REFERENCES

Ajepe, L. F. (2021). An Interpersonal Metafunctional Analysis of Television
Advertisement of Selected Banks in Nigeria. European Journal of English

Language and Literature Studies, 9(5), 29—41.

Butt, D., Fahey, R., Feez, S., & Spinks, S. (2012). Using Functional Grammar: An

explorer’s guide (3rd ed.). Palgrave Macmillan.
Cook, G. (2001). The Discourse of Advertising (2nd ed.). Routledge.

Eggins, S. (2004). An Introduction to Systemic Functional Linguistics (2nd ed.).

Continuum.

Fontaine, L. (2013). Analysing English Grammar A systemic functional introduction.

Cambridge University Press.
Goddard, A. (1998). The Languge of Advertising. Routledge.

Goodman, G. F. (2012). Engagement Marketing: How Small Business Wins in a

Socially Connected World. John Wiley & Sons, Inc.

Halliday, M. A. K., & Matthiessen, C. M. 1. M. (2004). An.Iutroduction to Functional

Grammar (Third). Arnold.

Halliday, M. A. K., & Matthiessen, C. M. I. M. (2014). Halliday’s Introduction to

Functional Grammar (Fourth). Routledge.

Herman, Purba, R., & Saputra, N. (2024). The realization of Interpersonal Meanings in

Cosmetic Maybelline New York in 2018 Advertisements [version 3; peer

71



review: 1 approved with reservations]. F1000Research, 12(968).

https://doi.org/10.12688/f1000research.129750.3

Hoang, V. V. (2019). An Interpersonal Analysis of a Vietnamese Middle School
Science Textbook. In K. Rajandran & S. A. Manan (Eds.), Discourses of
Southeast Asia (pp. 129-144). Springer Nature. https://doi.org/10.1007/978-981-

13-9883-4 7

Kim, C. M. (2021). Social Media Campaigns Strategies for Public Relations and

Marketing (2nd ed.). Routledge.

Kothari, C. R. (2004). Research Methodology: Methods & Techniques (2nd ed.). New

Age International.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson

Education Limited.

Koutchade, I. S., Akpaca, S. M., & Awoyodo, D.-D. (2020). Exploring Interpersonal
Metafunction in an Electioneering Campaign Speech from Measuring Time
(Helon Habila). Scholars International Journal of Linguistics and Literature,

3(12), 311-320. https://dot.org/10.36348/5i1j11.2020.v03112.003

Mishnick, N., & Wise, D. (2024). Social Media Engagement: An Analysis of the Impact
of Social Media Campaigns on Facebook, Instagram, and LinkedIn.
International Journal of Technology in Education (IJTE), 7(3), 535-549.

https://doi.org/10.46328/ijte.699

Motion, J., Heath, R. L., & Leitch, S. (2016). Social Media and Public Relations Fake

friends and powerful publics. Routledge.

72



Nargundkar, R., & Mulky, A. (2018). Exploring the Relationship Between Perceived
Benefits and Social Media Brands Using Discriminant Analysis. In G. Heggde

& G. Shainesh (Eds.), Social Media Marketing Emerging Concepts and

Applications (pp. 83-91). Palgrave Macmillan.

Nike. [@nike]. (n.d.). Posts [Instagram profile]. Instagram. Retrieved March 1, 2025,
from https://www.instagram.com/nike/

Quesenberry, K. A. (2019). Social media strategy: Marketing, advertising, and public

relations in the consumer revolution (2nd ed.). Rowman & Littlefield.

Rosario, A. T., & Dias, J. C. (2023). Marketing Strategies on Social Media Platforms.
International Journal of E-Business Research, 19(1), 1-25.

https://doi.org/10.4018/IJEBR.316969

Shaumiwaty, Fatmawati, E., Syathroh, I. L., Siagian, C. B., Anggraini, D. F., &

Herman. (2024). Understanding the Meaning of an Advertisement Text through

Interpersonal Function Analysis. Anglophile Journal, 4(1), 30-37.

Thompson, G. (2014). Introducing Functional Grammar (3rd ed.). Routledge.

73



