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ABSTRACT  

 

The purpose of this study is to investigate the influence of social media marketing activities on customer equity and how that drive 

affects purchase intention in the context of the Creative Agencies in Indonesia. An explanatory, deductive, inductive, and abductive 

quantitative research approach and cross-sectional research design were utilized within this research, where self-completed 

questionnaires were distributed online with a number of 80 valid responses collected. The research found that social media 

marketing activities positively affected customer equity in the context of Creative Agencies. Brand equity and relationship equity 

had positive influence on customer’s purchase intention. The main implication of this research is social media marketing activities 

should be utilized as an effective marketing strategy to enhance customer equity. In addition, for Creative Agencies in Indonesia, 

creating emotional tie with brands and building bond with customers are supposed to take priority. The main limitation of this 

research is how the research is done based of one specific agency namely Kano Creative Production. Another limitation is also 

the fact that this research did not measure the mediation of the customer equity variables. Further research could investigate a 

wider population from other industries. Moreover, the mediation ia through the customer equity variable namely Value Equity, 

Brand Equity and Relationship Equity or the direct relationship between Social Media Marketing Activities and Purchase 

Intention. 

 

1. INTRODUCTION 

Social media, an online community that target to provide a space for people to communicate has now become a well-liked channel 

for brand marketing (Hassan, 2014). Following social networking sites such as Facebook and Twitter, Instagram came in 2010, 

and in January 2014, there are already 150 million people using Instagram (Costill, 2014). These social networking sites do not 

only provide users to expand personal network but also provide a platform for business people to interact with potential customers 

(Blackman, 2009). Social networking has provided an indispensable method of communication and leaves no barrier of 

geographical or cultural structures (Vikram, 2020). 

Social media is affecting the phenomena of marketing. Social media, an online community that target to provide a space 

for people to communicate has now become a well-liked channel for brand marketing (Hassan, 2014). Following social networking 

sites such as Facebook and Twitter, Instagram came in 2010, and in January 2014, there are already 150 million people using 

Instagram (Costill, 2014). These social networking sites do not only provide users to expand their networks but also, provide a 

platform for business people to interact with potential customers (Blackman, 2009).  

Most Industries including the Creative Industry, have been utilizing social media to receive more present and potential 

customers and enhance customer relationship and their performance (Yadav & Rahman, 2016). Social media offers huge potential 

for what has been defined “mass-self communication” (Castells 2009), indicating the production of knowledge that utilizes the 

capabilities of large numbers of users for the solution and prediction of challenges or problems. Social networks are monitored to 

discover trends, get competitive information, listen, and engage in conversations with users and stakeholders. According to 

statistics provided by AdAge Agency Reports (2019), Digital work accounted for an estimated growth from 25.6% in 2009 to 

53.6% in 2018 of revenue for U.S agencies from all disciplines. This Digital’s share has doubled since 2009. This partly resulted 

from the effect of Improved traffic, lead generation, and growing fan loyalty. Making it among the top reasons why marketers see 

value in employing social/digital networks in their campaigns (Statista, 2019).  

By year 2018 only 21% of the advertising expenditure goes to digital advertising and is only expected to grow to 27.8% 

in 2 years. From The previous researchers including Waluya & Iqkbal (2019), Bob Foster (2016), and Sukamto (2019) shared the 

perspectives that brand image has a direct influence on purchasing decision. On the other hand, Bower and Ladreth (2011) also 

argued that advertising has an impact to brand image. However, there is limited research on the influence of these advertising 

activities and the relationship to the purchase decision in Indonesia. This research is based on the evidence on millennial’s 

stakeholders of Kanō Creative Production. 

 

2. LITERATURE REVIEW 

In this chapter, the author used literature and scientific articles in the area of social media marketing and customer equity drivers. 

The authors wanted to acquire knowledge about the subject in order to execute an interesting and credible piece of research. This 

chapter contains models and theories needed to perform the study. The research model and hypotheses are presented at the end of 

this chapter.  

 

2.2 Underpinning Theory 

 

Social media refers to all online applications and media that enable communication and content sharing 

globally (Richter & Koch, 2007), Facebook, YouTube, and Instagram are the most used social media for Generation 
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Y(Werenowska & Rzepka, 2020). Consumer activities on social media are categorized as either consumption or contribution 

(Schlosser, 2005; Shao, 2009). A study of college students suggests that Generation Y simply search for consuming content through 

social media just like other generation groups (Pempek, Yermolayeva & Calvert, 2009). 

Within the social media marketing field, it is often regarded as cost-effective marketing via social networking sites 

(SNSs) and also brings about word-of-mouth marketing (Trusov, Bucklin & Pauwels, 2009). According to Canhoto et al. (2013), 

companies benefit from implementing social media in their marketing plans. Because Social Media has made a wider range of 

variables and then generates broad and detailed customer segments which attract more precise targeting group. A key perceived 

advantage of social media was that customers self-segment by joining particular online communities of interest. 

 

Entertainment 

 

Entertainment is considered a strong motivator for users to engage in social media and produce user-generated content (UGC). 

According to Muntinga, Moorman, and Smit (2011). According to Courtois, Mechant, De Marez, & Verleye, 2009; Manthiou, 

Chiang & Tang, 2013; Park, Kee & Valenzuela, (2009), social media experience result in users being amused and entertained by 

the relaxation and escapism from seeking related content. Luo (2002) believes that entertainment can benefit companies. It will 

influence a positive attitude from the customers resulting in higher satisfaction and brand loyalty.  

 

Interaction 

 

Within the social media context, John N Fotis. (2015) explains that information exchange is proposed as an enlarged consumer 

behavior theoretical construct resulting from the numerous information exchange interactions, performed via social media. Zhu 

and Chen (2015) classify social media interaction into two parts referring to profile-based or content-based activities that depend 

on the nature of the connection. According to their opinions, profile-based activities focus on individual members with related 

information or topics. The end goal of this is to encourage connection because they like the user behind the profile. While content-

based activities are based on content, comments, and views on social media which users are interested in (Zhu & Chen, 2015). To 

conclude, unique content, practical communication, and be active and open in the discussion are necessary for promoting 

interaction. This relationship helps to increase credibility and affinity (Manthiou et al., 2013).  

 

Trendiness 

 

According to Naman, Becker, and Gravano (2011), Social media is a tool to offer the newest information and hot topics. The 

word Trendiness itself in the perspective of Social Media indicates the ability to spread trendy information. Furthermore, 

Trendiness itself is believed to cover four main sub-motivations including knowledge, surveillance, pre-purchase information, and 

inspiration. 

 

Customization 

 

Moving on to Customization in the perspective of social media, it relates to the updated or posted information. There are two 

categories of customization, including Customized messages (e.g. Facebook posts) and Broadcasts (e.g. Twitter tweets). These 

customized messages are aimed to target a specific group or audience, and broadcast on the other hand aims to target anyone who 

seems interested (Zhu & Chen, 2015). 

 

E-Word of Mouth 

 

Online conversations about brands or their products and services have been called electric word of mouth (eWOM) (Hennig-

Thurau et al., 2004). The Internet has embraced WOM conversations, information can spread among a huge number of users even 

in a very short period of time through eWOM (Brown et al., 2011). 

 

Information Richness 

 

Information richness refers to the good quality of information which indicates the ability to change individual’s 

perspective of the information. Information richness also relates to different mediums and users’ communication media choices. 

(Lim & Benbasat, 2000). According to Chesney, Chuah & Dobele (2017) Research found that customers tend to make their 

purchase decision based on how useful the information provided on the internet is. Furthermore, this factor has become the most 

influential factor in shaping customer’s attitudes and decisions as there are various product information as well as a comparison 

that exist in the cyberspace (Kang, Cheon, & Shin, 2011). 

Customer Equity 

 

In today’s marketing strategy, businesses has shifted from product-centric to being more customer-centric. This indicates 

the fact that Customer Equity plays an important role as the most determinant value in most companies. Customers are further 

defined as the concrete asset that businesses should focus on, sustain, and maximize as well as other financial assets (Kim & Ko, 

2012).  
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Value Equity 

Value Equity as a whole describes the concept of customer’s objective valuation of the utility of a brand baes on opinions of 

what is being given up what is being established according to Vogel, Evanschitzky, and Ramaseshan (2008). The term “value” has 

become such an important factor for customers as it relates to the decision to purchase products or services offered by the company, 

this is due to the fact that the act of purchasing is influenced by the customer’s perception of the value offered by the company 

(Rust et al., 2004). 

 

Brand Equity 

According to Rush et al (2000), By definition, Brand equity is the subjective estimation of a customer’s choice as well as the 

view of the organization and its offering. The importance of brand equity lies in where customers may have a certain emotional 

attachment including towards the image or reputation of the company. This relates to the fact that brands have the best ability to 

identify and differentiate their own company image from others. (Lemon et al., 2001). Once a brand is strong, the company can 

use it as an umbrella to promote new or existing products, a resiliency to survive the calamity, and protection from other competitors 

(McAlister, Srinivasan & Kim, 2007). 

Relationship Equity 

By definition, Relationship Equity is the identification of customers’ tendency to stick with a brand through its assessment of 

its worth going beyond objective and subjective assessments. (Aravindakshan, Rust, Lemon & Zeithaml, 2004). Relationship 

Equity is used to focus on establishing a connection between the business and the customer. When there is an increase in customers’ 

purchasing behavior, it leads to a cost decrease at a specific rate. A lifelong value increase to customers is a clear indication that 

the company has adopted relationship marketing (Wilson, Zeithaml, Bitner & Gremler 2017). 

Purchase Intention 

 

By definition, purchase intention is defined as a combination of both consumers’ interest and possibility in purchasing a 

product. When customers are able to identify the brand and its products to have value, they will have more interest in possibly 

purchasing the product or service. Brand Equity on the other hand relates to purchasing intention because of its brand recall, 

awareness, and emotional addition. This leads to customers’ interest in buying the brand. At last, relationship equity emphasized 

brand loyalty. In case when a customer displays loyalty to a specific brand they may have a better purchase intention (Holehonnur 

et al. 2009). 

 

2.2 Theoretical Frameworks 

 

 

 
The theoretical framework of this research follows the constellation research and the thorough examination of literature review 

resulted in the following hypothesis: 

 

H1: The higher the Creative Agency’s Social Media Marketing Activities will influence a higher customer-based value equity.  

H2: The higher the Creative Agency’s Social Media Marketing Activities will influence a higher Customer-Based Brand Equity.  

H3: The higher the Creative Agency’s Social Media Marketing Activities will influence a higher customer-based relationship 
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equity.  

H4: The higher the Customer-based value equity of Creative Agency will influence a higher purchase intention.  

H5: The higher the Customer-based brand equity of Creative Agency will influence a higher Purchase Intention. 

H6: The higher Customer-based relationship equity of Creative Agency will influence a higher purchase intention. 

H7: The higher the Creative Agency’s Social Media Marketing Activities will influence a higher purchase intention. 

 

3. RESEARCH METHODS 

The purpose of this third chapter is to explain the research methodology and detailed methods used in this study. The writer will 

also explain how limitations and barriers rose during the conduct of this survey. The survey is being carried out through a 

Quantitative method. Research issues such as research approaches, research strategy, Research Design, Data Collection and 

Operationalization.  

There are three types of research approaches. These approaches include deductive, inductive, and abductive (Sauders, 

Lewish, and Thornhill, 2012). However out of all three, according to Neuman (2003), Bryman and Bell (2007), Deductive approach 

was used to analyze and examine existing theories and summarizing new and valuable information for this field of social media 

marketing. Deductive research approach was still considered the most suitable research approach (Bryan and Bell, 2007). With 

this, the writer will continue the research using Deductive approach. 

 

Table 1. type of data 

Type of Data  Description  Source  

Primary Data  Responses to instruments  
Need analysis questionnaire, instruments of job responsibility, job 

obedience, job honesty and employee’s loyalty.  

Secondary 

Data  

Materials by searching and 

collecting  

Data from PT BTE (HRD), and previous research, books, reports, also 

feedbacks from the academic supervisor.  

Source: Author, 2021 

 

Both primary and secondary data are used in quantitative research (Bryman & Bell, 2011). Primary data mentioned 

comes from all cross-surveys, questionnaires, and observations intakes from respondents (Bryman & Bell, 2015). On the other 

hand, secondary data comes from sources including books, scientific articles, government databases, or other trusted sources of 

information comes (Bryman &Bell, 2011). 

The writer chose cross-sectional survey as it is suitable for measuring correlations and various variables. Due to the 

limited time of distribution and collection, the writer used the advantage of sharing through social media and online chatting 

channels. This allowed the respondents to be able to read, answer, and complete the questions on their own terms (Neuman, 2003). 

This research utilized a survey for data collection. For the time horizon, this research is cross-sectional research, and 

data is only collected once for a given period (Sekaran & Bougie, 2016). The unit of analysis of this research is at the individual 

level. For data collection, this research utilized a personally administered questionnaire. A personally administered questionnaire 

is a set of questions that have been arranged by researchers and respondents independently filling the answers for those questions 

(Sekaran & Bougie, 2016). 

For the sampling method, this research employed a nonprobability sampling method. In nonprobability sampling, the 

probability of an element of the population to be chosen as a sample for research is not known (Sekaran & Bougie, 2016). This 

research utilized one type of nonprobability sampling namely purposive sampling. Purposive sampling is a sampling method in 

which the respondents that are selected are knowledgeable and have pieces of information that researchers want, or the respondents 

fit the requirements from researchers (Sekaran & Bougie, 2016). The targeted population is the engaging clients and followers of 

Kanō Creative Production with a total of 963. However, the sample used for this research is 80 respondents.  

 

4.  FINDING AND DISCUSSION 

 
4.2 Demographic Profile of the Respondent 

 
Distribution of questionnaires for the most the main test is also finished by Google Forms. The researcher managed to get 80 

respondents from the main test. This chapter outlines the data resulted from the data analysis from SPSS. Questionnaires were 

distributed online to the Instagram followers and clients of Kanō Creative Production agency. The author will also include 

descriptive analysis based on Gender, Age, and Occupation aspects of the respondents. The unit analysis of this research is the 

active social media users that follow at least 1 (one) creative agency.  

From the results of data collection, most of the respondents were female as many as 50 people with a percentage of 

62.5%. While respondents with male sex there are as many as 30 people with a percentage of 37.5%.. We categorized respondents 

into 3 ranges of age, and the survey population is dominated by respondents at <20 years old at 12.5%, While respondents aged 

21-40 years were 64 people with a percentage of 80.0% and respondents aged >40 years were 6 people with a percentage of 7.5%. 

On Occupation, we provided 6 Occupational options, most of the respondents work as employees as many as 
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30 people with a percentage of 37.5% while the least are Freelance and Housewives as many as 2 people with a 

percentage of 2.5%. 

 

 

4.3 Measurement Model Evaluation  

 
T test was conducted to test how the influence of each independent variable partially or individually on the related 

variables. Here is a T test based on path coefficients: 

 

Table 2. Image Path Coefficients 
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Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

SOCIAL MEDIA MARKETING ACTIVITIES -> 

VALUE EQUITY 
0.768 0.775 0.057 13.502 0.000 

SOCIAL MEDIA MARKETING ACTIVITIES -> 

BRAND EQUITY 
0.804 0.805 0.032 24.844 0.000 

SOCIAL MEDIA MARKETING ACTIVITIES -> 

RELATIONSHIP EQUITY 
0.443 0.462 0.109 4.076 0.000 

VALUE EQUITY -> PURCHASE INTENTION 0.318 0.326 0.081 3.945 0.000 

BRAND EQUITY -> PURCHASE INTENTION 0.366 0.340 0.125 2.929 0.004 

RELATIONSHIP EQUITY -> PURCHASE 

INTENTION 
0.321 0.342 0.091 3.521 0.000 

1. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Value Equity has a 

significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and 

H5 is accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on Value 

Equity. 

2. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Brand Equity has a 

significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and 

H3 is accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on Brand 

Equity. 

3. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Relationship Equity 

has a significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected 

and H4 is accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on 

Relationship Equity. 

4. From the results of the table above, it can be seen that the Value Equity variable on Purchase Intention has a significance 

value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H6 is accepted. 

Therefore, it is concluded that there is an influence between Value Equity on Purchase Intention. 

5. From the results of the table above, it can be seen that the Brand Equity variable on Purchase Intention has a significance 

value (P Values) of 0.004. This indicates that the significance value is <0.05 and states that H0 is rejected and H1 is accepted. 

Therefore, it is concluded that there is an influence between Brand Equity on Purchase Intention. 

6. From the results of the table above, it can be seen that the Relationship Equity variable on Purchase Intention has a significance 

value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H2 is accepted. 

Therefore, it is concluded that there is an influence between Relationship Equity on Purchase Intention. 

Table 3 Outer Loading Table 

 

Variable Indicator 
Original 

Sample (O) 
P Values 

Critical 

Point 
Conclusion 

BRAND  EQUITY 

BE1 0.861 0.000 0,5 Valid 

BE2 0.929 0.000 0,5 Valid 

BE3 0.928 0.000 0,5 Valid 

SOCIAL MEDIA 

MARKETING ACTIVITIES 

CUSTOM 0.833 0.000 0,5 Valid 

ENTERTAIN 0.880 0.000 0,5 Valid 

EWOM 0.860 0.000 0,5 Valid 

INTERACTION 0.888 0.000 0,5 Valid 

TREND 0.801 0.000 0,5 Valid 

PURCHASE  INTENTION 

PI1 0.935 0.000 0,5 Valid 

PI2 0.889 0.000 0,5 Valid 

PI3 0.921 0.000 0,5 Valid 

RELATIONSHIP  EQUITY RE1 0.888 0.000 0,5 Valid 
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RE2 0.883 0.000 0,5 Valid 

RE3 0.903 0.000 0,5 Valid 

VALUE  EQUITY 

VE1 0.845 0.000 0,5 Valid 

VE2 0.909 0.000 0,5 Valid 

VE3 0.755 0.000 0,5 Valid 

Based on the table above, all indicators have a factor loading value greater than 0.5, so it is concluded that all indicators are valid. 

 
4.3  Validity and Reliability 

 

Table 4 Convergent Validity 

 

Variable Average Variance 

Estracted (AVE) 

Description 

BRAND EQUITY 0.822 
Valid 

PURCHASE INTENTION 0.838 
Valid 

RELATIONSHIP EQUITY 0.795 
Valid 

SOCIAL MEDIA MARKETING 

ACTIVITIES 
0.727 

Valid 

VALUE EQUITY 0.703 
Valid 

 

Based on the table above, all indicators have a factor loading value greater than 0.5, so it is concluded that all indicators are 

valid. 

Table 5 Composite Reliability 

 

Variable Composite Reliability Description 

BRAND EQUITY 0.933 
Reliable 

PURCHASE INTENTION 0.939 
Reliable 

RELATIONSHIP EQUITY 0.921 
Reliable 

SOCIAL MEDIA MARKETING 

ACTIVITIES 
0.930 

Reliable 

VALUE EQUITY 0.876 
Reliable 

 

 

From the results of the data above, it can be concluded that all variables are declared reliable because they have a 

Composite Reliability value of more than 0.7. 
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4.4  Hypothesis Testing and Discussion 

1. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Value Equity has a 

significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H5 is 

accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on Value Equity. 

2. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Brand Equity has a 

significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H3 is 

accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on Brand Equity. 

3. From the results of the table above, it can be seen that the Social Media Marketing Activities variable on Relationship Equity 

has a significance value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and 

H4 is accepted. Therefore, it is concluded that there is an influence between Social Media Marketing Activities on Relationship 

Equity. 

4. From the results of the table above, it can be seen that the Value Equity variable on Purchase Intention has a significance value 

(P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H6 is accepted. Therefore, 

it is concluded that there is an influence between Value Equity on Purchase Intention. 

5. From the results of the table above, it can be seen that the Brand Equity variable on Purchase Intention has a significance value 

(P Values) of 0.004. This indicates that the significance value is <0.05 and states that H0 is rejected and H1 is accepted. Therefore, 

it is concluded that there is an influence between Brand Equity on Purchase Intention. 

6. From the results of the table above, it can be seen that the Relationship Equity variable on Purchase Intention has a significance 

value (P Values) of 0.000. This indicates that the significance value is <0.05 and states that H0 is rejected and H2 is accepted. 

Therefore, it is concluded that there is an influence between Relationship Equity on Purchase Intention. 

 

4.5 The Implication of the Study 

The findings of this study have both theoretical and managerial implications. 

 

Theoretical Implication 

 

This research has a few theoretical implications about customer equity and purchase intention relating to the Creative Agency 

industry and its relation to social media marketing activities. Social Media alone is a broad and exciting topic. Many studies have 

investigated about social media marketing. Unfortunately, there are limited research linking to the activities on social media 

marketing with customer equity and purchase intention. This study focuses on the relationships between the determinants 

mentioned. Following, based on the previous literature there are five dimensions of SMM including entertainment, interactions, 

trendiness, customization and e-word of mouth. These five activities were noticed to represent the key attributes of social media 

marketing in the context of Creative Agency. Then, there is also an existing study that focuses on one of the customer equity but 

not all together. This study combines various equities to find the highest influential factors in affecting customer’s purchase 

intention to enrich the knowledge in this area. Additionally, this study also highlights the importance of social media marketing 

activities by utilizing both customer equity and purchase intention. Finally, information richness covered in this study could be 

used in the future research to gain further knowledge in the mind of customers and companies.  

Managerial Implication 

 

From a managerial point of view, the main contributions of this research include the following details. Starting with the fact that 

Social Media Marketing Activities of Creative Agencies have an influence on the customer equities. Creative bodies need to take 

into account that adopting social media for gaining present and potential customers is an effective marketing communication 

medium. Godey Et Al (2016) once quoted that it is never too late to utilize social media as a part of online marketing. Talking 

about the five dimensions of SMMA again, it should be emphasized in order to enhance customer equity. With that, it has been 

found that customization and trendiness have influence on purchase intention. This highlights that managers should not only focus 

on interactive marketing but rather need to get more attention as the target group is Y-generation which often is familiar and highly 

in need of the services a creative agency would offer. The research results a high affection of Brand Equity and Value Equity on 

Purchase intention. This means that managers need to think about how the branding of their companies relate to its followers or 

consumers. Although it may not be seen to have a direct connection to sales, the visualization of a brand in Y-Generation’s minds 

play an important role. For a brand to have Values that stand by to is another importance a manager need to think and focus on in 

order to attract the We observe that employees' loyalty as an exogenous variable has a positive effect on job responsibility, job 

obedience and job honesty as an endogenous variable which confirms previous research from the quantitative research model by 

Yunus Emre Dede & Merve Kocoglu Sazkaya (2018) defined employee loyalty as employee's attachment to the organization, 

organizational goals, objectives, and values. The level of feeling loyal towards an organization may be high, medium, or low. In 

low level of organizational loyalty, the individual is not keen to adopt the organization’s goals and objectives, striving towards 

those and continuing being a member of the organization. And in high level of employee loyalty, the individual’s belief in 

organization is high, strives and shows effort, and desires to stay as a member of the organization in the future. In medium level 
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these are moderate. When employees are loyal, they act and work in line with the interests of organizational goals more eagerly 

and have higher motivation to innovate.  

4.6 Limitation of the study 

 
Related to this specific study, a few limitations need to be pointed out. First being the research that has been done by just having 

Kanō Creative Production as the subject of survey, it limits the result and experience of other Creative Agencies that has been 

active on Social Media as well. Secondly, this research is not measuring the mediation impact of the three variables including 

Value Equity, Brand Equity, and Relationship Equity toward the Purchase Intention. The author of this study highly recommend 

more in depth of future research should be done on this topic.  

 

4.7 Recommendation for Future Study 

 
Based on the conclusion, it is known that purchase intention is influenced by three variables, namely brand-equity, relationship-

equity, and value equity, so that companies can use these three variables to optimize marketing through social media so that they 

can get maximum profit. Moreover, to maintain the company's brand, it is necessary to strengthen a brand’s equities as it is the 

hallmark of a company's Products and Services. A strong brand is a source of company strength in influencing buyer intentions, 

because buyers may believe that the company is indeed focused on a product or will not even move to another 

company/product/brand. 

 

It is also recommended for a Brand Equity to be maximized by multiple ways including in this case sharing the values about the 

Creative Agency’s products, services, and creativity. Brand Equity could also be done by Employee Advocacy, the people behind 

who the brand is plays a big role in building the brand equity. Employees are better being engaged to be sharing and creating 

content for social media on behalf of the brand. Moreover, a large part of how brands succeed is through word of mouth and 

recommendations from friends, family, or colleagues.  

 

To take an example from the case of Creative Agencies, whose job is to be in charge of creating creative and tasteful contents, the 

best way of building the Brand Equity for a Creative Agency is to only post things that are satisfying the eyes of the consumers. 

This will lead to building the trust of taste of what the Creative Agency is capable of creating. Besides the main post however, It 

can also share relevant causes, brands, or issues that people are talking about. This is to show that this agency has a stand on 

something bigger and is trustworthy. In the world of advertisements everywhere we go, When the brand is posting, consider what 

you’re offering to the audience. When one is constantly posting online, it creates a mindset on heavily offering all the time to the 

audience.  

 

The next step for a brand is to pay attention on Relationship equity with the consumer on Social Media could be done in various 

ways including creating the opportunities for both the brand and the consumer by engaging, responding, and listening. A brand 

needs to keep their best interest in mind as the Social Media presence to grow. However, for longer, deeper, and further 

conversation, each brand needs to always direct its audience to other platforms including email, calls, chatting platforms, etc. this 

way both sides will be more engaged. 

 

Social Media is a platform that let brands be connected to those who follow them, or in short creating a community. Maximizing 

a relationship equity could also be done by bonding and connecting. Practically this could be done by conducting an event, 

commenting, creating stories, replying to instant messaging, and again, following up with the consumers through other platforms.  

 

Last but not least, Maximizing Value Equity could be done by providing convenience through costs. Giving the best offer to 

consumers could higher the prospect of purchase intention. another thing that could be done to maximize value equity is providing 

a service that is not time consuming. A brand could share the flow of work to show how efficient and effective a work could be 

done. The best value equity a brand could offer is the Quality, the quality could be shared by an agency in the shape of a portfolio 

or credentials that show how well they could execute a project. Additionally, relating towards Social Media, Value Equity could 

also be other things the Brand would do to gain trust of the consumers and show that it cares for other relevant social issues or 

trends happening. 
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