155-166. 

Ardianto, R., Ramdhani, R. F., Dewi, L. O. A., Prabowo, A., Saputri, Y. W., Lestari, A. S., 
& Hadi, N. (2024). Transformasi Digital dan Antisipasi Perubahan Ekonomi Global 
dalam Dunia Perbankan. MARAS: Jurnal Penelitian Multidisiplin, 2(1), 80-88. 

Agusiady, R., Saepudin, D., & Aripin, Z. (2024). The influence of social media 
communication on consumer perceptions of brands and purchase intentions in the 
pandemic and post-pandemic era: an analytical study. JESOCIN, 2(1), 1–15. 

Ariep, Zaenal. "Analysis of The Use of Promotion In Social Media on The Performance of 
E-Commerce Marketing." E-Bisnis: Jurnal Ilmiah Ekonomi dan Bisnis 14.2 (2021): 
136-144. 

Aripin, Zaenal. Marketing Management. Deepublish, 2021. 
Aripin, Zaenal, and M. Rizqi Padma Negara. Perilaku bisnis: etika bisnis & perilaku 

konsumen. Deepublish, 2021.. 
Aripin, Zaenal, and M. Rizqi Padma Negara. Akuntansi Manajemen. Deepublish, 2021.  
Aripin, Zaenal, and Vip Paramarta. "Utilizing Internet of Things (IOT)-based Design for 

Consumer Loyalty: A Digital System Integration." Jurnal Penelitian Pendidikan IPA 
9.10 (2023): 8650-8655.. 

Aripin, Zaenal; Paramarta,Vip; Kosasih. "THE INFLUENCE OF INTERNAL 
ENVIRONMENTAL UNCERTAINTY ON LOYALTY IN BANKING." Journal of 
Jabar Economic Society Networking Forum. Vol. 1. No. 1. 2023.. 

ARIPIN, ZAENAL, and K. O. S. A. S. I. H. VIP PARAMARTA. "Post Covid-19 Pandemic 
New Marketing Theories and Practices Emerging from Innovations in the Tourism 
Sector." (2023). 

Aripin, Zaenal, and Vip Paramarta. "ANALYSIS OF MOTIVATION AND PERCEPTION 
OF BECOMING A BANK CUSTOMER BETWEEN PARENTS (MOTHERS AND 
FATHERS) AND THEIR TEENAGE CHILDREN." Journal of Economics, 
Accounting, Business, Management, Engineering and Society 1.1 (2023): 1-11. 

Aripin, Zaenal, Bambang Susanto, and Nurhaeni Sikki. "ANALYSIS OF THE IMPACT 
OF CUSTOMER EXPERIENCE ON REPURCHASE ATTITUDES AND INTENT 
IN ONLINE GROCERY RETAIL: MODERATING FACTORS OF SHARED 
VALUE CREATION." Journal of Economics, Accounting, Business, Management, 
Engineering and Society 1.1 (2023): 37-49. 

Aripin, Zaenal, Sri Rochani Mulyani, and Adang Haryaman. "MARKETING STRATEGY 
IN PROJECT SUSTAINABILITY MANAGEMENT EFFORTS IN EXTRACTIVE 
INDUSTRIES: BUILDING A RECIPROCITY FRAMEWORK FOR COMMUNITY 
ENGAGEMENT." KRIEZ ACADEMY: Journal of development and community 
service 1.1 (2023): 25-38. 

Aripin, Zaenal, Faisal Matriadi, and Sri Ermeila. "INNOVATION WITH SMALL 
INDUSTRY PLAYERS TO CREATE SHARED VALUE IN THE EXPERIENCE 
OF THE COVID-19 PERIOD IN INDONESIA." Journal of Economics, Accounting, 
Business, Management, Engineering and Society 1.1 (2023): 50-62. 

Aripin, Zaenal. "A THE INFLUENCE OF CUSTOMER EXPECTATIONS ON BANK 
SERVICE PERFORMANCE AND BANK CUSTOMER SATISFACTION AND ITS 
EFFECT ON CUSTOMER TRUST." KRIEZ ACADEMY: Journal of development 
and community service 1.1 (2023): 1-14. 

Aripin, Zaenal, and Farida Yulianty. "A QUANTITATIVE PERFORMANCE 
MANAGEMENT FRAMEWORK TO IMPROVE COMMUNITY ECONOMY 
THROUGH OMNICHANNEL SUPPLY CHAIN: A CASE STUDY IN THE 



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                   www.kriezacademy.com     
11 

BANKING AND MARKETING INDUSTRY." KRIEZ ACADEMY: Journal of 
development and community service 1.1 (2023): 15-24. 

Aripin, Zaenal. "A THE INFLUENCE OF CUSTOMER EXPECTATIONS ON BANK 
SERVICE PERFORMANCE AND BANK CUSTOMER SATISFACTION AND ITS 
EFFECT ON CUSTOMER TRUST." KRIEZ ACADEMY: Journal of development 
and community service 1.1 (2023): 1-14. 

Alripin, Zaenal, And Eko Aristanto. "Ngurah Made Novianha Pynatih (2023)." WILL 
DOING Al LOT OF PROMOTIONS HELP Increase Image And Consumer Appeal 
1.1 (2023). 

Aripin, Zaenal, Eko Aristanto, and Ngurah Made Novianha Pynatih. "WILL DOING A 
LOT OF PROMOTIONS HELP INCREASE IMAGE AND CONSUMER 
APPEAL?." Journal of Economics, Accounting, Business, Management, Engineering 
and Society 1.1 (2023): 12-24.  

Aripin, Zaenal. E-Business strategi, model, dan penerapannya. Deepublish, 2021. 
Aripin, Zaenal, Ricky Agusiady, and Didin Saepudin. "POST COVID: WHAT LESSONS 

CAN BE LEARNED FOR THE BANKING AND MSME INDUSTRY." Journal of 
Economics, Accounting, Business, Management, Engineering and Society 1.1 (2023): 
25-36. 

Aripin, Zaenal, and M. Rizqi Padma Negara. Perilaku bisnis: etika bisnis & perilaku 
konsumen. Deepublish, 2021. 

Aripin, Zaenal, Eko Aristanto, and Ngurah Made Novianha Pynatih. "WILL DOING A 
LOT OF PROMOTIONS HELP INCREASE IMAGE AND CONSUMER 
APPEAL?." Journal of Economics, Accounting, Business, Management, Engineering 
and Society 1.1 (2023): 12-24. 

Aripin, Zaenal, et al. "The Impact of Bank Service Quality on Satisfaction that Impacts 
Word of Mouth Promotion." Jurnal Syntax Admiration 4.8 (2023): 1127-1141. 

Aripin, Zaenal. "STRATEGI BISNIS: Perumusan Strategi." Implementasi, Evaluasi dan 
Pengawasan. zaenal aripin (2023). 

Aripin, Zaenal Aripin. "Ngurah Made Novianha Pynatih, and Ni Rai Artini." HOW BANK 
SERVICE INNOVATION AFFECTS THE VALUE OF CUSTOMER 
EXPERIENCE AND DECISION TO BE LOYAL." JIS SIWIRABUDA 1 (2023): 
128-136.. 

Aripin, Zaenal, and Eko Aristanto. "Ngurah Made Novianha Pynatih (2023)." WILL 
DOING A LOT OF PROMOTIONS HELP INCREASE IMAGE AND CONSUMER 
APPEAL 1.1 (2023). 

Aripin, Z. "Tantangan dan Peluang dalam Perilaku Organisasi." Diva Pustaka (2023). 
Aripin, Zaenal, Nida Garnida Fitrianti, and Raden Roro Fatmasari. "Digital Innovation and 

Knowledge Management: The Latest Approaches in International Business. A 
Systematic Literature Review in the Indonesian Context." KRIEZ ACADEMY: 
Journal of development and community service 1.1 (2023): 62-74. 

Aripin, Zaenal, Nida Garnida Fitrianti, and Raden Roro Fatmasari. "Digital Innovation and 
Knowledge Management: The Latest Approaches in International Business. A 
Systematic Literature Review in the Indonesian Context." KRIEZ ACADEMY: 
Journal of development and community service 1.1 (2023): 62-74. 

Aripin, Zaenal, Nurhaeni Sikki, and Raden Roro Fatmasari. "AN IN-DEPTH 
EXPLORATION OF EMPIRICAL RESEARCH ON ENTREPRENEURIAL 
MINDFULNESS: A SYSTEMATIC LITERATURE REVIEW TO EXPLORE 
NUANCES, FINDINGS, AND CHALLENGES." Journal of Jabar Economic Society 
Networking Forum. Vol. 2. No. 1. 2024. 

Aripin, Zaenal Aripin, Ngurah Made Novianha Pynatih, and Ni Rai Artini. "HOW BANK 
SERVICE INNOVATION AFFECTS THE VALUE OF CUSTOMER 
EXPERIENCE AND DECISION TO BE LOYAL." JIS SIWIRABUDA 1.2 (2023): 
128-136.  



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                   www.kriezacademy.com     
12 

Aripin,Zalenall;Kisalsih;Palralmalrtal., Vip, Et All. "Influlencing Falctors ON ONLINE 
Consulmer Behalvior: Al Calse Stuldy ON ONLINE SHOPPERS IN Balndulng." 
Proceeding Of Internaltionall Conference On Innovaltions In Sociall Sciences 
Edulcaltion Alnd Engineering. Vol. 3. 2023. 

Aristanto, Eko, Indri Damayanti, and Zaenal Aripin. "Pelatihan dan pendampingan 
penyusunan kebijakan dan standar pelayanan publik pada Balai Teknik Air Minum." 
Abdimas: Jurnal Pengabdian Masyarakat Universitas Merdeka Malang 6.2 (2021): 
153-165. 

Aristanto, Eko, Zaenal Aripin, and Syarif Hidayatullah. "Pelatihan Pengelolaan Keuangan 
dalam Penyiapan Administrasi Pengajuan Kredit Usaha Rakyat Pada Kelompok Tani 
Penderes di Desa Patemon." E-Dimas: Jurnal Pengabdian kepada Masyarakat 14.1 
(2023): 154-160. 

Aristanto, Eko, et al. "Assistance in integrity zone development for strengthening the public 
services quality at Sabo Technical Center." Abdimas: Jurnal Pengabdian Masyarakat 
Universitas Merdeka Malang 7.2 (2022): 217-229. 

Halim, M., & Aspirandi, R. M. (2023). PERAN AKUNTANSI MANAJEMEN 
STRATEGIK TERHADAP PENGAMBILAN KEPUTUSAN BISNIS MELALUI 
ANALISIS BIG DATA DAN ARTIFICIAL INTELLIGENCE: SUATU STUDI 
LITERATURE REVIEW. JIAI (Jurnal Ilmiah Akuntansi Indonesia), 8(1), 110-128. 

Harto, B., Pramuditha, P., Rukmana, A. Y., Sofyan, H., Rengganawati, H., Dwijayanti, A., 
& Sumarni, T. (2023). Strategi Social Media Marketing Melalui Dukungan Teknologi 
Informasi dalam Kajian Kualitatif Pada UMKM Kota Bandung. Komversal, 5(2), 244-
261. 

Judijanto, L., Sugiharti, S., Siregar, R., Sudarmanto, E., & Irma, I. (2024). Pengaruh 
Keterlibatan Stakeholder, Prinsip Akuntansi Berkelanjutan, dan Implementasi CSR 
terhadap Kinerja Keuangan Pada Perusahaan Manufaktur di Indonesia. Jurnal 
Akuntansi Dan Keuangan West Science, 3(01), 10-19. 

Liestyowati, L., Possumah, L. M., Yadasang, R. M., & Ramadhani, H. (2023). Pengaruh 
Diversifikasi Portofolio terhadap Pengelolaan Risiko dan Kinerja Investasi: Analisis 
pada Investor Individu. Jurnal Akuntansi Dan Keuangan West Science, 2(03), 187-
194. 

Lisnawati, T., Hussaen, S., Nuridah, S., Pramanik, N. D., Warella, S. Y., & Bahtiar, M. Y. 
(2023). Manajemen Risiko dalam Bisnis E-commerce: Mengidentifikasi, Mengukur, 
dan Mengelola Risiko-risiko yang Terkait. Jurnal Pendidikan Tambusai, 7(2), 8252-
8529. 

Liubana, A., Kowey, W. O., Alfonso, P. V., & Putra, W. P. (2023). Pengaruh Strategi 
Pemasaran Digital, Citra Merek, dan Loyalitas Pelanggan terhadap Kinerja Penjualan 
Produk Fashion di E-commerce Shopee. Jurnal Bisnis Dan Manajemen West 
Science, 2(04), 352-361. 

Moridu, I., Andriani, E., Utami, E. Y., & Lerrick, Y. F. (2023). Dampak Teknologi 
Finansial pada Pembiayaan UKM Studi Bibliometrik Tentang Perkembangan 
Crowdfunding dan Peer-to-Peer Lending. Sanskara Ekonomi Dan 
Kewirausahaan, 2(01), 37-49. 

Nazaruddin, E., Nuru, F., & Yudhakusuma, D. (2024). Pengaruh Komunikasi Pemasaran 
melalui Motivasi Konsumen pada Keputusan Pengguna Kartu Halo: Studi Kasus di 
Kota Padang, Sorong, dan Bandung. Jurnal EMT KITA, 8(1), 207-217. 

Nyoman Dwika Ayu Amrita, Achmad Alfian, Zaenal Aripin, UNDERSTANDING THE 
EFFECTS OF POWER DISTANCE TRUST ON CONSUMER ATTITUDES WHEN 
DEGRADED IN LOYALTY PROGRAMS: THE DYNAMICS OF MONEY AND 
MENTAL LOSSES. KRIEZ ACADEMY 2024, 1 (3), 19-32. 

 
Susanti, Zulfikar, Taufik, and Zaenal Aripin. "INFLUENCE OF COMPETENCE AND 

APPLICATION LOCAL GOVERNMENT INFORMATION SYSTEM (SIPD) 



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                   www.kriezacademy.com     
13 

ENCOURAGING THE QUALITY OF FINANCIAL MANAGEMENT AT THE 
REGIONAL SECRETARIAT OF WEST JAVA PROVINCE." Journal of Jabar 
Economic Society Networking Forum. Vol. 1. No. 1. 2023. 

 
Putri, Y. A., Sulbahri, R. A., & Kusuma, G. S. M. (2023). Pengaruh Strategi Green 

Marketing Terhadap Kinerja Keuangan Dan Non-Keuangan Perusahaan. Akuntansi 
Dan Manajemen, 18(1), 33-50. 

Rizani, A., Norrahman, R. A., Harsono, I., Yahya, A. S., & Syifa, D. M. (2023). Efek Inflasi 
terhadap Daya Beli Masyarakat pada Tinjauan Ekonomi Makro. Journal Of 
International Multidisciplinary Research, 1(2), 344-358. 

Sjioen, A. E., Amaludin, A., Rukmana, A. Y., Syamsulbahri, S., & Wahyudi, I. (2023). 
Bisnis Berkelanjutan dan Tanggung Jawab Sosial Perusahaan: Studi tentang Dampak 
dan Strategi Implementasi. Jurnal Bisnis Dan Manajemen West Science, 2(03), 239-
248. 

Sono, M. G., Assayuti, A. A., & Rukmana, A. Y. (2023). Hubungan Antara Perencanaan 
Strategis, Ekspansi Pasar, Keunggulan Kompetitif Terhadap Pertumbuhan Perusahaan 
Fashion di Jawa Barat. Jurnal Bisnis Dan Manajemen West Science, 2(02), 142-152. 

Sono, M. G., Erwin, E., & Muhtadi, M. A. (2023). Strategi Pemasaran Digital dalam 
Mendorong Keberhasilan Wirausaha di Era Digital. Jurnal Ekonomi dan 
Kewirausahaan West Science, 1(04), 312-324. 

Sudirjo, F., Lubis, S. R., Permana, R. M., Rukmana, A. Y., & Mesra, R. (2023). Menuju 
Pemahaman yang Tepat Tentang Strategi Pemasaran: Tinjauan dan Agenda Penelitian 
Berbasis Bibliometrik-Mesin Terintegrasi. Sanskara Manajemen Dan Bisnis, 1(03), 
204-216. 

Sudirjo, F., Purwati, T., Widyastuti, W., Budiman, Y. U., & Manuhutu, M. (2023). Analisis 
Dampak Strategi Pemasaran Digital dalam Meningkatkan Loyalitas Pelanggan: 
Perspektif Industri E-commerce. Jurnal Pendidikan Tambusai, 7(2), 7524-7532. 

Suryadharma, M., Asthiti, A. N. Q., Putro, A. N. S., Rukmana, A. Y., & Mesra, R. (2023). 
Strategi kolaboratif dalam mendorong inovasi bisnis di industri kreatif: kajian 
kualitatif pada perusahaan desain grafis. Sanskara Manajemen Dan Bisnis, 1(03), 
172-181. 

Tahu, G. P. (2023). Faktor Modal Intellectual Terhadap Nilai Perusahaan Dengan Kinerja 
Keuangan Sebagai Mediasi. Innovative: Journal Of Social Science Research, 3(3), 
6742-6753. 

Triwijayati, A., Luciany, Y. P., Novita, Y., Sintesa, N., & Zahruddin, A. (2023). Strategi 
Inovasi Bisnis untuk Meningkatkan Daya Saing dan Pertumbuhan Organisasi di Era 
Digital. Jurnal Bisnis Dan Manajemen West Science, 2(03), 306-314. 

Wagey, M. E. (2023). Pengaruh Ekspansi Internasional, Strategi Memasuki Pasar, 
Hubungan Klien Global, Terhadap Kinerja Keuangan Perusahaan Akuntan. Jurnal 
Akuntansi Dan Keuangan West Science, 2(02), 131-141. 

Z Aripin, MRP Negara, "Manajemen Risiko : Teori dan Implementasinya, Depublish" 
Aripin, Zaenal, Faisal Afiff, and Yuyus Suryana. "Pertinent Alternatives Considered For 

Decision Makers in Banking Services Companies Survive Amidst Competition in 
Indonesia." Review of International Geographical Education Online 11.7 (2021). 

Aripin, Zaenal. "Ir., UMKM dengan Bordir." (2008). 
Aripin, Zaenal, and Yayan Satyakti. "Sofi Suryasnia, Analyzing Bank Entry Competition 

on Bank Integration Episode in ASEAN." 35th EBES Conference. Vol. 2. 
Zaenal Aripin, Vip Paramarta, Kosasih, BETWEEN INNOVATION AND 

CHALLENGES: UTILIZATION OF BLOCKCHAIN AND CLOUD PLATFORMS 
IN THE TRANSFORMATION OF BANKING SERVICES IN THE DIGITAL ERA. 
JESOCIN 2024, 1 (3), 1-16. 

Zaenal Aripin, Didin Saepudin, Farida YuliantyTRANSFORMATION IN THE 
INTERNET OF THINGS (IOT) MARKET IN THE BANKING SECTOR: A CASE 



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                   www.kriezacademy.com     
14 

STUDY OF TECHNOLOGY IMPLEMENTATION FOR SERVICE 
IMPROVEMENT AND TRANSACTION SECURITY. JESOCIN 2024, 1 (3), 17-32. 

Zaenal Aripin, Faisal Matriadi, Sri Ermeila, OPTIMIZATION OF WORKER WORK 
ENVIRONMENT, ROBOTS, AND MARKETING STRATEGY: THE IMPACT OF 
DIGITAL-BASED SPATIOTEMPORAL DYNAMICS ON HUMAN RESOURCE 
MANAGEMENT (HRM). JESOCIN 2024, 1 (3), 33-49. 

Zaenal Aripin, Didin Saepudin, Asep Gunawan, THE IMPACT OF OMNICHANNEL 
INTEGRATED MARKETING COMMUNICATIONS (IMC) ON RETAIL 
PRODUCT AND SERVICE SATISFACTION IN INDONESIA: AN ANALYSIS 
WITH AN OPEN ACCESS APPROACH. JESOCIN 2024, 1 (3), 33-48.  

Zaenal Aripin, Wawan Ichwanudin, Ijang Faisal, THE EFFECT OF MARKETING 
DUALITY ON PERFORMANCE: USING A RESPONSE SURFACE APPROACH 
TO OVERCOME EMPIRICAL BARRIERS. JESOCIN 2024, 1 (3), 49-65. 

Zaenal Aripin, Ucu Supriatna, M. Syafarudin Mahaputra, THE INFLUENCE OF 
POSSESSIVE BRAND NAMES ON CONSUMER DECISIONS AND 
PREFERENCES: AN EXPLORATION OF THE ROLE OF PERCEIVED 
CONTROL. KISA INSTITUTE 2024, 1 (2), 50-66. 

Zaenal Aripin, Ngurah Made Novianha Pynatih, Eko Aristanto, NURTURING 
MARKETING RELATIONSHIPS: THE ROLE OF LOYALTY TENDENCIES 
BEYOND RELATIONSHIP DYNAMICS. KISA INSTITUTE 2024, 1 (2), 67-81. 

Zaenal Aripin, Bambang Susanto, Nurhaeni Sikki, UNRAVELING THE EFFECTS OF 
ECONOMIC POLICY UNCERTAINTY: STRATEGIC CONTRIBUTIONS OF 
MARKETING, OPERATIONS, AND RESEARCH AND DEVELOPMENT. KRIEZ 
ACADEMY 2024, 1 (2), 52-64. 

Zaenal Aripin, Adang Haryaman, Nurhaeni Sikki, INCENTIVE STRUCTURE AND ITS 
EFFECT ON REFERRALS: AN ANALYSIS OF THE ROLE OF SELF-
CONSTRUCTION AS A DETERMINANT. KRIEZ ACADEMY 2024, 1 (2), 65-77 

Zaenal Aripin, Lili Adi Wibowo, Faisal Matriadi , ANALYSIS OF REVIEW RATING 
DYNAMICS FOR NICHE AND MAINSTREAM BRANDS: A CASE FROM THE 
INDONESIAN MARKET. KISA INSTITUTE 2024, 1 (3), 19-33. 

Zaenal Aripin, Fitriana, Faisal Matriad, THE ZERO PRICE PARADOX: WHEN AND 
WHY ZERO PRICES ARE LESS EFFECTIVE THAN LOW PRICES IN DRIVING 
CONSUMER DEMAND. KISA INSTITUTE 2024, 1 (3), 34-47. 

Zaenal Aripin, Ricky Agusiady, Maya Ariyanti , THE IMPORTANCE OF A SENSE OF 
PURPOSE FOR SALESPERSONS: MORE THAN JUST A FINANCIAL 
ASPECT. KISA INSTITUTE 2024, 1 (3), 48-62. 

Zaenal Aripin, Ricky Agusiady, Kosasih, STRATEGIES FOR MAINTAINING 
CUSTOMER SATISFACTION POST PRODUCT RECALL: SYNERGY OF 
SETTLEMENT, BRAND EQUITY, AND LEVEL OF SEVERITY. KISA 
INSTITUTE 2024, 1 (3), 63-77. 

Zaenal Aripin, Sri Ermeila, Achmad Alfian, DYNAMICS OF CONSUMER PAYMENT 
PREFERENCES: AN EXPLORATION OF THE ROLE OF MENTAL 
ACCOUNTING IN PER-USE SERVICE RATES. KRIEZ ACADEMY 2024, 1 (3), 1-
18. 

 


