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CHAPTER V 

CONCLUSIONS, LIMITATIONS, AND SUGGESTIONS 

5.1 Conclusion 

This conclusion section provides a final result of the analysis and discussion 

in this study regarding brand equity variables, purchase intention, purchase 

behavior, short-term happiness, and long-term happiness. The conclusions and 

suggestions that researchers will convey, especially from the results of hypothesis 

testing, are as follows: 

1. Brand equity has a significant effect on purchase intention among Erigo 

consumers. The first conclusion is that marketers should give priority to 

building brand equity by focusing on brand awareness, with the aim of 

increasing product recognition and familiarity among domestic and 

international consumers. Building brand awareness can be achieved through 

promotional activities conducted on social media platforms and conventional 

methods. Social media promotion involves several strategies, such as creating 

content on popular platforms like TikTok and Instagram Reels and partnering 

with well-known individuals in the desired demographics. Conventional 

promotion strategies include strategically placing billboard ads in key 

locations and creating engaging video ads. The main objective of these efforts 

is to increase brand recognition among consumers and drive their propensity 

to make purchases 

2. Purchase intention has a significant effect on short-term happiness in Erigo 

consumers. This third conclusion is that product marketers need to create 
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consumer purchase intentions so that they can influence consumer mood. The 

purchase intention of a product should be able to increase the happiness of 

consumers' lives. To make consumers happy, the product must be able to meet 

consumer expectations. Marketers must be honest about product quality and 

accept consumer criticism to be used as evaluation material in the future. 

Consumers are even willing to spend more money to buy the product. 

3. Purchase intention has a significant effect on purchase behavior for Erigo 

consumers. This third conclusion is that product marketers must be able to 

effectively foster consumer purchase intentions, turning them into real 

purchasing behavior. Consumers are more likely to buy products that 

effectively meet their needs and wants. This goal can be achieved by 

assessing and improving product quality to match emerging trends, increase 

convenience, and meet consumer preferences. Another alternative strategy is 

to collaborate with influencers or brand ambassadors to increase brand 

recognition and appeal to potential customers. Consumers often gain 

persuasive influence over their purchasing decisions from individuals they 

follow and respect. 

4. Purcahse intention has a significant effect on long-term happiness in Erigo 

consumers. The fourth conclusion is that product marketers must focus on 

fostering purchase intentions that have a positive impact on long-term 

consumer satisfaction. The overall purchase experience has the potential to 

generate long-term happiness. To increase customer purchase intentions, 

marketers must provide exceptional after-sales service to individuals who 
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have completed transactions. Consumer satisfaction is more likely to occur 

when they receive satisfactory service either before or after their product 

purchase.  

5. Brand equity has a significant effect on short-term happiness through 

mediation of purchase intention. The fifth conclusion is that considering the 

concept of brand equity is very important for product marketers to stimulate 

consumer buying intentions and foster temporary feelings of satisfaction. 

Marketers have the ability to improve the brand image of their company or 

product, thereby strengthening customer satisfaction through improved 

service and product quality. This phenomenon affects consumer perceptions, 

which results in an increase in purchase intention. Improved service quality 

and product quality lead to improved consumer perceptions, resulting in 

short-term consumer satisfaction. 

6. Brand equity has a significant effect on purchase behavior through the 

mediation of purchase intention. The sixth conclusion is that brand equity is 

very important for product marketers to stimulate consumer buying intentions 

and foster purchasing behavior. Marketers can implement a global promotion 

strategy to increase brand recognition among potential customers on an 

international scale. This can be achieved by utilizing various social media 

platforms such as TikTok, Instagram, and other similar services. Another 

approach is to collaborate with influential personalities around the world or 

forge partnerships with established global companies. These efforts can result 
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in brand recognition, leading to consumer purchase intent and subsequent 

purchase behavior. 

7. Brand equity has a significant effect on long-term happiness through the 

mediation of purchase intention. The final conclusion is that it is very 

important for product marketers to consider the concept of brand equity to 

foster consumer purchase intentions and long-term satisfaction. Marketers are 

advised to prioritize the formation of brand associations to increase consumer 

memories of products. This phenomenon has the potential to foster brand 

loyalty among consumers. Brand loyalty often develops when products meet 

consumers' expected quality levels and when consumers receive satisfactory 

service levels. Consumers who demonstrate brand loyalty tend to experience 

higher levels of satisfaction when making transactions with a particular brand. 

5.2 Limitations 

This study has several research limitations that must be considered. These 

limitations need to be considered by future researchers as this study itself is 

certainly not a perfect study and still has many flaws that need to be corrected. 

Overall, these limitations highlight potential areas for further investigation and 

expansion in this area of research. Some of the limitations of this study include: 

1. Respondents in this study are Indonesian consumers who have purchased 

products from Erigo at TikTok Shop.  

2. This study focuses on the role of purchase intention in mediating the 

relationship between brand equity and purchase behavior, short-term 
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happiness, and long-term happiness. Future research can explore other 

variables as potential mediators.  

3. This study used quantitative research methods to analyze the relationship 

between variables. Future research could incorporate mixed research methods 

to provide stronger descriptions and interpretations of the data collected. 

5.3 Suggestions 

Researchers refer to the limitations of the above research to provide 

suggestions to future researchers in order to perfect and make further research better 

and more accurate and bring benefits to future researchers. The following are 

suggestions that researchers provide: 

5.3.1. For Future Researchers 

This research is expected to be a reference for future researchers. So that 

future researchers can add references regarding the role of brand equity variables 

related to purchase intention on the Erigo brand so that consumers can find out what 

values are contained in an Erigo brand, then they can develop an interest in buying. 

Second, purchase intention related to purchase behavior on the Erigo brand so that 

consumers can find out consumers who are interested in buying whether they will 

decide to buy Erigo products or not. Third, purchase intention related to short-term 

happiness in the Erigo brand so that consumers know whether the product will make 

them happy when buying, purchase intention related to long-term happiness in the 

Erigo brand so that consumers know whether the product will affect the quality of 

their overall happiness. 
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5.3.2. For The Community 

Erigo is a local clothing brand that is in great demand by people in Indonesia, 

especially young people. This makes Indonesian people must have knowledge or 

awareness about the quality of products on Erigo products. Erigo itself has a quality 

that is comfortable to use for traveling activities, of course it is also supported by 

an attractive design and has comfort when used. In addition, Erigo has a goal to 

show other countries that the creativity of Indonesian children and also participate 

in lifting Indonesian tourism. Even though Erigo has good quality, the brand still 

maintains the affordability of their products so that people are interested in buying 

these products and even foster purchasing behavior on these products. This can also 

make consumers feel short-term happiness and long-term happiness, because by 

maintaining quality and price affordability, consumers can grow feelings of 

happiness and can affect the overall quality of life of consumers. 

5.3.3. For Erigo 

The suggestions for Erigo. First, Erigo is expected to maintain the 

consistency of the quality of the products they produce. This aims to maintain brand 

equity so that it remains stable or can increase. Second, Erigo is expected to create 

more attractive products and continue to prioritize comfort. This aims to increase 

the purchase intention of a consumer. Third, Erigo is expected to create a 

promotional strategy and improve their product design so that it is more attractive. 

This aims to foster purchase behavior from within consumers. Fourth, Erigo is 

expected to maintain relationships with consumers and provide quality products. 

This aims to make consumers feel short-term happiness through improving their 
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mood. Fifth, Erigo is expected to make high quality products at affordable prices. 

This aims to make consumers feel long-term happiness because it can affect the 

overall quality of life of consumers.  
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