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ABSTRACT
This research aims to understand how funny moment in social interaction
friendship able to explore memory toward brand a product is in the moment.
The research method used is a qualitative approach, namely SIT method
(Sequential Incident Technique). The findings of this study explain that
friendship, storytelling are proven antecedents and have been discussed by
previous researchers. However, there are findings of new antecedents,
namely memory light, feeling on story, feeling on product or brand and
business consequences. funny moments are part of feeling on the story but
have something to do with memory light and purchasing decisions.
Originality offered in this research is use of any object’s memory in individual
psychology relation and connection to branding a product has rarely
examined. In drug use, Indonesian people tend to provide recommendations
based on funny storytelling.

INTRODUCTION
Human is social being who certainly cannot be separated
from other humans (1). Personal relationship was able to
provide assistance, comfort, so as to create a very valuable
in individuals (2). Social interaction in humans is
inseparable from the closeness between individuals which
we often refer to as friendship. Interpersonal relationships
or we know as friendship will be established if
interpersonal communication goes well. The existence of
togetherness, interests and similar views related to
background, views, hobbies, ideals of belief and carry out
activities together. In friendship, an emotional
relationship in the form of mutual understanding, respect,
and trust in one another is a basic thing which needs to be
built in order to give attention and support to one another
(3). Unwittingly, the moment of friendship is formed when
someone spends time together. The development of
technology has made it easy to access information on
events, culinary and films which will be published through
internet media, it provides an opportunity for them to try
new things with friends. The joint activity is unwittingly
able to produce moments, where can be romantic, sad,
happy, and humorous moments. The memories are
attached to someone when they are separated by distance,
sometimes the memory is lost some time and will be able
to recall when seeing an event, place or purchase of an
item or service that reminds us of that moment. The
memory paradigm model is able to divide memory
structures into three systems, namely: sensory memory,
short-term memory, long-term memory (4).
In friendships, it is not uncommon for someone to humor
one another, whether intentionally or not. Thus, created
funny moments which are done when spending time
together. A funny moment can occur if someone (an actor)
does something silly and funny in a public place (stage)
when spending time with friends (audience) (5). The
events that occur are sometimes able to make someone
recall the incident. Businessmen observe that a moment
which happens to someone is very interesting to take the
concept and transmit it back to consumers by putting the
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moment in an advertisement (6). It is expected that by
seeing advertisements from these companies, consumers
are able to remember well and will have the attraction to
buy. Advertising can be said to be optimal, if it is able to
convey an advertising message which attracts attention,
maintain interest, arouse desire, and move action (8).
Advertising is one of which can affect brand awareness.
Consumers can re-identify a brand from a certain category
through two things: First, brand recognition is the ability
of consumers to recognize a brand when given a choice of
brands with cues. Second, brand recall is the ability of
consumers to remember the brand through memory or
consumer memories when given a product category (10;
9). Consumers at this level, just hear the product category
or glance at the products they need to remember the brand
of the product (11).
The purpose of this research is to explain the social
interactions between individuals in friendships to be able
to tell funny moment while being able to remember the
brand of products contained in the moment. Research can
be said to be interesting because there are no journal
articles that discuss the concept of funny moments with
product brand recall on consumers. The benefits of
research are expected to provide readers with an
understanding that funny moments are generated by
memory through social interactions of friendship. This is
considered important by businessmen, especially in the
effort of business practices, namely forming consumer
loyalty through the depth of advertising techniques and
making strategic business strategies going forward (13).
Especially the strategy regarding the sale of medicines
which does require good storytelling from consumer to
consumer.
LITERATURE REVIEW
Friendship
The label "friend" is given to someone in describing a
variety of relationships that range from ordinary
introductions to very close relationships (14). A
communication relationship is very dependent on the
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extent to which individuals have friends and closeness.
Friendship relations have three distinctive features,
namely: good quality friendships (virtues such as honesty,
sympathy, generosity, justice, and courage) (15).
Friendship is initially formed due to an individual's desire
to provide descriptive personal information and provide
comments on neutral topics, then continues to tend to
involve evaluative or affective personal information in
giving opinions that are accompanied by emotions to
someone (18).
Friendship relationships that are built between two
individuals will continue to develop, so that the
relationship cannot be built instantly and static. Efforts are
needed in establishing good relations. There is openness
in conversation with friends, support, positive thinking
and interaction between individuals who establish
relationships. The quality of friendship regardless of how
its assessment relates to happiness, as well as efforts to
maintain friendly relations (19). Interference in the fabric
of friendship can increase one's sense of humor with each
other, although it has not known the extent of the form of
humor and its interruption in them (21). Balderjahn & Lee
(2019) explained that certain humor will increase
consumers' wellbeing and ultimately increase the desire
to consume an item. Increased consumer humor can be
measured through psycho-social wellbeing. Psycho-social
wellbeing can be interpreted as the social environment of
prospective consumers who form a psychological
character to buy products or can be exemplified is
friendship.
Memories
Human ability to remember something is very dependent
on the character of each individual. If the ability to
remember is good, then it is clear enough to tell his/her
experience. While individuals who have the ability to
remember are not good then less able to remember or not
remember at all (23). So as to help recall an event, what
can be done is to provide visual stimulation of imaging
(24). Basically humans have long-term memory and shortterm memory that interact with each other to remember
information (25).
Emotional experiences, both positive and negative, are
part of consumers 'semantic memories, so they can
influence consumers' social and social identities. This has
the potential to form attitudes and tends to be an
additional indicator that is useful for future behavior.
Experiences related to emotions and memories are
mediated by subsequent experiences which are important
aspects in determining satisfaction, consumption loyalty,
and post-consumption references (27).
Emotions are categorized into three focuses, namely (1)
looking ahead, generally related to anticipation, anxiety,
and hope. (2) see the present, related to happiness and
frustration. (3) looking back, relating to arrogance, and
embarrassing events. This shows that emotional capture
can occur over time both before and after consumption.
Individual emotions can be personal or can be general
depending on the conditions of the incident. Emotion will
be stronger when there is physical closeness with others.
Emotional experiences, memories and sharing stories will
have an impact on attitudes and behavioral intentions of
consumers (29).
Happiness is defined as satisfaction that comes after
cognitive and affective evaluation of an individual's life.
The cognitive component of happiness focuses on physical
interactions between individuals, and the affective
dimension addresses the balance of positive and negative
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feelings that are often experienced by individuals (31).
One form of happiness is the presence of humor. Some
understanding of humor according to some experts among
them interpreted as a logical result of the expansion of
forms of humorous behavior into the intellectual realm
that is more abstract and accepted as an idea (32). Humor
can also be interpreted as a theme of conversation
between two or more individuals where at least one
individual considers it as entertainment and considers it
to be funny. Jokes are an effort to interpret humor and are
conceptualized as humorous events where there are
interactions of three main actors namely the giver of
expression, the target, and the audience (34; 39).
When the expressionist tries to use humor, the target and
the audience will judge the success of the humor effort
based on several factors namely the appropriateness of
the meaning of humor and whether the meaning
engenders laughter or not (40). There are two things for
humor to be considered funny: first, it can violate
psychologically, for example violation of linguistic, social,
or moral norms and second, it is easy to understand.
Furthermore, there are several indications of the meaning
of humor that fails to convey (41). The indications are first,
if the target or audience considers the meaning of humor
to be difficult to understand. Second, if the meaning of
humor is not interesting, not fun, or not entertaining, then
the target or audience can find the meaning of humor
boring. Third, the meaning of humor may fail by referring
to the target of the joke, the audience, or both (46).
Brand Recall and Brand Equity
Consumers easily recognize certain brand names without
having the experience of buying certain products they
usually have a unique character. The character of
consumers is to buy products with well-known brands
without considering the price of these products (49). If it
is observed that repeated advertisements with planned
brand placements are able to create memories in the
minds of consumers, which subsequently leads to brand
recall (Belch, 2004; Harrigan et al., 2015).
Brand recall is the condition of consumers remembering
certain product brands because of past memories. On the
other hand, brand equity is the automatic impact of brand
recall on consumers to connect themselves with the brand,
which should ideally be strong (consistency and
relevance), profitable (ability to give and want), and
unique (extraordinary and sophisticated). A marketer
must be able to understand the difference in direct
communication in society and communication with
technology. It simply that is online and offline
communication from consumers. Offline communication
in the community is much deeper and has many new ideas
to increase consumer loyalty (Berthon et al., 2016). The
ability to manage brands can positively affect product
brand performance (Lee et al., 2019). The ability to
manage a brand can be achieved positively if the memory
of a product is strengthened in the promotional element.
Building good promotion must also begin by
understanding the dimensions and challenges of entering
certain business markets (Koubaa, Boudali and Fort, 2015;
Kaynak et al., 2016).
Mood has a significant impact on consumer behavior. This
condition occurs because consumers have certain
experiences with advertisements, brands, or products.
Mood consists of two characteristics of mood condition,
for example sad, happy and the intensity of consumer
arousal (Gardner, 1987). Evaluation of a product brand
occurs because the condition of feelings, emotions and
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awareness of consumers (60). Consumers will really like a
particular brand if they remember the positive attributes
of the brand or the happy feelings that arise due to
remembering the brand as a cognitive feeling (feelings
come from actions of thinking or remembering) (61).
Based on the background and literature review, the
following research questions were formulated:
RQ1: How funny moments in social interactions friendship
relationships are able to dig up memories of a
product brand?
RQ2: How to describe the funny moment phenomenon and
business strategy in an attractive model?
RESEARCH METHOD
Research Context
This research approach uses the type of qualitative
research. Qualitative research is carried out because it is
able to tell projective stories, observe and record daily
activities (62). Qualitative research is used to find and
explain social phenomena in more detail (63). The model
will be arranged after the results of social phenomena are
found and continued with quantitative research test. This
effort is needed so that social phenomena can be modeled
and confirmed (64). As explained by Belk (2017) that
qualitative research is able to produce more inventions
and better understand interactions between individuals as
the purpose of this study.
Sampling Method
The subject of this research is individuals in productive
age, have the ability to tell funny moments with friends

and are able to mention the product brand at the event and
live in Indonesia. The sample size for the number of
respondents to be taken will not be tightly regulated so
that researchers focus on the saturation point of the data
taken. The sampling technique which was taken was
snowball sampling where the respondent who had been
interviewed would provide suggestions for appointing the
next appropriate respondents (66).
SIT (Sequential Incident Technique)
The technique used in this study is Sequential Incident
Technique (SIT), where SIT is one of the variants in the
Critical Incident Technique (CIT). SIT compares services
by positioning episodes of positive, neutral or negative
relationships (Stauss and Weinlich, 1997). Research has
been conducted focus on positive and negative incidents.
The researcher gives a description of the process from a
story and explains the consequences in the research
output model, with the aim of understanding each
antecedent found (Olsen and Thomasson, 1992). CIT and
SIT have positive and negative incidents and the analysis
is based on the attribute of the question. While the focus of
research has different things, sustainable relationships
and results are reported as linked attributes (CIT) or
compared attributes (SIT). The author's research will use
SIT to explore what happened during the funny moment,
and the ability of the respondents to mention the brand of
the product in the event. This research conducted the
respondent’s interview data by using coding process. The
coding sequence that will be performed is as show in table
1 (71).

Table 1. Coding Process by (71)

First Order
Concept

Second Order
Themes

•In the initial
stages, we will
change the raw
data from the
interview into
an easy
understanding
keyword

•in this stage,
we create
appropriate
categories in
several themes
from first order
concept

Aggregate
Dimentions
•in this stage,
we create
narrower
dimension
from the
second order

RESULTS
The interview process was found thirty respondents with
saturation point. After the saturation point was found,
coding was done as explained in the stages of research
method and coding results will be formed. However, for
the description of first order, second order and aggregate
dimensions, then we try to illustrate them with a model of
memory light in recalling the product brand. The
"aggregate dimension" is memory. In memory there is a
"second order" that is feeling on product, feeling on story
and consequence on business. In the three "second orders"
itself, there are kinds of "first order" which we will discuss
it one by one using interview quotes. The descriptions of
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Model
Formation
•in this stage,
we try to
forming model
which is easier
to understand
and more
interesting
concept

Interpretation
•in this stage,
we explain the
model that has
been described
by proving
some interview
data as well as
emprical
evidence from
previous
research

each respondent can be seen in table 2. Based on the
gender of the respondents, we can conclude that female
respondents dominate in providing explanations of funny
moments. However, if we look at the ages and occupation,
all ages and occupation can experience funny moments
and brand recall. The majority of respondents admitted to
having experienced brand recall because of having funny
moments in the past which more than 10 times. This
proves that funny moments can be very influential in
buying decisions. We also found that the product category
that most often made consumers remember funny
moments and brands was the food category.
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Table 2. Respondents Description
Frequency of remembering brands
due to funny moments in the past
No.

Nickname

Sex

Occupation

Age
1-5
Times

6-10
Times

<10
Times

Do
not
count

1

Reza

Male

Lecturer

25

2

Olis

Female

Tax Analyst

22

3

Rida

Female

Banker

22

4

Rasyid

Male

Lecturer

25

5

Dono

Male

Entertainer

28

6

Septi

Female

Auditor

29

7

Amik

Male

HR Manager

33

ü

Motorcycle

8

Rangga

Male

Marketing Staff

34

ü

Mountain Clothes

9

Destri

Female

Risk Consultant

33

ü

Cosmetic

10

Yuniar

Female

Corporate Communication

32

ü

Perfume

11

Hesti

Female

Selebgram

25

ü

Cosmetic

12

Lolla

Female

Entrepreneur

24

13

Mega

Female

Marketing Staff

26

14

Roni

Male

Financial Planner

25

15

Sinta

Female

Auditor

29

16

Sahrul

Male

Sales Manager

30

ü

Coffee Drink

17

Tian

Male

Salesman

28

ü

Clothes

18

Maulida

Female

Teacher

41

19

Diana

Female

Teacher

41

20

Yessi

Female

Banker

43

21

Efendi

Male

HR Manager

36

ü

Clothes

22

Rozaq

Male

Student

17

ü

Medicines

23

Desi

Female

Student

16

ü

Coffeeshop

24

Laila

Female

Student

17

ü

Coffeeshop

25

Wawan

Male

Student

18

ü

Movie

26

Widya

Female

Student

19

ü

Movie

27

April

Female

Account Officer

22

28

Wahyu

Male

Student

21

29

Indah

Female

Account Officer

23

30

Nabila

Female

Account Officer

24

Memory as New Dimension
Friends rrelationships are inseparable from experience
when do the activities together and it’s very close to the
disclosure of information between individuals with
another in it relationship. The ability of an individual to tell
a story in detail (story telling) which includes the activities
carried out, the conversation and when it happened is the
most important thing in returning an individual's memory
in a friend’s relationship. Memory can appear if there is
friendship and good storytelling. Because we have found
the saturation point, we will try to discuss it with
quotation to represent all the respondents that have been
1301

ü

Common Product
Category

Coffee Drink
ü

Food
ü

ü

Food

ü

Smartphone
ü

Cosmetic

ü

Food
ü

Bicycle
ü

Motorcycle
ü

ü

Smartphone Accecories

Food
ü
ü

Tourist Attraction
ü

ü

Food
Food

ü

ü

Clothes

Food
Medicine
Bank Service

obtained. Friendship and storytelling have become a
concept that has been researched by previous researchers.
So that the quotation to be discussed in this study will only
concern the concept of antecedents which is a new finding.
There is some new finding contained in the memory
dimension, namely:
a. Feeling on product or brand
Based on interviews with respondents, there are
information about experience of using several products or
brands. The moment of experienced by the respondents
with their best friend. Unwittingly, respondents mention
the names of products or brands easily, this happens
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because the intensity of using the products or brands is
relatively long enough and it associated with certain
events (moments). excerpts of the conversation are as
follows:
"At that time, my friend bought a mountain jacket from
Eiger (brand of adventure equipment).. we all know that the
jacket is quite strong parasitic and does not penetrate the
cold air. Well, the jacket was new, and my friend just bought
it. Unfortunately, when used on top of mountain it does not
work "(Rangga).
"Since in a boarding house I was an Indomie (local brand)
lover ... I don't like the other ones ... I felt indomie is better ..."
(Wahyu).
The delivered of the information, Rangga and Wahyu often
recalling brand by mentioning the brands commonly.
"All of them are favorites ... (laughing). There are MCD,
Penyetan Belut (fried eels) of H. Poer, Bakso (meatballs) in
Kenjeran (Beach in Surabaya), … so we have to vote first ..."
(Olis).
“. So every come out for a lunch and pass the MCD, we
definitely ask one each other, do you want a burger for a
snack (laugh)" (Lolla).
The delivered information of Olis and Lolla represent
recalling brand by mentioning the restaurant brands that
they usually consumed and always makes purchases again
for the restaurant brands they usually visit.
"So, since in college, he likes to use a Bodyshop ... but now it
is turning out, I am following him using the recommended
product and what he feels about the product, I also feel the
same." (Hesti).
"...the motorbike is pretty old, that is Astrea 1996 (Brand of
Honda). Because the bike is old and there is no indicator for
the bicycle gear’s position. And we must be able to instinct
ourselves perfectly (laughter). "(Amik).
The information Hesti and Amik represent conducts of
recalling brand by mentioning the names of beauty
product brands and motorcycle brands that have been
consumed and commonly used in telling their experiences.
"There was my friend when I was in bachelor’s degree, we
really like to try oriental food (Japanese and Korean food),
like Cocari, Carpentier, Ojju ... But that can't be forgotten
when we eat at 100 degrees ..." (Diana).
"... we also try Korean food in Bandung. It's called Chingu
Café ... when we were there it’s not only good to eat, but also
there's a photo spot for take a moment..." (Diana).
From the information conveyed by Diana, the respondent
conducts recalling brand by mentioning the restaurant
brands that were consumed and making purchases again
for restaurant brands that were considered good to visit.
The results of the interviews with seven respondents were
sufficient to represent the twenty-three other
respondents. Thirty respondents have reached the
saturation point, which namely, the feeling of a product or
brand is capable of producing brand recalling or
purchasing again from the experienced.
b. Feeling on story
Based on the result of interviews with the respondents,
they related to Feeling on story there is information about
the types of moments experienced by respondents with
their friends. The moment was told because the
respondents had memories and wants to repeat the
moment. The results of the interview with the respondents
are as follows:
"Because they are more than relatives in my opinion!
Whatever is good or bad they were. If there is an incident,
everything happens during the 6 years and always returns
to our boarding house... "(Mega).
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From the results of interviews with Mega, it was found that
the respondent’s nostalgic moment when retelling the
moment with a boarding mate.
"... Well, because we have unfocused condition and starving.
When I was not aware, half the bottle of tomato sauce was
mixed into my noodles by my friend. but I was hungry at that
time... Try to imagine what kind of friend it was ...!!
(Laughter)” (Reza).
The results of the interview, it can be seen that the funny
moment occurs when Reza spend the times with friends.
"... imagine, a mountain jacket plus a raincoat, how can we
not laugh when see it ... then there is the most ridiculous
moment when we were passed with the foreign tourists and
Bagus (my friend) is heading to the top of the mountain. This
tourist asked (in English) is it under the mountain raining?
And my friend answers it with relax “Mboten Ngertos”
(Javanese
expression
mean
is
not
knowing).
(Laughter)"(Tian).
The embarrassing moment also occurred in the
results of the interview when the Tian’s best friend did an
activity that led to the wrong assumption by others who
saw it.
"Because we want to go back to the office and pass the MCD
in Mulyosari area, suddenly Aulia asked us to buy a sweet
dessert ... like Ice cream or cup of Pepsi. then she asked," OK,
Bintang order this, then Novi order that, and I ordered this.”
then Aulia whispered to the waiter of drive thru if she added
cheeseburger in a slow tone (hungry face) ... So, every time
we go out to lunch and pass the MCD we definitely ask the
Aulia, don’t you want to stock a burger for a snack huh?
(laughing)" (Wahyu).
From the results of the interview, embarrassing moment
and funny moment happened together in one gathering
time.
"... we are trying out Korean BBQ food in Gyu-Kaku the
ingredients food which is cooked by ourselves... so we don't
know how to turn down the stove, with our own way we
continue to burn the meat quickly to avoid burn... it turns
out that what we are doing actually makes the stove fires
even bigger till the waiter comes and tells us how to turn off,
turning down and increase the heat volume of the stove”
(Yessi).
From the results of interviews with Yessi, both
respondents and friends also experienced embarrassing
moments and nostalgic moment in using brand.
"... Astrea 1996. Because the bicycle has old enough and
there is no indicator that the bicycle gear’s position. We have
to be enabled our instinct ... and we don't know before that
we have to park the motorbike above, we have to go through
steep climb... it's still half the steep climb... the motorcycle
stopped and unable to run even though on full gas, finally we
forced to push wear our feet while still sitting on the
bicycle..."(Amik).
From the interview result it was found that there was a
concurrent moment in the incident that was the funny
moment for the respondents and the embarrassing
moment that felt by Amik and friend.
"... I really like the taste and not because I like Korean
dramas... my friend asked for recommendations to me, we
tried some dishes, when the food came it was not like our
expectations, very different from the photo including and
presentment. for me that because of Indonesian tongue, but
not for my friend... many times he said "what food is this?
The test quite terrible and expensive”. it seems like he gets
traumatized when I am offering Korean food to him" (Lolla).
From the interview with Lolla, embarrassing moments
seemed to be felt by her and friends who were not used to
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the new things. The results of the interviews with seven
respondents were sufficient to represent the twenty-three
other respondents. Thirty respondents have reached the
saturation point, namely that the moment which occurs
with a friend consists of funny moments, embarrassing
moments, and nostalgic moments which can occur
simultaneously or not.
c. Consequences on business
From interviews with respondents, there is information
relating to the consequences on business contained in the
respondents's moment with friends. Unwittingly,
respondents mention the information easily or without
burden, it can be an opportunity for businessmen to
improve their business strategies in the future. This can be
seen through the following interview’s results:
"At that time my friend bought a mountain jacket from Eiger
(brand of adventure equipment). we all know that the jacket
is quite strong parasitic and does not penetrate the cold air,
… "(Rangga).
Based on the interview, advertising has successfully
entered into the minds of consumers, including the equity
of the brand.
“It happened in 2014 to 2016. I always remember, about
Indomie, Extra spicy sauce ABC, Boncabe until Shampoo
with a motorbike brand. we always... we always remember
it (laughter)"(Efendi).
From the interviews, the equity of the brand was
successfully obtained in the minds of consumers.
"We have so many choices for lunch, and all of them are
favorites... (laughing). There are MCD, Penyetan Belut (fried
eels) of H. Poer, Bakso (meatballs) in Kenjeran (Beach in
Surabaya), Bakso Pak Djo, Bakso Bonet and KFC, so we have
to vote first ..." (Wahyu).
From the interviews, the equity of the brand was
successfully obtained in the minds of consumers.
"Especially if there is a promo menu in one of the food store
promos, then the voting does not apply, and we directly go
to that place...(laughs)" (Lolla).
From the interviews, marketing strategic by consumer
experience can be done by businessmen to find strategic
in capturing the market.
we tried some dishes, when the food came it was not like our
expectations, very different from the photo including
presentment. for me that because of Indonesian tongue, but
not for my friend... many times he said "what food is this?
The test quite terrible and expensive." (Maulida).
From interviews, marketing strategic by consumer
experience can be done by businessmen to find
shortcomings of the brand and provide improvements.
The results of the interviews with five respondents were
sufficient to represent the twenty-five other respondents.
Thirty respondents have reached the saturation point,
namely that advertising, strategic marketing by consumer

experience and brand equity which are part of the
Consequences on business.
DISCUSSION
After conducting research and looking for similarities with
previous research, we divided the antecedents into two
types. First, the antecedents that had been proposed by
some previous researchers, and second, those that were
newly discovered in the interview process. The
antecedents that have been proposed by several previous
researchers are those that have been confirmed as proven
in the interview, but the quotations are not displayed
because they have the same meaning as previous research.
The antecedents that have been confirmed are friendship
and storytelling. Meanwhile, antecedents that were just
found in the interview process will be explained in more
detail. This explanation is expected to provide an
understanding of the importance of this new antecedent.
a) Antecedent by Previous Research (Valid in Our
Interview)
We have tried to compare our findings with previous
studies. From the results of these comparisons, we found
that there are several researchers who have proposed or
found proven antecedents which has same findings as in
the interviews we conducted. We try to describe it easier
through figure 1.
1) Friendship
Friendship is very dominant in forming model
that we conduct. Without friendship, memories
can be formed but it will be more difficult to
encourage brand recall (72). A friendship can be
considered valid if there are several things (73).
First, there is time to do activities together.
Second, there are some incidents that are easy
for individuals in the group to remember for each
other. Third, there is more than one person in the
interacting group. Fourth, there is a sense of
humor that tends to be the same in one group
(25). These four things are the main measuring
indicators of friendship.
2) Storytelling
Storytelling is a person's ability to tell stories
about their past experiences. The better
storytelling skills, better it will influence others
(74). There are several things that measure
storytelling getting stronger (75). First, strong
motivation from the storyteller about the
importance of these past events to be told.
Second, there is a better storyteller ability by
using impersonate techniques. Third, there is
closeness between person to person. This means
closeness of the person who is telling the story
and the person who is listening to the story.

Figure 1. Measuring indicator of friendship and storytelling
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b) New Finding Antecedent
1) Feeling on product or brand
Based on interviews with the first respondents,
told of funny moments that resulted in
unintentional or intentional ignorance or
deliberately or arranged and planned. in telling the
moment, the respondents often unconsciously told
some of the brand names of a product used or the
cause of the moment. The respondents also said
that when buying some of these products,
respondents automatically remembered a friend
who had a funny incident with respondents and
missed the moment. While on Olis interview, she
revealed each friend who has a product and
restaurant recommendations because they are
liked or loyal to the product. Lolla also confirmed
that when respondents saw the name of a product
brand and fast-food restaurant, respondents
remembered a funny incident with a friend. As for
Amik, the funniest moment that Amik did was
when he had an old bicycle and had a moment with
the use of the brand. While Diana, she liked the
Japanese and Korean restaurant brand. The seven
respondents can be concluded that recalling brand
and purchase again occur in memory of feeling on
product or brand. These results are in accordance
with the description of the moment stored in
someone's memory can be done by depicting
where someone was when the moment, what
happened, how you react and also others when you
see it (76). Respondents are able to understand the
role of the feelings of content, emotions, and
awareness of consumers (60) and create memories
in the minds of consumers, which in turn lead to
brand awareness (50; 11; 77). This finding also
supports the findings of Bruwer et al. (2019) which
states that consumers can be grouped into groups
to find out and identify the characteristics of each
of their interaction stories.
2) Feeling on story
The description of the moment stored in
someone's memory can be done by describing
where someone was at the moment, what
happened, how you react and also others when you
see it (76) The moment was told by the
respondents in this research. Embrassing moment
is generally caused by disruption of social
interaction followed by social evaluation theory
(for someone who feels ashamed, his self-esteem,
or self-esteem in the eyes of others, has been
eroded) (79), almost all respondents had
embrassing moments. Based on Mega inteview,
there were a number of moments he experienced
during social interaction with one boarding friend,
There are some funny moments when she see a
boarding friend experiencing an embarrassing
moment, where the incident can occur without a
storyline setting scenario or intentional (80,81).
Because of that moment, Mega longed to
experience the moment (nostalgic moment).
Whereas from Reza story, gathering moment
between friends showed that he experienced a
funny moment related to his friend who kept
privacy due to hunger conditions and decided to
buy food again even though lunch was finished.
While Wahyu's habit of conveying information
repeatedly to remind the moment with friends
1304

when passing through the restaurant brand, has
caused embarrassing moments to experienced
friends and the respondents is able to tell in detail
and miss those times (nostalgic moments) (75,82).
This funny moment is most often experienced by
millennials so this funny story must be a separate
marketing strategy for millennials (83). Companies
might use this story as part of consumer
participation in advancing business (84).
3) Consequences on business
Emotional experiences, memories, sharing and
reviving will have an impact on attitudes and
behavioral intentions of consumers (29). This can
be seen through the results of interviews
conducted with respondentss. Product or service
experience is inherent in customer satisfaction
(85). Consumer experience can be divided into two
levels of experience awareness: conscious or
phenomenological levels, and unconscious or
cognitive levels (86–89). Cognitive perception of a
brand, which increases the value of the offer in the
eyes of customers caused by brand equity (90).
Based on Rangga’s interview, the incident that
happened to a friend when buying a product and
memorize the advertisement. In the interviews
also found several product brands that are often
consumed and make repeated purchases of these
products. Whereas from Wahyu’s story, the
moment with friends showed that the promotions
obtained and references from friends related to the
brand equity were able to influence purchasing
decisions (91). Finally, Maulida’s story showed
dissatisfaction with the product because the taste
of the food was different from the country of origin.
This phenomenon can be a marketing strategy
based on consumer experience (92,93). From
interviews with all respondents, it can be seen that
the moment of friendship can provide information
in the form of memory that is associated with close
experience with Consequences on business
(94,95). Important points gained during the
interview process are advertising, strategic
marketing by consumer experience and brand
equity needed by businesses to build business
strategies going forward.
c) Memory Light Model
Figure 2 is a research model that represent interesting
result from this research. This model explains the recall of
brand products that we try to draw through memory light
in recalling the product brand. Memory in an individual
can be explored due to motivation, whom (by person),
situation and keywords that come from moments told
from friendly relations. Memory that comes from friendly
relations is related to three things. The first, feeling on the
product or brand is recalling the brand and purchase again
that can be used as an evaluation of the product brand as
well as input for the advertising side. The second, both
feelings on the story produce several moments including
funny moments, embrassing moments, and nostalgic
moments. Where today many businesspeople take
advantage of romantic moments in advertising, to attract
potential customers. So that the moment obtained can be
used as a new opportunity for businesspeople in
advertising. Embrassing moment has been studied
previously and only felt by people who experienced the
incident (96), it is hoped that this research can
complement what has been done by previous researchers
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in the same field. The third, the consequences on business
consist of advertising, strategic marketing by consumer

experience and brand equity that can benefit
businesspeople in making future business strategies.

Figure 2. Memory light in recalling the product brand
CONCLUSION
The relation of social interaction among individuals can
create memories which provide funny moments,
embrassing moments, and nostalgic moments. The
moment can occur depends on the perspective from which
we see the part, whether in terms of the audience or actors
in the story in the moment. This is inseparable from the
brand product which is commonly used in friendships
which end in repeated purchases as an effort to remember
the moment with friends. The seven respondentss felt the
same way and had a desire to return into the time when
the moment occurred. The experience related to the use of
several products was felt and made a deterrent so that
they did not want to go back to buy products which were
not in line with expectations. This finding is expected to be
able to complement information for businesspeople,
especially in advertising, strategic marketing by consumer
experience and brand equity in order to act as a business
strategy going forward. This case also occurs in
pharmacies (medicine store) which are one of the
businesses that are closely related to the

recommendations that arise based on storytelling.
Basically, good storytelling also arises because of the
contentment and sense of achievement felt by the
storyteller.
LIMITATIONS
The limitation of this study is that the use of respondents
who are still few and cannot be generalized, so we
recommend further research to bridge this deficiency
through quantitative research based on our model. We try
to provide a more detailed picture of a future model that
can be used for re-assessment using a quantitative
approach. This review is expected to confirm whether the
model can be used for the majority of funny moment
memory phenomena in different societies. The model in
Figure 3 explains several things, namely:
1) friendship affects story telling
2) Storytelling affects memory light
3) Memory light affects feeling on story, feeling
on product or brand and consequences on
business

Figure 3. Expected causality model to be tested using a quantitative approach
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