CHAPTER 5
CONCLUSION AND SUGGESTION

51  Conclusion

This study examines the effect of social media brand communication on
brand equity on consumer repurchase intention of Hisana Fried Chicken. Based on
the research results in the previous chapter, it can be concluded that what can
increase brand equity is firm-created social media brand communication and user-
generated social media brand communication, that all have a positive and
significant impact on brand equity in Hisana Fried Chicken in Surabaya. Because
it is considered capable of influencing brand equity so that consumer awareness
and association is created because they are interested in and will try the products
offered, both through content created by companies and users. And it turns out
that firm-created social media brand communication has a greater effect on brand
equity because people believe that content created by companies is correct and
useful for customers.

In addition, the second conclusion can be drawn that brand equity has a
significant effect on repurchase intention. Because it is considered a strong brand,
it will increase repurchase intention. Strong brand equity means the brand has
good brand awareness and many people will remember the brand above their
minds, they also think the quality of the brand is good. Consumer confidence in
consuming the product will increase and will be more loyal to the brand. This will

influence consumers to consider repeat purchases.

5.2  Limitation of Research
The limitations in this research is that the object is too general. The object

includes all of Hisana Fried Chicken without focusing in one product.

5.3  Suggestions
Based on the conclusions made by the researcher, will provide some
suggestions or recommendations that can be used as a consideration for further

research as follows:
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5.3.1 Suggestion for Academic

For further research it is recommended to analyze certain types of products

from Hisana Fried Chicken and also to carry out research in different areas so as

to obtain more reliable and accurate data for future analysis.

5.3.2 Suggestion for Practical

1.

From the research conclusions that show a positive and significant
influence between firm-created social media brand communication on
brand equity Hisana Fried Chicken fast food, it can be suggested that
companies need to take advantage of this opportunity by focusing on
creating interesting content on social media to make it more attractive to
attract wider consumers. Fast food Hisana Fried Chicken is obliged to
maintain informative and creative advertisements on social media such as
Facebook and Instagram, providing information that is in accordance with
the product, and making promotions so that it will attract people's
attention.

From the conclusions of the research that shows a positive and significant
influence between user-generated social media brand communication on
the brand equity of Hisana Fried Chicken because consumers find it more
trustworthy and reliable, it can be suggested that the company builds a
sense of community around their brand as it facilitates the relationship not
only between brands and consumers, but more importantly among
consumers themselves through platforms such as social networks and it is
suggested that companies develop their brand image to their liking
audience on social media.

From the conclusions of the research that shows a positive and significant
influence between brand equity on the repurchase intention of Hisana
Fried Chicken, it can be suggested that companies pay attention to brand
image and the quality perceived by consumers must be considered, create
new variations in products to increase sales, hear suggestions from

consumers and provide a good experience for consumers when shopping.
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