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ABSTRACT

Nowadays, social media brand communication plays an important role in
marketing products to consumers widely. Either through firm-created social media
brand communication and user-generated social media brand communication. By
leveraging brand communication on social media, companies can easily reach
consumers and also increase brand equity. Many companies are competing to
market their products through social media because it is considered very effective
in achieving marketing targets. Companies that can make proper use of social
media brand communication have the opportunity to dominate the market. The
use of firm-created and user-generated social media for effective brand
communication will have an impact on increasing the company's brand equity.
This increase in brand equity will also affect customer repurchase intention.

This research aims to analyze and understand the effect of social media
brand communication through both firm-created social media brand
communication and user-created social media brand communication on brand
equity on consumers' repurchase intention at Hisana Fried Chicken fast food
franchise in Surabaya. In collecting data, this study uses a quantitative method by
sending online questionnaires to people who have purchased Hisana Fried
Chicken products in Surabaya, with a total of 160 respondents with respondents
aged 18 to 58 years, and live in Surabaya.

Based on the results of the study, it shows that the firm-created social
media brand communication significantly impacts brand equity, user-generated
social media brand communication significantly impacts brand equity, and finally,
brand equity significantly impacts repurchase intention. This means that the more
effective use of firm-created social media brand communication and user-
generated social media brand communication will increase brand equity and
increase in brand equity will also increase repurchase intention.

Keywords: Social media brand communication, firm-created social media
brand communication, user-generated social media brand communication,
brand equity and repurchase intention.
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ABSTRAK

Saat ini, social media brand communication memainkan peran penting
dalam memasarkan produk kepada konsumen secara luas. Baik melalui Firm-
created social media brand communication maupun User-generated social media
brand communication. Dengan memanfaatkan komunikasi merek di media sosial,
perusahaan dapat dengan mudah menjangkau konsumen dan juga dapat
meningkatkan ekuitas merek. Banyak perusahaan berlomba-lomba memasarkan
produknya melalui komunikasi di media sosial karena dinilai sangat efektif dalam
mencapai target pemasaran. Perusahaan yang dapat memanfaatkan penggunaan
komunikasi merek media sosial dengan tepat memiliki peluang untuk
mendominasi pasar. Penggunaan Firm-created social media brand communication
dan User-generated social media brand communication yang efektif akan
berdampak pada peningkatan Brand equity perusahaan. Dengan adanya
peningkatan Brand equity ini juga akan mempengaruhi Repurchase intention
yang dimiliki pelanggan.

Penelitian ini bertujuan untuk menganalisis dan memahami pengaruh
Social media brand communication baik melalui Firm-created social media
brand communication dan User-generated social media brand communication
terhadap Brand equity terhadap Repurchase intention konsumen pada franchise
makanan cepat saji Hisana Fried Chicken di Surabaya. Dalam mengumpulkan
data, penelitian ini menggunakan metode kuantitatif dengan mengirimkan
kuesioner online kepada orang-orang yang pernah melakukan pembelian produk
Hisana Fried Chicken di Surabaya, dengan total 160 responden dengan usia
responden 18 hingga 58 tahun, dan tinggal di Surabaya.

Berdasarkan hasil dari penelitian menunjukkan bahwa Firm-created social
media brand communication secara signifikan mempengaruhi Brand equity, User-
generated social media brand communication secara signifikan mempengaruhi
Brand equity dan terakhir, Brand equity secara signifikan mempengaruhi
Repurchase intention. Ini berarti semakin efektif penggunaan Firm-created social
media brand communication dan User-generated social media brand
communication akan meningkatkan Brand equity dan kenaikan Brand equity juga
akan meningkatkan Repurchase intention.

Keywords: Social media brand communication, firm-created social media
brand communication, user-generated social media brand communication,
brand equity and repurchase intention.
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