Lingua Technica, 1(1), 2025, 25-37

Journal of Digital Literary Studies

homepage: https://journal.arjunu.org/index.php/lingtech

List of contents available at Lingua Technica

. . L/N GUA
Lingua Technica: FECHNICA

Transmedia storytelling in expanding audience’s engagement

A phenomenological study of Nussa Rara

Hasan bin Jali ©', Mawaidi 2, Lalu Habiburrahman

L Universiti Kuala Lumpur, Malaysia

2 Universitas Negeri Yogyakarta, Indonesia

2 Universitas Pendidikan Mandalika, Indonesia

* Corresponding author: hasan.jali@unikl.edu.my

ABSTRACT

Received:
March 11, 2025

Accepted:
June 23,2025

Published:
June 30, 2025

The evolution of digital storytelling has transformed audience engagement,
particularly through the utilization of multiple media platforms. This study aims to
explore how the Nussa Rara franchise has expanded its narrative universe across
various platforms—YouTube, a feature film, interactive AR, and merchandise—to
enhance audience experience and engagement. Using a qualitative research
approach, the study analyzed content and collected audience feedback through
interviews and surveys. Results indicate that each platform uniquely contributes to
deepening the narrative experience, with YouTube providing accessibility, the film
adding emotional depth, AR enhancing interactivity, and merchandise creating a
tangible connection to the story. These findings underscore the effectiveness of
integrated media strategies in building compelling transmedia narratives.
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Introduction

In the digital age, the way audiences engage with media narratives is rapidly evolving,
making it crucial to explore the mechanisms behind successful transmedia storytelling. The
Indonesian animated series Nussa Rara provides a prime example, having expanded its narrative
across various platforms including serial animations on YouTube, a feature film in 2021,
interactive augmented reality (AR) experiences in Assemblr, and related merchandise. This
research is essential as it delves into how these diverse mediums enhance audience engagement
and transform traditional storytelling, offering insights into the dynamics of media consumption
in contemporary society.

Previous studies have extensively explored the effectiveness of transmedia storytelling in
engaging audiences but often within the confines of Western media contexts | ;

; ), such as Marvel and Star Wars ( ) and The
Hunger Games and Westworld ( ). They highlighted the role of YouTube and films
in extending narrative universes ( ; ;

; ), but there is a gap concerning the integration of AR technologies and
merchandise in storytelling, particularly within Indonesian media. Eventhough in Indonesia, their
impacts are commonly observed across various sectors, including tourism, retail, and cultural
heritage ( ; ; ; ). Little
attention is given about the phenomenological impact of these integrations on audience
experience in educational field. This study seeks to fill these gaps by examining how Nussa Rara
employs these platforms not just for narrative expansion but for creating a more immersive and
interactive experience, as referenced by minimal attention in literature ( ;

).

The primary aim of this research is to investigate how the utilization of various media
platforms — specifically YouTube, feature films, AR, and merchandise — enhances the
storytelling experience of Nussa Rara and influences audience engagement from a
phenomenological perspective. The study addresses the questions: How do these platforms
collectively expand the narrative universe of Nussa Rara? What are the experiential impacts on
the audience? How do these interactions contribute to a deeper connection with the story?

Preliminary findings suggest that the diverse media platforms used by Nussa Rara not only
expand the narrative but also significantly enhance audience engagement through multisensory
experiences. The integration of AR technology and merchandise, in particular, has introduced a
novel dimension of interaction, where viewers not only consume content passively but become
active participants in the narrative process. This research argues that such a holistic approach to
storytelling could serve as a model for future media productions aiming to create more engaging
and immersive narrative experiences, potentially setting new standards in the industry. Further
investigation will validate these observations and help understand their broader implications on
media consumption patterns.

Method

The study examines the serial animation of Nussa Rara on YouTube, the 2021 feature film,
the interactive AR experiences in Assemblr, and the associated merchandise as the main units of
analysis (as seen in Figure 1). This qualitative research utilizes a phenomenological approach to
gain a deeper understanding of how these diverse media forms influence audience engagement
and narrative experience ( ; ;

). The respondents consist of 50 junior high school students who are fans of Nussa Rara,
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attending a private school in East Java. These students provide a unique perspective due to their
active engagement with the series across multiple platforms, offering insights into the immersive
and interactive dimensions of transmedia storytelling.
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Figure 1. Some transmedia platforms of Nussa Rara

The primary sources of information for this study are collected through in-depth interviews
and documentation of their interactions with the Nussa Rara media. The data collection process
focuses on understanding their personal experiences and emotional connections with the
narrative (Pandey, 2024; Shashank & Devi, 2021). The analytical stages include data reduction,
where irrelevant information is filtered out; data display, where the remaining data is organized
systematically; and verification, to confirm the findings (Palilonis, 2022). The method of analysis
used in this research is meta-analysis, which involves synthesizing data from various sources to
create a comprehensive understanding of how transmedia storytelling elements contribute to
expanding the audience's narrative experience (Aoki & Fujimoto, 2020; Coles, 2023). This method
helps in identifying common themes and patterns that emerge from the diverse data sources,
providing a robust basis for the study’s conclusions.

Results

The roles of transmedia platforms in expanding the narrative universe of Nussa Rara

The transmedia narrative of Nussa Rara exemplifies how storytelling can transcend
traditional media boundaries to create a richer, more immersive universe that captivates diverse
audiences. By deploying multiple platforms—each with its unique method of engagement—
Nussa Rara not only entertains but also deepens the connection between its characters and the
audience. This multifaceted approach reflects a sophisticated understanding of contemporary
media consumption patterns, where audiences seek various entry points into and interactions
with the narrative, depending on their individual preferences and technological accessibility.
Table 1 shows the roles of Nussa Rara transmedia platforms which possibly impact on the
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audience’s preferences to the media and, consequently, create the diverse spectrum of the

storytelling.

Table 1. Roles of transmedia platforms in expanding the narrative universe of Nussa Rara

Narrative Specific Target Type of

Platform 0 .

Contribution Elements Audience Engagement

Serial Animation Introduces and Basic plot, General Passive viewing,

Nussa Rara on develops main character traits, audience, foundational

YouTube characters and recurring especially engagement.
foundational themes. younger
story arcs. viewers.

Film Nussa [2021] Deepens Complex Fans of the Emotional,
emotional depth emotional series, families.  cinematic
and complexity  narratives, engagement.
of the narrative  extended
with detailed backstories,
backstories and  higher stakes.
extended
character arcs.

Interactive AR Allows direct Real-time Tech-savvy Interactive,

Nussa Rara in interaction with  interaction, users, young immersive

Assemblr characters and spatial adults, and engagement.
story elements exploration of children.
in a three- narrative
dimensional settings.
space.

Nussa Rara Extends Apparel, toys, Wide range, Physical,

Merchandise narrative impact school supplies  especially emotional
into daily life reflecting key merchandise engagement.

through moments or collectors and
physical items characters. young fans.
that carry

symbolic

meaning.

Table 1 illustrates a clear pattern of incremental engagement and narrative complexity
across platforms. Starting from passive consumption via YouTube animations, the audience is
drawn into a more emotionally engaging experience with the film, which offers deeper narrative
layers. The progression continues with the interactive AR, which transforms audience
engagement from passive to interactive, allowing users to explore and experience the narrative
universe in real-time. The merchandise further capitalizes on this engagement by materializing
the narrative into everyday objects, which serve as constant reminders of the story, thus
maintaining a connection with the audience even outside of digital consumption.
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This pattern reveals a strategic layering of narrative delivery tailored to maximize audience
engagement and retention. By starting with more accessible media and gradually introducing
more complex and interactive platforms, Nussa Rara effectively broadens its narrative impact and
reach. This strategy not only ensures that the story reaches a diverse audience but also that it
becomes a pervasive part of fans' lives through a variety of sensory and emotional experiences.
The use of AR and merchandise, in particular, signifies an innovative approach to storytelling, one
that bridges digital and physical realms, thereby creating a more enduring and personal
connection with the audience (
shift in media strategy from linear storytelling to an ecosystem approach where multiple
platforms contribute to a cohesive, continuous narrative experience.

’

). Analytically, this reflects a

Table 2. The impacts of transmedia platforms on audience’s engagement

Emotional Narrative Interaction Personal
Platform ; i

Engagement Understanding Level Connection
Serial High accessibility Provides Passive viewing, Low, asit
Animation and foundational minimal direct primarily serves
Nussa Raraon  entertainment understanding of interaction. as an
YouTube value; appeals to  the story and introduction to

a broad, characters. the universe.

especially

younger,

demographic.
Film Nussa Deep emotional Enhances depth Emotional, Medium,
[2021] resonance due to of narrative, fills involves viewers  emotional

Interactive AR
Nussa Rara in
Assemblr

Nussa Rara
Merchandise

expanded story
arcs and
character
development.

High novelty and
excitement;
personalized
interaction
increases
engagement.

Varied; emotional
connection
depends on the
type of
merchandise and
personal
relevance.

gaps left by short
animations.

Offers a new
dimension to the
narrative, allows
exploration of
story elements.

Less about
understanding,
more about
physical
representation of
favorite
elements.

more deeply than
YouTube series.

High, directly
manipulates and
interacts with
narrative
elements.

Varies, generally
low interaction
but high
emotional
significance.

moments from
the film might
reflect in related
merchandise.

High, as AR
provides a
tangible way to
interact with
story elements.

Very high, as
merchandise
allows
ownership and
daily physical
connection to the
narrative.
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Exploring the multifaceted impacts of Nussa Rara across diverse media platforms reveals
a comprehensive strategy in transmedia storytelling that resonates deeply with its audience. Each
platform—Serial Animation on YouTube, the Film "Nussa [2021]", Interactive AR in Assemblr,
and Nussa Rara Merchandise—serves a unique role in enhancing the narrative experience,
tailored to different aspects of audience engagement. This approach not only broadens the reach
of Nussa Rara but also deepens the emotional and interactive connections, creating a richer, more
immersive experience for viewers of all ages. Table 2 reveals the ways Nussa Rara platforms
impacts on the audience’s engagement in some levels.

Table 2. The impacts of transmedia platforms on audience’s engagement

Emotional Narrative Interaction Personal
Platform ; i

Engagement Understanding Level Connection
Serial High accessibility Provides Passive viewing, Low, as it
Animation and foundational minimal direct primarily serves
Nussa Raraon  entertainment understanding of  interaction. as an introduction
YouTube value; appeals to  the story and to the universe.

a broad, characters.

especially

younger,

demographic.
Film Nussa Deep emotional Enhances depth Emotional, Medium,
[2021] resonance due to  of narrative, fills involves viewers  emotional

Interactive AR
Nussa Rara in
Assemblr

Nussa Rara
Merchandise

expanded story
arcs and
character
development.

High novelty and
excitement;
personalized
interaction
increases
engagement.

Varied; emotional
connection
depends on the
type of
merchandise and
personal
relevance.

gaps left by short
animations.

Offers a new
dimension to the
narrative, allows
exploration of
story elements.

Less about
understanding,
more about
physical
representation of

favorite elements.

more deeply than
YouTube series.

High, directly
manipulates and
interacts with
narrative
elements.

Varies, generally
low interaction
but high
emotional
significance.

moments from
the film might
reflect in related
merchandise.

High, as AR
provides a
tangible way to
interact with
story elements.

Very high, as
merchandise
allows ownership
and daily physical
connection to the
narrative.

Table 2 clearly shows a progression from passive to interactive engagement across the
platforms. The serial animations on YouTube cater to a broad audience with basic narrative setup,

30



Hasan bin Jal, et at. Lingua Technica, 1(1), 2025, 25-37

which is then emotionally enriched by the feature film. The interactive AR experience marks a
peak in engagement, allowing active manipulation of story elements, which significantly deepens
the narrative connection. Merchandise serves as a constant, tangible reminder of the narrative,
enhancing emotional ties through physical ownership. This gradation from basic narrative
introduction to deep, personal interaction illustrates a well-structured approach to building a
lasting bond with the audience.

These patterns also reflect a strategic use of multiple media platforms to capture and retain
audience interest through varying levels of engagement. Starting with more accessible media
forms like YouTube and progressing towards more immersive interactions through AR and
merchandise, the strategy effectively uses each platform’s strengths to enhance narrative
engagement and emotional resonance. This layered approach ensures that each stage of
interaction adds depth to the audience's understanding and connection with the narrative, which
not only caters to different preferences within the audience but also maximizes the overall impact
of the story ( ; ). Analytically, this demonstrates an
insightful application of transmedia storytelling principles, where the sum of the parts creates a
more engaging and enduring narrative experience than any single medium could achieve alone.

Table 3. The roles of Nussa Rara platforms in making deeper connection with the story

Platform Narrative Depth  Emotional Interactivity Personal
Engagement Connection
Serial Animation  Introduces core Engages Low; primarily Initial bonding
Nussa Rara on storylines and primarily passive with characters
YouTube characters, younger consumption. and story.
accessible entry  audiences with
point. vibrant, colorful
animations.
Film Nussa Expands Creates high Moderate; Strengthens
[2021] narrative emotional emotional emotional ties to
complexity, impact through involvement characters and
deepens detailed through story.
character storytelling. cinematic
development. experience.
Interactive AR Allows Heightens High; users Enhances sense
Nussa Rara in exploration of excitement and actively of presence and
Assemblr story settings engagement participate in the agency within
and elementsin  through direct narrative. the story world.
3D space. interaction.
Nussa Rara Symbolizes key  Varies; Low interms of  Maintains and
Merchandise narrative themes emotional interactivity, reinforces
and moments. resonance high interms of  connection with

through physical

representation.

daily presence.

the narrative in
everyday life.
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The roles of transmedia platforms of Nussa Rara in making connection with the story

The multimedia strategy employed by Nussa Rara across various platforms exemplifies a
sophisticated approach to transmedia storytelling that deepens audience engagement with the
narrative. By leveraging platforms such as YouTube animations, a feature film, interactive AR
experiences, and thematic merchandise, Nussa Rara offers a layered and engaging narrative
ecosystem. Each medium enriches the storyline in unique ways, creating multiple touchpoints for
the audience to interact with and connect to the story more profoundly. This analysis explores
how these platforms collectively work to forge a deeper connection between the audience and
the Nussa Rara narrative. Table 3 visually represents how each platform enhances the connection
between the audience and the Nussa Rara story.

Table 3 displays a clear trajectory of increasing engagement and deeper narrative
connection as the platforms progress from more passive to more interactive. Starting with the
YouTube series, which serves as an introduction to the universe, the engagement deepens with
the emotional richness of the film. The interactivity peaks with the AR experience, providing a
hands-on approach to exploring the narrative. Merchandise, while less interactive, serves as a
constant physical reminder of the story, keeping the narrative alive in the daily lives of the
audience. This progression illustrates a well-considered strategy to engage the audience at
various levels of emotional and interactive depth.

These patterns suggest that the strategic use of multiple platforms in Nussa Rara’s
storytelling exploits the strengths of each medium to progressively deepen the audience's
connection to the narrative. The initial engagement through YouTube is designed to attract and
familiarize the audience with the story. The emotional investment is cultivated through the
cinematic experience of the film, which is enhanced by the interactive exploration made possible
through AR. Merchandise acts to cement the emotional bonds formed by providing a physical
manifestation of the story elements. This multi-tiered approach not only ensures sustained
interest and engagement but also fosters a comprehensive emotional and personal connection
with the story, demonstrating the potent potential of integrated transmedia storytelling
strategies ( ; ).

Dicussion

The expansion of the Nussa Rara narrative through various platforms highlights significant
implications for the field of media studies, particularly in transmedia storytelling. This result is in
line with previous studies which argues that the use of multiple media platforms not only
diversifies the audience’s access points but also enriches the narrative depth and engagement
opportunities, thereby increasing the brand’s cultural footprint ( ;

: : ). Nussa Rara’s approach—integrating
animations, films, AR, and merchandise—mirrors this perspective, showing how varied content
delivery can cater to different audience preferences and enhance the overall story experience.
This multifaceted strategy not only broadens the narrative reach but also sets a precedent for
future multimedia projects aiming for a global audience.

The Nussa Rara’s successful expansion across multiple platforms can be attributed to its
strategic use of narrative layering and audience segmentation. Other studies also highlighted that
the effective transmedia storytelling hinges on delivering complementary yet distinct content
across different mediums, each tailored to utilize the medium’s strengths ( ;

; ). For Nussa Rara, YouTube caters to broad accessibility, the film
deepens emotional engagement, AR offers interactive exploration, and merchandise solidifies the
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narrative’s presence in everyday life. This structured approach not only maximizes engagement
across diverse demographic segments but also ensures that each element contributes uniquely
to the story’s universe, thereby maintaining a cohesive narrative across platforms.

The profound impact of Nussa Rara’s interactive platforms on deepening audience
connection with the story illustrates broader implications in the dynamics of viewer engagement
and narrative immersion. Many studies also found that the interactive and immersive media
formats, such as AR, significantly enhance the viewer's emotional and cognitive investment in the
story compared to traditional media ( ; ;

; ; ). This is evident in how Nussa Rara’'s AR
experiences allow users not just to observe but to participate in the narrative, leading to a more
personalized and memorable engagement. Such interactions are crucial for fostering a deeper
emotional bond and loyalty, which are key to long-term engagement in serialized storytelling.

The relationship between interactive platforms and deeper narrative connection has the
psychological impact of interactivity on perception and memory retention. Previous studies on
cognitive engagement in interactive media suggest that active participation in a story S|gn|f|cantly
enhances the understanding and emotional response of the audience ( ;

; ; ). For Nussa Rara, the
AR platform does not merely tell a story; it invites the audience to live it. This immersion creates
a unique sense of ownership and intimacy with the narrative, which traditional passive viewing
formats cannot achieve. The structure of the interactive experience thus directly contributes to a
deeper and more personal connection with the story.

The use of merchandise as a narrative tool in Nussa Rara extends the story's influence
beyond digital boundaries into the physical world. As discussed by many scholars, merchandise
serves as a constant, tangible reminder of the narrative, enhancing brand presence and
engagement ( ; ; ;

). In the case of Nussa Rara, items like toys and clothing allow fans to carry the narrative
with them, integrating it into their daily lives. This strategy not only boosts brand visibility but
also strengthens emotional connections, making the narrative a staple in consumer lives, thereby
increasing overall engagement and loyalty.

The effectiveness of merchandise in strengthening narrative connections are rooted in the
psychological concept of endowment and identity expression. Owning merchandise related to a
beloved media narrative allows individuals to express their fandom publicly and privately,
thereby reinforcing their identity and affiliation with the story ( ; ). For
Nussa Rara, merchandise acts as both a promoter of the narrative and a medium through which
fans affirm their connection to the story. This dual function not only amplifies the narrative’s reach
but also deepens the audience’s emotional investment, making the story an integral part of their
identity and everyday life.

Conclusion

This study on Nussa Rara across multiple platforms elucidates a critical lesson: diverse
media channels can synergistically expand a narrative universe, enriching audience engagement
and deepening connections with the story. A significant strength of this study is its innovative
approach to examining transmedia storytelling, using a comprehensive array of platforms—
YouTube, feature films, AR technology, and merchandise. This approach not only refreshes
academic perspectives on narrative strategies but also enriches the methodology by
incorporating varied variables like emotional engagement and interactive participation, which are
less commonly examined in traditional media studies. The findings contribute to scholarly
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discussions by illustrating how different media formats can be harmoniously integrated to
enhance storytelling.

While this study provides valuable insights, it has limitations, primarily due to its focus on
a single case study and a specific demographic, potentially limiting the generalizability of the
findings. Future research could address these limitations by exploring similar transmedia
strategies across different cultural contexts and wider audience demographics. Additionally,
longitudinal studies could examine the long-term effects of such media strategies on audience
behavior and narrative retention. Expanding the scope of research to include these elements
would provide a more comprehensive understanding of the impact of transmedia storytelling
globally and across varied population segments.

Declaration

The authors declare that they have no known competing financial interests or personal
relationships that could have appeared to influence the work reported in this article.

References

Alzamora, G. C. (2018). A semiotic approach to transmedia storytelling. In The Routledge
Companion to Transmedia Studies (Pp. 438-446).

Andd, R. (2017). Fashion fandom and tv quality drama: From poaching to everyday identity
performance through pinterest. In Fashion Tales: Feeding the Imaginary (pp. 21-39).

Aoki, S., & Fujimoto, T. (2020). Visualized model using a tree structure for a transmedia
storytelling project design. 1133-1136.

Arista, A. W. P, Hendra, D. S., Juwono, F. P., Abdillah, H., & Permana, F. (2023). Preserving
Indonesian culture in the digital age: Implementing augmented reality to address cultural
appropriation issue. 227, 762-771.

Bourdaa, M. (2018). France: Telling tales of cultural heritage using transmedia storytelling. In
Global Convergence Cultures: Transmedia Earth (Pp. 69-82).

Carlton, J., Brown, A,, Jay, C, & Keane, J. (2021). Using Interaction Data to Predict Engagement
with Interactive Media. In MM '21: Proceedings of the 29th ACM International Conference
on Multimedia. 1258-1266.

Coles, J. N. (2023). Potential applications of transmedia storytelling for fostering SDG awareness
and action. In Effective Digital Marketing for Improving Society Behavior Toward DEl and
SDGs (pp. 104-122).

Derhy Kurtz, B. W. L., & Bourdaa, M. (2016). The rise of transtexts: Challenges and opportunities
(p. 248).

Dessart, L., & Pitardi, V. (2019). Story-based consumer engagement: A conceptual framework. In
Handbook of Research on Customer Engagement (Pp. 204-223).

Diehl, S., Koinig, ., & Scheiber, R. (2022). Cross-media advertising in times of changing media
environments and media consumption patterns. In Media and Change Management:
Creating a Path for New Content Formats, Business Models, Consumer Roles, and Business
Responsibility (pp. 189-209).

34


https://doi.org/10.4324/9781351054904-48
https://doi.org/10.3726/b11234
https://doi.org/10.1109/CSCI51800.2020.00211
https://doi.org/10.1016/j.procs.2023.10.581
https://doi.org/10.4324/9781315188478
https://doi.org/10.1145/3474085.3475631
https://doi.org/10.4018/978-1-6684-8984-0.ch006
https://doi.org/10.4324/9781315671741
https://doi.org/10.4337/9781788114899.00016
https://doi.org/10.1007/978-3-030-86680-8_11

Hasan bin Jal, et at. Lingua Technica, 1(1), 2025, 25-37

Doolani, S., Wessels, C., & Makedon, F. (2021). Designing a vocational immersive storytelling
training and support system to evaluate impact on working and episodic memory. In PETRA
'21: Proceedings of the 14th PErvasive Technologies Related to Assistive Environments
Conference. 268-269. https://doi.org/10.1145/3453892.3462216

du Plessis, C. (2019). Prosumer engagement through story-making in transmedia branding.
International Journal of Cultural Studies, 22(1), 175-192.
https://doi.org/10.1177/1367877917750445

Edwards, L. H. (2012). Transmedia storytelling, corporate synergy, and audience expression.
Global Media Journal, 12(20), 1-12. https://www.globalmediajournal.com/archive/gmij-
volume-11-issue-21-year-2012.html

Fattah, A., Gunawan, A. A., Taufik, R. B., & Pranoto, H. (2021). Effect of the implementation
attractive augmented reality for museums visit. ICIC Express Letters, Part B: Applications,
12(6), 541-548. https://doi.org/10.24507/icicelb.12.06.541

Feiereisen, S., Rasolofoarison, D., Russell, C. A., & Schau, H. J. (2021). One brand, many
trajectories: Narrative navigation in transmedia. Journal of Consumer Research, 48(4), 651-
681. https://doi.org/10.1093/jcr/ucaa046

Garcés, V. H., & Mendieta-Bricefio, A. P. (2024). The diffusion of transmedia news and the
expansion of the informative prosumer: Between transmedia journalism, multiplatform, and
crossmedia. Cuadernos.Info, 57, 92-116. https://doi.org/10.7764/cdi.57.65515

Gerrig, R. J., & Bezdek, M. A. (2013). The Role of participation in aesthetic illusion. In Studies in
Intermediality (Vol. 6, pp. 89-111). https://doi.org/10.1163/9789401209243_004

Hardman, H., Barney, C,, Kazandjian, B., Wen, J., & Hancock, T. (2022). Tell me about it: Narrativity
perceptions in product packaging influence consumer word of mouth: An abstract. In
Developments in Marketing Science: Proceedings of the Academy of Marketing Science (pp.
337-338). https://doi.org/10.1007/978-3-030-89883-0_89

Irshad, S., & Perkis, A. (2020). Increasing user engagement in virtual reality: The role of interactive
digital narratives to trigger emotional responses. ACM International Conference
Proceeding Series, 106, 1-4. https://doi.org/10.1145/3419249.3421246

Kao, G. Y.-M,, & Huang, X.-Y. (2019). Evaluating the emotional effects of role-playing software
on interactive digital storytelling from the perspectives of user, storyteller, teammate and
audience. 2, 300-306. https://doi.org/10.5220/0007709503000306

Kelsey, W., Michael, S., Jonathan, C.,, Benjamin, J., & David, E. (2017). The experience of narrative
in the permanently online, permanently connected environment multitasking, self-
expansion, and entertainment effects. In The Experience of Narrative in the Permanently
Online, Permanently Connected Environment Multitasking, Self-Expansion, and
Entertainment Effects (pp. 131-143). https://doi.org/10.4324/9781315276472_12

Kim, D., & Li, M. (2021). Digital storytelling: Facilitating learning and identity development. Journal
of Computers in Education, 8(1), 33-61. https://doi.org/10.1007/s40692-020-00170-9

Kim, Y. E., & Khajavi, M. J. (2024). Exploring the viewer’s role in narrative-based animated virtual
reality experiences: Strategies for role activation and immersive storytelling. Animation,
19(2-3), 101-128. https://doi.org/10.1177/17468477241281635

Lazareva, A., & Cruz-Martinez, G. (2021). Digital storytelling project as a way to engage students
in twenty-first century skills learning. International Studies Perspectives, 22(4), 383-406.
https://doi.org/10.1093/isp/ekaa017

Lee, J. (2023). Improving output ability through transmedia storytelling: Based on formulaic
sequences. Korean Journal of English Language and Linguistics, 23, 254-268.
https://doi.org/10.15738/kjell.23..202304.254

35


https://doi.org/10.1145/3453892.3462216
https://doi.org/10.1177/1367877917750445
https://www.globalmediajournal.com/archive/gmj-volume-11-issue-21-year-2012.html
https://www.globalmediajournal.com/archive/gmj-volume-11-issue-21-year-2012.html
https://doi.org/10.24507/icicelb.12.06.541
https://doi.org/10.1093/jcr/ucaa046
https://doi.org/10.7764/cdi.57.65515
https://doi.org/10.1163/9789401209243_004
https://doi.org/10.1007/978-3-030-89883-0_89
https://doi.org/10.1145/3419249.3421246
https://doi.org/10.5220/0007709503000306
https://doi.org/10.4324/9781315276472_12
https://doi.org/10.1007/s40692-020-00170-9
https://doi.org/10.1177/17468477241281635
https://doi.org/10.1093/isp/ekaa017
https://doi.org/10.15738/kjell.23..202304.254

Hasan bin Jal, et at. Lingua Technica, 1(1), 2025, 25-37

Moloney, K., & Unger, M. (2014). Transmedia storytelling in science communication: One subject,
multiple media, unlimited stories. In Advances in Natural and Technological Hazards
Research (Vol. 38, pp. 109-120). https://doi.org/10.1007/978-3-319-01821-8_8

Mukerjee, S., Yang, T., & Peng, Y. (2023). Metrics in action: How social media metrics shape news
production on  Facebook. Journal of Communication, 73(3), 260-272.
https://doi.org/10.1093/joc/jqgad012

Palilonis, J. (2022). User experience design and testing for socially-concerned storytelling. In
Transmedia Change: Pedagogy and Practice for Socially-Concerned Transmedia Stories
(pp. 210-224). https://doi.org/10.4324/9781003150862-16

Pandey, U. S. (2024). Immersive experiences through transmedia storytelling. In Handbook of
Digital Journalism: Perspectives from South Asia (pp. 321-330).
https://doi.org/10.1007/978-981-99-6675-2_27

Pujiati, T., Alfisuma, M. Z, Agustian, B., Rachmatika, R., & Julianingsih, D. (2024). Integrating
augmented reality with social media for interactive tourism experiences. 2024 3rd
International Conference on Creative Communication and Innovative Technology, ICCIT
2024, 1-7. https://doi.org/10.1109/ICCIT62134.2024.10701103

Rapier, S. M. (2016). Possessions and storytelling: The props used in the stories people tell.
Graziadio Business Report, 19(2), 43. https://www.scopus.com/inward/record.uri?eid=2-
s2.0-85003534305

Reis, A. B. (2023). Immersive media and social change: The ‘empathy machine’ is dead, long live
‘emotional geography’! Analisi, 68, 135-154. https://doi.org/10.5565/rev/analisi.3539

Robideaux, D., & Robideaux, S. C. (2012). Convergent storytelling as promotion: A model for
brand engagement and equity. Innovative Marketing, 8(1), 48-51.
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-
132

Roggeveen, A. L., Grewal, D., Karsberg, J., Noble, S. M., Nordfalt, J., Patrick, V. M., Schweiger, E.,
Soysal, G., Dillard, A., Cooper, N., & Olson, R. (2021). Forging meaningful consumer-brand
relationships through creative merchandise offerings and innovative merchandising
strategies. Journal of Retailing, 97(1), 81-98. https://doi.org/10.1016/j.jretai.2020.11.006

Sanchez, C. C. (2014). Transmedia storytelling, an ally of corporate communication: #dropped by
heineken case study. Communication and Society, 27(3), 127-150.
https://doi.org/10.15581/003.27.35992

Sanchez-Mesa, D., Aarseth, E., Pratten, R., & Scolari, C. A. (2016). Transmedia (Storytelling?): A
polyphonic critical review. Artnodes, 2016(18), 8-19. https:/doi.org/10.7238/a.v0i18.3064

Schmidt, M.-L. C. R,, Winkler, J. R., Appel, M., & Richter, T. (2023). Emotional shifts, event-
congruent emotions, and transportation in narrative persuasion. Discourse Processes,
60(7), 502-521. https://doi.org/10.1080/0163853X.2023.2252696

Shashank, K., & Devi, G. (2021). Transmedia storytelling in public awareness-impact on present
crisis. International Journal of Dentistry and Oral Science, 8(1), 1484-1486.
https://doi.org/10.19070/2377-8075-21000296

Singh, N. T., Singh, S., Singh, S., Arora, A., Dhaundiyal, A., & Narang, A. (2023). Transforming E-
commerce: Augmented Reality (AR) and Virtual Reality (VR) integration for interactive and
immersive shopping experiences. 2023 7th International Conference on Electronics,
Materials Engineering and Nano-Technology, IEMENTech 2023.
https://doi.org/10.1109/IEMENTech60402.2023.10423551

Spano, C. (2020). The cases of mad men and game of thrones as a comparative study between
Italy and New Zealand. In Emerging Dynamics in Audiences' Consumption of Trans-media

36


https://doi.org/10.1007/978-3-319-01821-8_8
https://doi.org/10.1093/joc/jqad012
https://doi.org/10.4324/9781003150862-16
https://doi.org/10.1007/978-981-99-6675-2_27
https://doi.org/10.1109/ICCIT62134.2024.10701103
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85003534305&partnerID=40&md5=d712a9d788ad0365f40ad33f74a735c3
https://www.scopus.com/inward/record.uri?eid=2-s2.0-85003534305&partnerID=40&md5=d712a9d788ad0365f40ad33f74a735c3
https://doi.org/10.5565/rev/analisi.3539
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-132/convergent-storytelling-as-promotion-a-model-for-brand-engagement-and-equity
https://www.businessperspectives.org/index.php/journals/innovative-marketing/issue-132/convergent-storytelling-as-promotion-a-model-for-brand-engagement-and-equity
https://doi.org/10.1016/j.jretai.2020.11.006
https://doi.org/10.15581/003.27.35992
https://doi.org/10.7238/a.v0i18.3064
https://doi.org/10.1080/0163853X.2023.2252696
https://doi.org/10.19070/2377-8075-21000296
https://doi.org/10.1109/IEMENTech60402.2023.10423551

Hasan bin Jal, et at. Lingua Technica, 1(1), 2025, 25-37

Products (p. 155). https://anthempress.com/emerging-dynamics-in-audiences-
consumption-of-trans-media-products-hb

Sundar, S. S., Kang, J., & Oprean, D. (2017). Being there in the midst of the story: How immersive
journalism affects our perceptions and cognitions. Cyberpsychology, Behavior, and Social
Networking, 20(11), 672-682. https://doi.org/10.1089/cyber.2017.0271

Woodfall, A., & Zezulkova, M. (2016). What ‘children’ experience and ‘adults’ may overlook:
Phenomenological approaches to media practice, education and research. Journal of
Children and Media, 10(1), 98-106. https://doi.org/10.1080/17482798.2015.1121889

37


https://www.cambridge.org/core/books/abs/emerging-dynamics-in-audiences-consumption-of-transmedia-products/transmedia-storytelling-and-fans-modes-of-engagement-an-overview/C309FAEE6806ADF65B5EF78095431688
https://www.cambridge.org/core/books/abs/emerging-dynamics-in-audiences-consumption-of-transmedia-products/transmedia-storytelling-and-fans-modes-of-engagement-an-overview/C309FAEE6806ADF65B5EF78095431688
https://doi.org/10.1089/cyber.2017.0271
https://doi.org/10.1080/17482798.2015.1121889

