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CHAPTER 5 

CONCLUSION 

 

5.1. Conclusion 

Based on the result and discussion of this research, this research could 

conclude that: 

1. The influence of social media marketing activities has an influence on self-

expressive brands (inner self). Social media marketing activities that Erigo 

created will significantly increase self-expressive brands (inner self). 

Therefore, hypothesis (H1) social media marketing activities influences 

self-expressive brands (inner self), is accepted. 

2. The influence of social media marketing activities has an influence on self-

expressive brands (social self). Social media marketing activities that Erigo 

created will significantly increase self-expressive brands (social self). 

Therefore, hypothesis (H2) social media marketing activities influences 

self-expressive brands (social self), is accepted. 

3. The influence of social media marketing activities has an influence on brand 

love. Social media marketing activities that Erigo created will significantly 

increase brand love. Therefore, hypothesis (H3) social media marketing 

activities influences brand love, is accepted. 

4. The influence of Self-expressive brands (inner self) has an influence on 

brand love. This finding confirms that there is no significant effect between 

self-expressive brands (inner self) and brand love. Therefore, hypothesis 

(H4) self-expressive brands (inner self) influences brand love, is rejected. 

5. The influence of self-expressive brands (social self) has an influence on 

brand love. Self-expressive brands (social self) that Erigo created will 

significantly increase brand love. Therefore, hypothesis (H5) self-

expressive brands (social self) influences brand love, is accepted. 

6. The influence of brand love has an influence on brand loyalty. Brand love 

that Erigo created will significantly increase brand loyalty. Therefore, 

hypothesis (H6) brand love influences brand loyalty, is accepted. 
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7. Self-expressive brands (inner self) mediates the effect between social media 

marketing activities and brand love. This finding confirms that self-

expressive brands (inner self) is unable to mediate the effect between social 

media marketing activities and brand love in Erigo. 

8. Self-expressive brands (social self) mediates the effect between social 

media marketing activities and brand love. This finding confirms that self-

expressive brands (social self) can mediate the effect between social media 

marketing activities and brand love in Erigo. 

 

5.2. Managerial Implications 

Based on the result of this research, it claims that social media marketing 

activities gives impact to self-expressive brands (inner self). Therefore, Erigo 

should create a content or campaign that able to show the customer that their brand 

are able to improve the confidence of the customers. This strategy can be performed 

by encouraging customers to share their outfits in social media. Social media 

marketing activities is also significant in positively influencing self-expressive 

brands (social self). This means the social media marketing activities that are 

conducted by Erigo can influence the customer’s perception of their brand self-

expressiveness. Therefore, Erigo should show their brand self-expressiveness by 

creating a campaign where they encourage their customer to express their fashion 

taste without worrying about the general public opinions.  

In Addition, social media marketing activities gives impact to brand love. 

Therefore, Erigo can improve their social media marketing activities by creating 

content marketing that tells stories that inspire the brand. For example, the content 

tells us that the brand donate used clothing to people who are in need. Hence, if 

Erigo successfully increase their social media marketing activity it could increase 

the customer love for the brand. 

In this Study, this research examines those self-expressive brands (social 

self) affects brand love. In this regard, Erigo must emphasize the similarity between 

the personality and identity of the brand contributes with the customer “ideal self” 

which can contribute to customer love for the brand. The researcher suggests to 
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focus on defining the brand and knowing the target customer, so that Erigo can 

evoke an emotional response from their target customer segment, which in turn 

incites a positive reaction from the customers and leading them to purchase Erigo’s 

products. 

Finally, this research also found that brand love affects brand loyalty. In this 

regard, Erigo must able to communicate on why their customer love for the brand 

is important to build their brand loyalty. The researcher suggests Erigo to focus on 

establishing emotional connection with their customer by improving their loyalty 

program through providing rewards such as discount and coupons which can be 

used to purchase the product.  

 

5.3. Limitation of the Research 

Based on the progress of this research that has been done, these are several 

limitations in this research as follows: 

1. The research result of outer loadings on social media marketing activities 

values are below 0.50. According to Hair et al. (2019) the value of outer 

loadings must exceed 0.50, however, the outer loadings values in 

questionnaire item that are below 0.50 as follows: SMMA11 (0.498) and 

BL4 (0.335). Therefore, these items are trimmed to get a better result on 

outer loadings. In this research, the item SMMA8 must be trimmed due to 

the result of Average Variance Extracted. The lowest value of outer loadings 

in variable of social media marketing activities is SMMA8. Hence, it is 

trimmed to get a better result on Average Variance Extracted. Moreover, in 

this research, the item BL5 must be trimmed due to the result of Fornell-

Larcker Criterion. The lowest value of outer loadings in variable of brand 

love is BL5. Hence, it is trimmed to get a better result on Fornell-Larcker 

Criterion. Moreover, in this research, item BLO1 must be trimmed due to 

the result of Cross Loading. The lowest value of outer loadings in variable 

brand loyalty is BLO1. Hence, it is trimmed to get a better result on the 

Cross Loading. 
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2. This study only analyze respondents from one generation (Generation Z). 

Therefore the result of this study are unable to generalize for other 

generation. 

3. This research only uses one fashion brand as the object under study, so it 

cannot be generalized to the overall fashion brand.  

 

5.4. Future Research Suggestions 

1. Future research should ensure that every questionnaire item of the outer 

factor is more than 0.5, as this thesis has multiple outer factor values less 

than 0.5. In addition, the researcher expects that future research would 

include face validity, so that the questionnaire may be better understood by 

the public.  

2. Future research should analyze respondents from other generations 

(Generation X and Generation Y), in order to determine new results and 

findings 

3. Future research can use more fashion brands such as watch brands, glasses, 

and bags so that they can discover phenomena of broader brand loyalty so 

that they can represent the overall fashion brands. 
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APPENDIX 1 

Questionnaire 

 

 

QR-Code for the respondents to access the questionnaire 
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APPENDIX 2 

Data 

 

Questionnaire data of Erigo Apparel 
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APPENDIX 3 

Data Analysis 
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