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Abstract

Keywords

Different marketing methods from store distributors (distros) to
sell clothing (clothing) are exciting to use as research themes. This
study aims to analyze the influence of social media and supply
chain on customer value impact on brand equity. The sample in
this study is consumers (end-users) from distributions in the city of
Bandung. The research method is quantitative research with an
analysis method using path analysis. The study results show that
there is a partial or simultaneous influence of social media and
supply chain on customer value which has implications for brand
equity.
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I. Introduction
Bandung is known as Paris van Java because of its natural beauty; this designation
also refers to Bandung as a fashion city. Currently, what is becoming a trend in the city of
Bandung is the proliferation of distributor stores (distros) that sell various types of clothing
(clothing). The marketing method is different from the usual practice where the producer
sells the dress directly to the consumer (end-user) through distributions without going
through large retail stores. Some well-known local clothing brands include Screamous,
Three Second, Blankwear, House of Smith, BlackJack, etc. Each product from these
brands is sold by marketing through distributions with various forms of different services
with their own characteristics, especially in the appearance of the distribution, layout, and
sales methods. Products sold have other names, terms, signs, symbols, designs, so that
identifying the product creates brand equity. Brand equity builds brand advantages in
customers' minds, which allows brand products to take advantage of their competitive
advantages in the market, win customers' preferences and positive impressions on brand
products, and then brand perception will be enhanced to increase brand-customer value.
One of the most important in brand theory is the relationship between the customer and the
brand. Understanding how customers evaluate a service or product is crucial to gaining a
competitive advantage, which has implications for customer loyalty. The brand is the
organization's present and future identity; the most important and unique feature can be
found in the integrity of the brand's value offering (Emami, 2018).
One of the distribution strategies to develop brand equity is to use social media.
Social media can be a cheap and instant promotion channel. Social media provides
opportunities for marketers to gather information, monitor buyer opinions, develop
potential buyers through dialogue about distribution products and services. A product
becomes a brand when the target customer learns about it, and users store knowledge about
the brand in their memory to one day become the basis for their next purchase decision (J.H. Kim & Hyun, 2011). Communication is the process of delivering messages by someone
to other people to tell, change attitudes, opinions or behavior either directly orally or
______________________________________________________________
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indirectly through the media. In this communication requires a reciprocal relationship
between the delivery of messages and recipients namely communicators and
communicants (Hasbullah, 2018). Social media has sparked a novelty in marketing
communications, offering the possibility of interaction between customers and brands.
Social media continues to grow and has become a daily activity, so marketers have
integrated marketing activities into social media marketing.
Communication through social media promises a comfortable state of
communication, where someone who cannot compose words can be someone who is very
poetic, with a very relaxed appearance and state, someone can carry out communication
activities with others, lecturers, or someone when we communicate with it must take care
of all things, appearance and style of language, but communicating through social media
do not have to pay attention to it, sit back with a cup of coffee and use casual clothes a
person can carry out communication activities (Marlina, 2020). Using distributions as a
marketing channel is a unique and different strategy, where marketers sell directly to
customers without going through third-party distributors. This is the right strategic choice
because today, the supply chain has turned into a form of relationship between customers
and marketers. Distros will also cut distribution costs so that the selling price becomes
cheaper. Cost efficiency is the most widely adopted goal in supply chain management
(Hammervoll, 2009). An adequate supply chain helps marketers develop products and
services to create optimal value for customers.
Based on the description above, this study aims to determine and analyze the
influence of social media and supply chains on customer value, which impacts brand
equity.

II. Review of Literature
2.1 Media Social
Social media is an example of a relatively recent development of information
technology (Marbun et al, 2020). The definition of social media is online applications,
platforms, and media used to provide collaboration and share content; social media has a
significant impact on brand image and reputation (Hutagalung & Situmorang, 2018).
Social media communication is social interaction, using communication technology that is
very accessible and on a wide scale (Novani & Kijima, 2012). Media created by consumers
includes various new sources of information online, developed and used by consumers
who want to share information with others on any topic (Pütter, 2017). A group of internetbased applications that build on the ideological and technological foundations of web 2.0
and enable the creation and exchange of content (Kaplan & Haenlein, 2010). This two-way
communication platform is ideal for increasing customer value by interacting to obtain
relevant information, media, events, and entertainment (Angella J. Kim & Ko, 2010).
Based on the experts' opinions mentioned above, it can be concluded that social media is a
medium for interacting between individuals and between groups via the internet to obtain
information.
There are four types of social media, namely weblogs. Social network, photo and
video exchange. The advantage of using social media is that there are no restrictions on
time, place, media, and costs (Angella J. Kim & Ko, 2012)
2.2 Supply Chain
The definition of the supply chain is the stage that starts and ends with the customer,
because all basic materials, products, complete information, and transactions flow through
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this cycle (El Shoghari & Abdallah, 2016). Supply chain management is an activity with
the flow and transformation of raw materials into finished products, their delivery to final
consumers, and the flow of information (Sohal et al., 2002). Supply chain management is a
continuous development of management philosophy, which tries to bring together the
combined production capacity and the existing human resources inside and outside the
company to determine the significance of the channel in the context of competitive
advantage. Synchronization from clients in products and services to market, and finally the
information needed to find excellence as the only source of customer value (Ross, 2010).
Supply chain management can be defined as several different actions and processes that
occur in a company in producing products and services for end customers (Lotfi et al.,
2013). Based on the opinion of experts, the supply chain can be concluded as a series to
produce products, services, and information that begins and ends at the customer. There are
four dimensions of supply chain management in creating customer value: sustainability,
performance, competitiveness, and innovation (Rahman et al., 2012). In this study, the
notion of the supply chain is a series of marketers delivering products and services to endusers with dimensions of performance, power competitiveness, and innovation.
2.3 Customer Value
The definition of customer value from several kinds of the literature mentions
comparing the quality and perceived benefits of a product or service relative to the
perceived sacrifice by making payments (Bai et al., 2016). From the customer's
perspective, value is the compensation of the relevant components given and received;
from the company's point of view, customer value is understood as the actual value that
customers provide to the company in terms of revenue and the time the customer is
associated with the company (Fernández & Pinuer, 2016). Customer value is effective
decision making and action that must show the company's priorities related to customer
satisfaction (Diryana et al., 2017). The drivers of customer value can be divided into two
categories: perceived gains and lost profits. The main driving factors include product
quality, service quality, and price factors (Wang & Dong, 2015). Value assessment and
measurement directly influence the behavioral choices of relevant stakeholders (Yan,
2019). Customer value is a trade-off between customer perspectives on quality, product
usability, and sacrifices made to get a product or service (Kotler, 2016). Based on the
opinion of experts, customer value can be concluded as a form of comparison between the
benefits received and the sacrifices given to obtain or use the product or service.
Customer value consists of four elements: Quality functional value, namely the
utility obtained from the perception of the quality and expected performance of the
product. Emotion value is a utility that comes from positive feelings or affective/emotions
arising from consuming a product. The functional price value is the utility obtained from
the product because of the perception of the price or costs incurred. Social value refers to
the social concept of self-improvement of product performance (Chien, 2013). The most
critical dimensions of perceived value identified in the literature and maintained are utility,
transactional, and Social Value (Bressolles & Durrieu, 2011).
2.4 Brand Equity
The definition of brand equity from several kinds of the literature mentions that one
of the latest definitions of equity is a theory and guideline of positive leadership and
behavior, including repurchase, support, and purchase offers that can control new potential
customers (Heriyati & Arif, 2019). Currently, experts from outside China and domestic
define brand equity from two points of view: one from the level of financial income or the
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company's market share level to measure brand equity; In contrast, others are from the
customer's point of view of the brand or the relationship between the customer and the
brand (Yan, 2019). Brand equity is a brand value that is embedded in many customers and
appears in their perceptions and expectations (Mohammad, 2017). 2015). A product
becomes a brand when target consumers learn about it; users also store the brand
knowledge structure in their memory to refer to it at the time of the next purchase decision
(Emami, 2018). Brand equity is a set of assets and passives associated with a brand, either
its name or symbol, that increases and decreases the value provided by a product or service
to the company or to customers (Diryana et al., 2017). The effect of differences in brand
knowledge on consumer responses to brand marketing (Souri, 2017). Based on the opinion
of experts, brand equity can be concluded as a set of attributes that become product or
service assets that give a positive impression on the minds of customers.
Although experts have different opinions about the statement of brand equity, there
are three points in common: brand equity is an intangible asset, brand equity is generated
by relying on the brand, the value of brand equity to brand owners is generated through the
impact on customers (Yan, 2019). There are five perspectives of brand equity: brand
loyalty, brand awareness, perceived quality, and brand associations (Chien, 2013).

III. Research Methods
3.1 Paradigms and Hypotheses
The paradigm in research on how social media, supply chain, customer value, and
brand equity is as follows

Social
Media
Customer
Value

Brand
Equity

Supply
Chain

Figure 1. Research Paradigm
Based on the paradigm above, the hypotheses in this study are:
H1 There is an influence of social media on customer value
H2 There is a supply chain effect on customer value
H3 There is a simultaneous influence of social media and supply chain on customer value
H4 There is an effect of customer value on brand equity
3.2 Population and Sample
The population is a generalization area consisting of objects/subjects with specific
quantities and characteristics determined by researchers to study and draw conclusions
(Sugiyono, 2015). The sample is part of the number and characteristics possessed by the
population (Sugiyono, 2015). This research was conducted in Bandung with a population
of young people in Bandung. Sample measurement is a step to determine the size of the
sample taken in carrying out a study. There are three types of sampling using nonprobability sampling, namely: accidental sampling, quota sampling, and purposive

7966

sampling (Kusmayadi, 2004). Selection in this study was determined by quota sampling as
many as approximately 255 young people in the city of Bandung. The sampling technique
was accidental sampling, which is a way of obtaining samples based on anyone among
young people who happened to be met while conducting research, which was taken from
several central distributor store locations in Bandung.
3.3 Description, Instrument Test, Data Analyst, and Hypothesis Testing
This study consists of 4 variables where each variable consists of several questions
that the respondent must answer. Social media variables comprised of 2 dimensions with
ten questions. The supply chain consists of 2 sizes with 11 questions, three dimensions of
customer value with 13 questions, and brand equity consists of 3 dimensions with 12
queries. These questions are given closed answers with grades ranging from 1 to 5.
In this study, the test instrument was used to determine the reliability of the research
questionnaire. Research testing is done using validity test, reliability test, and normality
test.
This study uses path analysis to analyze research data. The path analysis formulation
is:
Y
= ξ1 X1 + ξ2 X2+ ζ1
Z

1Y

=

+ ζ2

Information :
X1
= Social media
X2
= Supply Chain
Y
= Customer Value
Z
= Brand Equity
Test the hypothesis with the following conditions:
Hypothesis 1: Social Media and Supply Chain have a simultaneous effect on
Customer Value
H0:

1

:

2

= 0: Social Media and Supply Chain has no simultaneous impact on Customer Value

H1:

1

:

2

0: Social Media and Supply Chain has a simultaneous effect on customer Value

This hypothesis is tested using the F test statistic with the provision that H0 is
rejected if Fount is greater than the Value of Ftable for = 0.05.
Hypothesis 2: Social Media affects Customer Value
H0 :

1

H1 :

1

= 0 : Social Media has no impact on Customer Value
0 : Social Media Affects Customer Value

This hypothesis is tested using t-test statistics with the provision that H0 is rejected if
the count is greater than the critical value t for = 0.05 of 1.965.
Hypothesis 3: Supply Chain Affects Customer Value
H0 :

1

:

2

H1 :

1

:

2

= 0 : Supply Chain does not affect Customer Value
0 : Supply Chain has a significant impact on Customer Value
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This hypothesis is tested using the F test statistic provided that H0 is rejected if Fount
is greater than the Value of Ftable for = 0.05.
Hypothesis 4: Customer Value of Brand Equity
H0 :

1

H1 :

1

= 0 : Customer Value does not affect Brand Equity
0 : Customer Value affects Brand Equity

This hypothesis is tested using t-test statistics with the provision that H0 is rejected if
the count is greater than the critical value t for = 0.05 of 1.965

IV. Results and Discussion
4.1 Respondent
Respondents in this study were 255 people consisting of 170 men (66 percent) and
85 women (34 percent). Respondent profiles can be seen in the table below:
Table 1. Respondent Profile
Information
Amount
Age (years)
Under 17
26
17 – 22
122
22,1 – 27
63
27,1 – 32
21
Above 32
23
Status
Student
150
Private sector
66
employee
State Civil Apparatu
14
/State-Owned
Enterprise
Professional
9
Other
16
Expenditure
Under 4 million
172
4.1 – 7 million
67
Above 7 million
16

%
10,19
47,84
24,70
8,23
9,01
58,82
25,88
5,49

3,52
6,27
67.45
26,27
6,27

Table 1 shows that the age of customers is in the range below 27 years, as much as
almost 83%, with student status and 85% private employees with income below Rp.
7,000,000, - by 94%.
4.2 Customer Perception
Table 1 shows customer perceptions of social media, supply chain, customer value,
and brand equity at distributor stores.
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Variable
Social media
Supply Chain
Customer Value
Brand Equity

Table 2. Customer Perception
Number of
Mean
Stdev
Questions
10
11
13
12

3,92
3,22
3,31
3,26

0,64
0,67
0,55
0,53

Criteria
Enough – Very good
Not good – Good
Pretty good
Pretty good

The supply chain is the minor variable assessed based on customer perceptions with
an average value of 3.22 with a standard deviation of 0.67. The supply chain is perceived
to be between 2.55 to 3.89, with poor criteria. The supply chain variable is given 11
questions to customers, where the question "How to display / display the product" is the
minor answer based on customer perception.
Social media is the most significant variable assessed based on customer perceptions
with an average value of 3.92 with a standard deviation of 0.64. The supply chain is
perceived to be between 3.28 to 4.56 with criteria quite – very good. The social media
variable was given ten questions to customers. The question "How easy is it to get a
promotion on Instagram" is the most significant answer based on customer perception.
4.3 Instrument Test Results
Correlation results can be said to be valid if the correlation value is 0.30 or more and
invalid if it is less than 0.30. Based on this provision, it turns out that all indicators used are
valid.
The results of calculations using the formula (Cronbach alpha) obtained the
reliability value for each variable, namely social media 0.760, supply chain 0.916,
customer value 0.752, and brand equity 0.824 with the coefficient value which is above the
table value; it is declared reliable.
The data in the Asymp.Sig row. (2-tailed) of the four columns is above 0.050;
therefore, it is declared normally distributed.
Table 3. Correlations
Social media Supply Chain
Social media
Pearson Correlation 1
,345**
Sig. (2-tailed)
,000
N
255
255
**
Supply Chain
Pearson Correlation ,345
1
Sig. (2-tailed)
,000
N
255
255
Customer Value Pearson Correlation ,352**
,697**
Sig. (2-tailed)
,000
,000
N
255
255
Brand Equity
Pearson Correlation ,323**
,692**
Sig. (2-tailed)
,000
,000
N
255
255
**. Correlation is significant at the 0.01 level (2-tailed).
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Customer Value Brand Equity
,352**
,323**
,000
,000
255
255
**
,697
,692**
,000
,000
255
255
1
,917**
,000
255
255
,917**
1
,000
255
255

Table 4. Social Media Reliability Test
Reliability Statistics
Cronbach's
Alpha
N of Items
,760

10

Table 5. Supply Chain Reliability Test
Reliability Statistics
Cronbach's
Alpha
N of Items
,916

11

Table 6. Pel Value Reliability Test
Reliability Statistics
Cronbach's
Alpha
N of Items
,752

13

Table 8. Elmer Reliability Test
Reliability Statistics
Cronbach's
Alpha
N of Items
,824

12

Table 9. One-Sample Kolmogorov-Smirnov Test
Social media
N
255
Normal Parameters,b
Mean
32,6078
Std. Deviation 5,12013
Most Extreme Differences Absolute
,051
Positive
,051
Negative
-,047
Test Statistic
,051
Asymp. Sig. (2-tailed)
,200c,d

Supply Chain
255
35,4745
7,45210
,082
,082
-,056
,082
,200c

Customer Value Brand Equity
255
255
43,0471
39,2235
7,27942
6,42040
,049
,054
,044
,054
-,049
-,045
,049
,054
,200c,d
,072c

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
d. This is a lower bound of the true significance.
4.4 Data Analyst
By using the path analysis tool, the results are obtained, as shown in Figure 2.
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Social
Media

0,13
Customer
Value

0,34

0,92

Brand
Equity

0,65
Supply
Chain

Figure 2. Research Regression Equation
The path analysis equation of the influence of social media and supply chains on
customer value is:
Y = 013X1 + 0,65X2
The path analysis equation of the effect of customer value on brand equity is:
Z = 0,92Y
The path analysis equation above shows that there is a relationship between social
media and the supply chain with a coefficient value of 0.34. The effect of social media on
customer value (β = 0.13 t = 2.67), the effect of supply chain on customer value (β = 0.65 t
= 13.78) with R Square 0.50. The relationship between social media and the supply chain
can occur in terms of how social media can provide information on what and how
distributor stores are, the location, and the whereabouts of distributor stores. Writing
(O'Leary, 2012) social media information can be integrated into supply chain transaction
processing systems. Social media will be examined as a way of building "relationships"
between those in the supply chain. Use social media to get real-time feedback from the
supply chain, both internally and externally (Markova & Mircevska, 2013). Social media
can be seen as a tool that could clear the single voice towards supplier activity and actually
to the whole supply chain if it is so wanted (Ylimaula & Ulkuniemi, 2013). Social media
can provide convenience, speed of obtaining information about products in distributor
stores. Social media can increase customer engagement (Yoong & Lian, 2019); social
media also positively impacts relationship equity. If the relationship of equity increases,
social media tends to increase. This indicates that entrepreneurs must build a connection
with consumers (Hutagalung & Situmorang, 2018). The supply chain through distributor
stores shortens distribution channels; customer Dapat langsung transact with producers
without intermediaries. There are four dimensions of supply chain management in
customer value creation: sustainability, performance, competitiveness, and innovations
(Rahman et al., 2015). The effect of customer value on brand equity (β = 0.92 t = 36.68)
with R Square 0.842. Good, easy, and fast service carried out by the distributor store will
increase brand equity. It is obtained that customer value has positive and significant
influences on brand equity. (Diryana et al., 2017), the results show that functional Value,
emotional Value, and cost have positive effects on brand equity (Yan, 2019).
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V. Conclusion
There is a significant influence of social media and supply chain on customer value
either partially or simultaneously, impacting brand equity. Based on these results, store
distributor managers should pay attention to product quality, product benefits, product
convenience, price and payment methods, and display products to increase customer value.
Store distributor managers should pay attention to the optimal use of supply chain social
media. Speed, ease, and responsiveness to the use of social media are critical. Employee
speed and packaging form are essential in increasing supply chain benefits.
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