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Brand Communication and Its Effect on Brand 

Equity on Instagram 

 
Dr. Jeanne Ellyawati* 
 

 

 

Abstract This study aims to investigate the effect of brand communication 

on brand equity on media Instagram. The dimension of brand 

communication is measured using firm-created and user-generated content 

variables. Data were collected by using cross-sectional survey design with 

paper and pencil test. The research subject is customer of Jogja Food Truck 

(JFT) Community and follows their Instagram. Samples of 300 respondents 

were collected using purposive sampling method. Multiple linear regression 

statistic methods are employed to analyze data. The result shows that the 

dimensions of firm-created content (FCC) communication in online social 

media has a positive effect on brand equity. While user-generated content 

(UGC) discussion in online social media partially effects on brand equity. 

 

 

Keywords: Brand Communication, Brand Awareness, Brand Loyalty, 

Perceived Quality 
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Abstract.  

This study aims to investigate the effect of brand communication on brand equity on media 

Instagram. The dimension of brand communication is measured using firm-created and user-

generated content variables. Data was collected by using a cross-sectional survey design with 

a paper and pencil test. The research subject is a customer of Jogja Food Truck (JFT) 

Community and follows their Instagram. Samples of 300 respondents were collected using the 

purposive sampling method. Multiple linear regression statistic method is employed to analyze 

data. The result shows that the dimensions of firm-created content (FCC) communication in 

online social media has a positive effect on brand equity. While user-generated content (UGC) 

communication in online social media partially affects brand equity. 

 

Keywords: brand communication, brand awareness, brand loyalty, perceived quality, brand 

equity, Instagram. 

  

  

  

  

1. Introduction 

Online social media is one of the popular media and is often used by internet users at this time 

to share information, pictures, video, or just seeking friendship. The Internet has developed 

from time to time and created new value propositions, particularly in the field of marketing. 

Rapid technological developments, especially web 2.0, encourage companies to start using 

online social networking websites to promote and share information about their products 

(Schivinski & Dabrowski, 2015). Companies are professionally utilizing online social media 

to get closer to their customers and to prevent negative viral about the brands (Rochman & 

Iskandar, 2015). 

        Companies can also use internet users as a source of information for customers and 

potential customers. Sources of information from internet users have known as electronic word 

of mouth (e-WOM). Customers' experience and testimony in using certain products distributed 

through online social media are considered more reliable in providing information than from 

the company. Previous studies have shown that marketing communication generated from a 

user in online social media is a more reliable source than from companies (Schivinski & 

Dabrowski, 2015). 

         Instagram is one of the online social media application systems used to share 

information about daily life to friends promptly and for fun through text, pictures, and video 

(Instagram, 2015). For companies, Instagram is one of the media that can be used to 

communicate products or brands to the netizens, especially for their followers. According to 

Internet World Stats (Internet-World Stats, 2016), 54.4% of the world's population is internet 

users. In January 2018, Indonesian Instagram active user is 53 million users, or about 17 percent 

mailto:j.ellyawati@uajy.ac.id


of Indonesia's population (Ganesha, 2017). Instagram is chosen as a research object because 

Instagram is an online social media that is often used as a marketing communication. Currently, 

Instagram is one of the most popular online social media especially among young adults, 

therefore it can maximize online business marketing fast. The ease of use system, as well as 

various supported services, has made Instagram more popular among online social media users. 

  

         With the development of internet technology for marketing, the culinary business also 

develops significantly. Culinary is a necessary primary need at all times. Currently food truck 

business in the world is growing so fast and popular, as well as in Indonesia (Lazone.ID, 2015). 

Because of the characteristics of a food truck that need a no place to sell products, portable and 

easy to be moved for seeking customers cause food truck easy to implement. Furthermore, 

conducting promotions in online social media, especially Instagram which is certainly more 

efficient and cheaper, causes food trucks to increasingly popular with consumers. 

       This study tries to analyze the influence of marketing communication on brand equity 

through Instagram media by using Jogja Food Truck Community (JFT) as a research object. 

Marketing communications are measured by online firm-created content (FCC) and online 

user-generated content (UGC). Brand equity is measured by brand awareness variables, brand 

loyalty, and perceived quality. 

  

 2. Theoretical background and hypothesis development 

The definition of communication media in this modern era is more directed to a tool or channel 

used by individuals and organizations to disseminate news, information, entertainment, 

promotional messages, or other activities (Strauss & Frost, 2014:331).  

  

2.1. The influence of brand communication on brand awareness.  

Marketing communications are media that are organized by companies to introduce, inform, 

persuade, remind consumers about the products and brands they offer to customers and 

prospective customers (Kotler & Keller, 2016: 580). With the development of internet 

technology, consumers in finding information sources of a product not only based on marketers' 

information, but also from internet users who are consumers of these products. From 

customers’ product experience, then interactive conversations between netizens are openly 

channeled through the internet media. Sources of information from netizens are called user-

generated content (UGC). In other words, UGC is another way for companies to access and 

gather communication from consumers to consumers (Schivinski & Dabrowski, 2015). Thus 

from the source of content view, brand communication in online social media can be classified 

as firm-created and consumer-generated content. Brand awareness is a consumer’s ability to 

recognize or remind of a product or brand (Schivinski & Dabrowski, 2015). Previous studies 

have suggested that online social media communications have a positive effect on brand 

awareness, as long as the messages delivered through online social communication media 

satisfy consumers (Yoo & Donthu, 2001). Based on the argument of the study, then the 

hypothesis is: 

H1a: FCC brand communication in Instagram influence on brand awareness. 

H1b: UGC about brand communication in Instagram influence on brand awareness. 

  

2.2. The influence of brand communication on brand loyalty.  

Brand loyalty is a measure of how often consumers buy certain brands, and how much the level 

of customer commitment to buy brands regularly (Schiffman & Wisenblit, 2019: 168). Online 

social media communication is considered to have a positive impact on brand loyalty. When 

users like or follow an online social media account, they are considered to approve any form 



of online social media communications that will emerge from these accounts  (Muñiz & Schau, 

2007).  

H2a: FCC of brand communication in the Instagram effect on brand loyalty. 

H2b: UGC of brand communication in the Instagram effect on brand loyalty. 

  

2.3. The influence of brand communication on perceived quality.  

Perceived quality is a consumer's perception concerning product or service quality, both 

intrinsically and extrinsically (Schiffman & Wisenblit, 2019: 132-133). In traditional media, 

communications stated that the quality of a brand can be seen from the quality level of brand 

advertising (Yoo et al., 2000). However, at the moment the role of online social media 

communication is started to be considered important when assessing a brand quality, user-

generated role makes consumers more aware of the quality of a brand (Chen et al., 2012). 

H3a: FCC of brand communication in the Instagram effect on perceived quality. 

H3b: UGC of brand communication in the Instagram effect on perceived quality. 

  

2.4. The influence of brand awareness on brand loyalty and perceived quality.  

The process of building brand equity begins by creating and increasing consumer awareness of 

the brand in the consumer's mind. After consumer brand awareness is affected, then the 

consumers being contacted continuously. Therefore, it is expected that will affect the perceived 

quality and customer loyalty as well (Yoo & Donthu, 2001). Based on these arguments, the 

proposed hypothesis is: 

H4: Brand awareness influence brand loyalty. 

H5: Brand awareness influence on perceived quality  

  

2.5. Research model 

This study adopts a research model conducted by Schivinski & Dabrowski (2015) and uses a 

research setting in Yogyakarta city, Indonesia.  

      

     

    

  

  

  

  

  

 

 

 

 

 

 

 

Figure 1. Research Model 

 

3. Methodology 

3.1. Data collection.  

The research Object in this study is the Jogja food truck (JFT) community, which promotes 

culinary products through online social media Instagram. JFT consists of 20 food trucks serving 

a variety of foods and beverages. JFT is always moving from one place to place or from event 

to event. Through Instagram, they can provide information on where JFC is located. 
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  The selected research subjects are followers of the JFT Instagram account and consumers who 

buy their products directly. A total of 300 respondents were recruited as research samples with 

the purposes sampling method. The criteria of respondents selected are people who use 

Instagram and have the experience to buy JFT Community products. The data were collected 

by a survey method with a questionnaire.  

  

3.2. Measurement.  

Questionnaires were distributed by an online and offline survey. Data were measured using 

five points Likert scale, from 5 scores (Strongly Agree) to 1 score (strongly disagree). A pretest 

was held to ensure that the research questionnaire is valid and reliable. Some 30 questionnaires 

were distributed to respondents to test the validity and reliability of research instruments. We 

used corrected items to total correlation to test the validity of the research instruments, while 

for reliability test we used Cronbach's alpha coefficient method.  

           SPSS version 20 was employed to test the validity and reliability of the research 

instruments. An instrument is stated to be valid when the r-value is greater than the r-table. 

While an instrument is stated to be reliable when Cronbach's alpha coefficient value falls 

between 5 and 7 (Hair et al., 2014: 777). With a 95% confidence level, it is found that all of 

the research instruments above 0.6. It means that all of the research instruments are valid. 

Reliability test resulted that all of the research instruments have Cronbach's alpha coefficient 

more than 0.6. When the Cronbach alpha's coefficient closer to value 1 then the research 

instrument is said to be more reliable 

 

4. Analysis and Discussion 

4.1. Respondent profile.  

The study found that most of JFT community consumers are male (67%), the majority of 

customers are between 21 and 30 years old (70%) and have an educational background as 

undergraduate students (63.1%). The majority of respondents earned between 2,500,001 and 

3,500,000 IDR (Indonesia Rupiah). The majority of them do daily access on Instagram 

(62.7%), follow the JFT Community Instagram account (73.7%) and the majority have 

experience in buying JFT products (67.7%). 

 

4.2. Hypothesis testing.  

The regression analysis stated that partially the FCC online social media communication 

variable positively and significantly affects brand awareness (β = 0.329; p-value <0.05). 

Similarly, UGC social media communication variables positively and significantly influence 

brand awareness (β = 0.283; p-value <0.05). This shows that there is a tendency when online 

social media communication variable firm-created content and the user-generated content 

online social media communication increased then brand awareness will also increase. Thus, 

the hypotheses H1a and H1b are supported.  

            Regression analysis proved that the FCC online social media communication variable 

had a positive and significant effect on brand loyalty (β = 0,296; p-value <0.05). While social 

media communication variable UGC positively and significantly influence on brand loyalty (β 

= 0,288; p-value <0.05). This suggests that there is a tendency that when online social media 

communication variables FCC and UGC increase then brand loyalty will also increase. Thus, 

the hypotheses H2a and H2b are supported. 

           The study found that FCC online social media communication variable positively and 

significantly affects the perceived quality (β = 0,458; p-value <0.05). While the social media 

communication variables online UGC has no effect on perceived quality (β = 0.046, p-value> 

0.05). This shows that if the online social media communication FCC variables increase, then 

there is a tendency perceived quality will also increase. Hence, the hypothesis of H3a is 



supported. Nevertheless, the regression analysis stated that UGC content perceived created by 

consumers does not affect customer perceived quality. Thus, the hypothesis H3b is rejected. 

           From regression analysis found that brand awareness variables significantly and 

positively affect brand loyalty (β = 0,542; p-value <0.05) and perceived quality (β = 0,372; p-

value <0.05). This indicates that there is a tendency when the brand awareness variable 

increases then brand loyalty and perceived quality will also increase. Thus, the hypothesis H4 

and H5 are supported. 

 

5. Limitation and Future Research 

This study focused only on social media. We predict in the future Web 2.0 will continue to 

develop. Therefore, many other social media will emerge and more sophisticated. For future 

research, we suggest developing research settings on other online social media. Besides, it is 

suggested to use different research objects and add other variables, such as satisfaction and 

trust. 
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