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Abstract - Social Currency explain the behavior of consumers who carry brands in the social interactions of their daily lives, 

so that brands become closer to consumers. This can increase added value for products that are a function of brand equity. 
This study aims to analyze the effect of social benchmarks on brand equity, a study conducted on Dota 2 gamers categorized 
in millennial generation. The analytical method used is Simple Linear Regression. The test results state that Social Currency 
have a significant and positive effect on brand equity. 
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I. INTRODUCTION 

 

Today managers have faced a very different 
environment, one of the most difficult things is 

achieving the consistency needed to build and 

maintain a strong brand. Building a brand is not easy 

for 3 reasons, namely: 1) Increasing advertising and 

distribution costs. 2) the number of brands continues 

to grow. 3) consumers who are getting smarter and 

more selective in choosing brands (Aaker, 2009). In 

addition, the brand not only functions as a 

differentiator but also becomes a protector for the 

company and its consumers against the threat of 

competitors. The brand is no longer the property of 

the company, but is the result of culture and part of 
consumer interaction. Today's consumers are starting 

to have a role in brands. In the sense that consumers 

have influence and can determine a brand that can 

survive in the market (Chernatony, 2009: 22; Kotler 

and Armstrong, 2016: 215). 

Learning about consumer behavior has been 

conceptualized by Lobschat el al (2012) be a social 

currency  that examines interactions between 

consumers who carry a brand as part of the 

interaction. The social currency that are successfully 

developed by a company will affect the brand equity 
of the company. The object of this research is 

millennial generation, according to Sweeney (2006) 

one of the millennial generation's behavior is playing 

online games and associations, where when they play 

they can easily share their experiences and thoughts 

through the internet, when this interaction occurs they 

can also influence each other both among players and 

non-players. While LifeCourse (2014) says that the 

millennial generation has changed digital technology 

so that they can be connected 7/24 hours and immerse 

themselves in a community where everyone interacts. 

This behavior can be said as the implementation of 
social currency in millennial generation, especially in 

online games. The rapid development of the online 

game industry is predicted to reach 82 billion US 

dollars in 2017 (Gaudiosi, 2012) and has surpassed 

music and video in the United States and Britain 

(Martin, 2014). The phenomenon that drives video 

games worldwide is E-Sport or electronic sports. E-

Sport is a term for organized online gaming 
competitions. According to Hutchins (2008), the 

growth of video games and E-Sport is a 

representation of the development of the world's 

society and culture. E-Sport phenomenon has also 

penetrated the young city of Pontianak, one of the 

popular online games is Dota 2. Dota 2 players gather 

and interact to build communities on various channels 

such as Facebook, BBM, Youtube, and Steam 

Community or Steam community. This study aims to 

analyze how the relationship and the impact of social 

currency on brand equity, especially in the millennial 

generation in Pontianak (Indonesian). 
 

II. LITERATUR REVIEW 

 

Brand equity is a concept that was widely used in the 

1980s by advertising practitioners (Leh dan Lee, 

2011). There are many definitions put forward by 

experts regarding brand equity and many of them 

come from the definitions put forward by Farquhar 

(1989), which states brand equity is the brand value 

added to the product.  Lobschat el al (2012) said 

brand equity consists of dimensions of quality 
acceptance, brand loyalty, and brand trust. 

In its development, brand equity can be seen in 3 

perspectives such as brand equity, financial 

perspective or financial based brand equity (Simon 

and Sullivan, 1993), the point of view of employees 

or Employee based brand equity (King dan Grace, 

2009) and the most famous is the perspective of the 

consumer or consumer based brand equity (Wood, 

2000; Build et al, 2008; Netemeyer et al, 2004; 

Kocak et al, 2007; Chieng and Goi, 2011; Pappu et al, 

2005; Keller and Lehman, 2004; Riaz et al 2014; 

Davis et al 2009; Roth and Diamantopoulos, 2008; 
Christodoulides et al, 2006; Shankar and Fuller, 

2008; Leh and Lee, 2011; Aliawadi et al, 2003; 

Farjam and Hongyi, 2015; Kapferer, 2008). This 

concept was known in 1980 (Leh dan Lee, 2011). 

Farquhar (1989) said "brand equity is incremental 
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added value to their products and brand names. 

Fieldwork (1996) provide 3 levels of meaning of 
brand equity: 1. the total value of the brand is a 

separate asset when sold, or included in the balance 

sheet, 2. measuring the strength of the consumer 

association of the brand, c. a description of the 

association or consumer confidence in the brand. 

Aaker (1991) define brand equity as a set of brand 

assets and liabilities associated with brand names and 

logos that add value, or reduce the value of products 

or services. Kotler and Armstrong (2016: 266) define 

brand equity as a differential effect so that brand 

names have an impact on consumers' responses to 

their products and marketing. Keller (2002) define 
brand equity as the differential effect of consumer 

knowledge on their response to brand marketing. 

From the definition above, it can be said that brand 

equity is a derivative effect or value added of a 

product that can be influenced by brand awareness, 

brand association, acceptance of quality, and brand 

loyalty. 4 dimensions of brand equity that will be 

used in this study are: Brand Awareness, Brand 

Association, Perceive Quality and Brand Loyalty, 

Aaker (1991) 

Social currency is an important strength for brands, 
which explains how consumers manage their current 

social life in the digital age and how brands or 

businesses can help consumers make their decisions 

and lives more effectively and efficiently. Lobschat et 

al (2012) states that social currency have a positive 

impact on brand equity. Expansion and the way in 

which consumers share something and a brand with 

others, or information about the brand and get social 

benefits from interactions with other brand users as 

part of their daily social life. He stated in 6 

dimensions namely; conversation, advocacy, 

information, affiliation, utility and identity.  
Conversation is the amount of circulation of 

information about a brand on the internet or between 

customers, which can have a significant impact on 

customers' perceptions and images of each brand 

(Chevalier dan Mayzlin, 2003). Lobschat et al (2012) 

identifying conversations into the general amount of 

positive information customers receive from online 

and offline settings for brand social currency 

characteristics. The more brands talked about on the 

internet the more brands become the top of mind for 

customers, which is expected to influence their 
decisions. Joachimsthaler (2010) identify 

conversations as the activities of consumers or 

customers who actively tell a product about a brand 

to others. Purchase by Lobschat et al (2012) as an 

example of the amount of positive information about 

a brand that is the experience of customers from other 

consumers, the defense is an active effort by the 

customer. The more information that is owned by 

consumers and customers about the products of a 

brand, then they will develop preferences about the 

brand or business. Savvy / knowledgeable consumers 

can be empowered to share their knowledge with 

others. Affiliation or interaction with other brand 

users can also create a sense of community or sense 
of community. Lobschat et al (2012) Affiliate states 

as an additional emotional or feeling for being part of 

the group. While information that contains specific 

knowledge about the brand obtained by consumers 

from interaction, is useful to add value that can affect 

the personal development of consumers. While 

identity is another important aspect that customers 

pay attention to introducing themselves to other brand 

user groups.  Furthermore, Lobschat et al (2012) 

states that social currency affect brand equity. From 

this phenomenon the following hypotheses can be 

compiled. 
H1 ; allegedly there is a significant influence of 

social currency on brand equity. 

 

 
 

III. RESEARCH METHOD 

 

This research survey research with the method used is 

an associative method. Measurement of variables 

using a Likert scale. The study population was the 

DOTA 2 player in Pontianak, which is classified as 

millennial generation, because the number is not 

known with certainty the sample was taken with a 

nonprobability sampling technique. The number of 

samples used was 100 respondents, taken purposively 

with criteria; have a Social Media account like 

Facebook, BBM, Instagram and others. The data 

analysis method used uses simple linear regression 
analysis and data processing using the SPSS 23.0 

program. The results of the validity and reliability of 

the questionnaire stated that all questionnaire items 

were valid and all the research variables were 

declared reliable. 

 

IV. RESEARCH RESULTS AND DISCUSSION 

 

1. Profile Of Respondents 

A brief description of respondents is as follows: the 

most sex (95%) male, age ranging from 20-23 years 
(75%), most respondents work (57%), the most 

familiar Dota-2 game sources from friends (97 %), 

have known this game for more than 2 years (66%), 

the duration of game play in a day is between 3-5 

hours (64%). Communication media used to interact 

as well as forms of activity are youtube (60%) and 

facebook (29%), discussion activities and sharing 

information via Instagram and Twitch TV. Location 

of playing games in the area wifi.idspot (77%), how 

to play games together in 1 place in the same area.  
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Classic assumption test: use test Kolmogorov-

Smirnov research data were normally distributed 
because the significance value was 0.137 ˃ 0.05. Test 

for linearity using ANOVA states there is a linear 

relationship of social currency to brand equity. 

Heteroskedacity test of 0.655 ˃ 0.05 means that the 

data does not occur heteroskedacity and is a good 

regression model, so that it meets the requirements of 

the analysis using Simple Linear Regression analysis 

tools. 

 

2. Simple Linear Regression Test 

 
 

The linear regression equation for this study is y = 

19.721 + 0.580x. From this equation it can be said 

that there is a positive influence of variable X (social 

currency) on variable Y (brand equity). 

 

3. t Test  

 
 

Based on the table above it can be said that there is a 

significant influence of variable X (social currency) 

on variable Y (brand equity). 

 

The coefficient of determination of this study is 0.337 

which can be interpreted as the effect of variable X 

(social currency) on variable Y (brand equity) of 
33.7%. The rest is influenced by other variables not 

examined. 

 

4. Discussion 

This study examines the effect of social currency with 

dimensions; Conversation, Advocacy, Information, 

Affiliation, Utility, and Identity, towards brand equity 

with dimensions of brand awareness, brand 

association, perceived Quality and Brand Loyalty. 

From the results of statistical tests stated there is a 

significant and positive influence of social currency 
variables on brand equity, which can be interpreted if 

social currency increase as more conversations are 

done, more frequent advocates, more information, 

more affiliation or interactions with other brand users, 

the more benefit is, the more identity is expressed, 

then brand equity such as brand awareness, brand 
association, perceived Quality and Brand Loyalty will 

also increase. 

Respondents belonging to the millennial generation 

were found to have a strong influence on their peers 

because the majority of respondents knew the Dota 2 

game from their friends. The manifestation of social 

currency in this study is reflected in the activities of 

respondents who are active in social interactions 

related to the Dota 2 game. Interactions influence 

each other because the majority of respondents 

actively discuss and share information on social 

media and respondents generally play in groups. 
Respondents stated that they could quickly and easily 

recognize, remember and imagine Dota 2 games, 

because of the frequent interactions and 

communication and discussions with fellow players, 

or in other words they had shared something or a 

brand with others, and benefited socially from 

interaction with other brand users as part of their 

daily social life. It can be interpreted that they have 

managed their current social life in the digital age and 

helped them to make decisions in their lives to be 

more effective and efficient or to do social currency 
which are an important force for brands. Respondents 

also acknowledged that this game was quality and the 

majority claimed that they were loyal consumers. 

This research supports previous research where social 

currency have a significant effect on brand equity 

(Lobschat et al.,2012; Muniz and O’guin 2001). 

 

V. CONCLUSION 

 

Based on the results of the test of the influence of 

consumer interactions that carry the brand as part of 

the interaction of brand equity in the millennial 
generation that plays the Dota 2 game, it is concluded 

that social currency have a significant and positive 

influence on brand equity. brand as previous research. 

Implications and Recommendations. For further 

research it is recommended to examine the effect of 

social currency at the level of dimensions on brand 

equity so that it can be seen which dimensions are 

most influential on brand equity. Moreover, it can add 

the influence of the reference group variable on brand 

equity, because the results of the study stated that the 

majority of respondents know the game from their 
friends rather than from the electronic media. 
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