
 
 

BAB V  

SIMPULAN DAN SARAN 

5.1 SimpXlan 

BeUdaVaUNaQ KaVLO aQaOLVLV PeQggXQaNaQ IBM SPSS YeUVL 30 

WeUKadaS YaULabeO Effort E[pectanc\, PerceiYed UsefXlness, Information 

QXalit\, PerceiYed Risk, Social InflXence, daQ TrXst WeUKadaS RepXrchase 

Intention, PaNa dLSeUROeK NeVLPSXOaQ VebagaL beULNXW: 

1. EffoUW E[pecWanc\ Widak memiliki pengaUXh Vignifikan 

WeUhadap RepXUchaVe InWenWion. 

HaO LQL dLdaVaUNaQ Sada QLOaL T KLWXQg VebeVaU 1,363 \aQg OebLK 

NecLO daUL T WabeO VebeVaU 1,65 daQ QLOaL VLgQLfLNaQVL VebeVaU 0,175 

\aQg OebLK beVaU daUL 0,05. SeKLQgga daSaW dLVLPSXONaQ baKZa 

NePXdaKaQ SeQggXQaaQ aSOLNaVL SKRSeeFRRd WLdaN PeQMadL faNWRU 

XWaPa \aQg PePeQgaUXKL NeSXWXVaQ NRQVXPeQ XQWXN 

PeQggXQaNaQ NePbaOL Oa\aQaQ WeUVebXW. HaO LQL NePXQgNLQaQ 

dLVebabNaQ NaUeQa Pa\RULWaV SeQggXQa VXdaK WeUbLaVa deQgaQ 

VLVWeP RSeUaVLRQaO aSOLNaVL WeUVebXW VeKLQgga NePXdaKaQ WLdaN OagL 

PeQMadL SeUWLPbaQgaQ SeQWLQg. 

2. PeUceiYed UVefXlneVV Widak memiliki pengaUXh Vignifikan 

WeUhadap RepXUchaVe InWenWion. 

BeUdaVaUNaQ QLOaL T KLWXQg VebeVaU -0,754 daQ QLOaL VLgQLfLNaQVL 

VebeVaU 0,452 (> 0,05), daSaW dLVLPSXONaQ baKZa SeUVeSVL 

PeQgeQaL NegXQaaQ aSOLNaVL SKRSeeFRRd WLdaN beUSeQgaUXK VecaUa 

VLgQLfLNaQ WeUKadaS QLaW SePbeOLaQ XOaQg. HaO LQL PXQgNLQ WeUMadL 

NaUeQa baQ\aN NRQVXPeQ \aQg PeQLOaL baKZa PaQfaaW \aQg 

dLWaZaUNaQ SKRSeeFRRd WLdaN MaXK beUbeda deQgaQ NRPSeWLWRU, 

VeKLQgga bXNaQ PeQMadL SeQeQWX XWaPa NeSXWXVaQ SePbeOLaQ 

XOaQg. 
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3. InfoUmaWion QXaliW\ Widak memiliki pengaUXh Vignifikan 

WeUhadap RepXUchaVe InWenWion. 

NLOaL T KLWXQg VebeVaU 1,275 daQ VLgQLfLNaQVL VebeVaU 0,204 (> 0,05) 

PeQXQMXNNaQ baKZa NXaOLWaV LQfRUPaVL \aQg dLbeULNaQ ROeK 

SKRSeeFRRd beOXP cXNXS NXaW daOaP PePSeQgaUXKL NeLQgLQaQ 

SeQggXQa XQWXN PeQggXQaNaQ aSOLNaVL WeUVebXW NePbaOL. HaO LQL 

PeQaQdaNaQ baKZa NRQVXPeQ OebLK PeQgXWaPaNaQ SeQgaOaPaQ 

aNWXaO daOaP SeQggXQaaQ aSOLNaVL dLbaQdLQgNaQ LQfRUPaVL \aQg 

dLbeULNaQ. 

4. PeUceiYed RiVk Widak memiliki pengaUXh Vignifikan WeUhadap 

RepXUchaVe InWenWion. 

DeQgaQ QLOaL T KLWXQg VebeVaU -0,738 daQ VLgQLfLNaQVL VebeVaU 0,461 

(> 0,05), daSaW dLVLPSXONaQ baKZa SeUVeSVL ULVLNR daUL SeQggXQaaQ 

aSOLNaVL SKRSeeFRRd WLdaN PePeQgaUXKL VecaUa VLgQLfLNaQ 

NeSXWXVaQ NRQVXPeQ daOaP PeOaNXNaQ SePbeOLaQ XOaQg. 

KePXQgNLQaQ beVaU KaO LQL dLVebabNaQ ROeK VePaNLQ WLQggLQ\a 

NeSeUca\aaQ PaV\aUaNaW WeUKadaS WUaQVaNVL dLgLWaO daQ Oa\aQaQ 

SeVaQ-aQWaU PaNaQaQ. 

5. Social InflXence memiliki pengaUXh poViWif dan Vignifikan 

WeUhadap RepXUchaVe InWenWion. 

HaO LQL dLbXNWLNaQ deQgaQ QLOaL T KLWXQg VebeVaU 7,422 (> 1,65) daQ 

QLOaL VLgQLfLNaQVL < 0,001. IQL beUaUWL SeQgaUXK daUL OLQgNXQgaQ 

VRVLaO VeSeUWL WePaQ, NeOXaUga, XOaVaQ RQOLQe, daQ NRQWeQ PedLa 

VRVLaO VaQgaW beUSeUaQ daOaP PePbeQWXN QLaW NRQVXPeQ XQWXN 

PeQggXQaNaQ NePbaOL Oa\aQaQ SKRSeeFRRd. IQWeUaNVL VRVLaO daQ 

NRQWeQ dLgLWaO WeUbXNWL daSaW PePbaQgXQ NeSeUca\aaQ daQ PLQaW 

\aQg WLQggL WeUKadaS SOaWfRUP LQL. 

6. TUXVW memiliki pengaUXh poViWif dan Vignifikan WeUhadap 

RepXUchaVe InWenWion. 

BeUdaVaUNaQ KaVLO SeQgXMLaQ, QLOaL T KLWXQg VebeVaU 6,434 (> 1,65) 

daQ QLOaL VLgQLfLNaQVL < 0,001 PeQXQMXNNaQ baKZa NeSeUca\aaQ 
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SeQggXQa WeUKadaS SKRSeeFRRd PePaLQNaQ SeUaQaQ SeQWLQg daOaP 

PeQdRURQg QLaW SePbeOLaQ XOaQg. KeSeUca\aaQ PeQcaNXS beUbagaL 

aVSeN PXOaL daUL NeaPaQaQ WUaQVaNVL, aNXUaVL Oa\aQaQ, KLQgga 

WaQggXQg MaZab aWaV NeOXKaQ SeOaQggaQ. 

5.2 SaUan 

5.2.1 SaUan XnWXk PeUXVahaan 

BeUdaVaUNaQ NeVLPSXOaQ \aQg WeOaK dLNePXNaNaQ, SeQXOLV 

PePbeULNaQ bebeUaSa VaUaQ VebagaL beULNXW: 

1. SKRSeeFRRd daSaW PeQaPbaKNaQ fLWXU Yoice command aWaX 

personali]ed assistant XQWXN SePeVaQaQ ceSaW, VeSeUWL \aQg 

dLOaNXNaQ APa]RQ deQgaQ AOe[a. IQL aNaQ PeQLQgNaWNaQ 

NePXdaKaQ daQ SeUVeSVL NegXQaaQ aSOLNaVL PeUXMXN Sada 

WeRUL Technolog\ Acceptance Model (TAM) \aQg 

PeQ\aWaNaQ baKZa NePXdaKaQ SeQggXQaaQ daQ NegXQaaQ 

VecaUa OaQgVXQg PePeQgaUXKL QLaW SeQggXQaaQ XOaQg.  

2. MeQLQgNaWNaQ NXaOLWaV LQfRUPaVL deQgaQ fLWXU ³VeULfLed 

ReYLeZV´ daQ VeUWLfLNaVL NXaOLWaV PaNaQaQ ROeK PLWUa 

UeVWRUaQ, VeSeUWL OabeO ³TRS H\gLeQe´ beUdaVaUNaQ daWa 

aXdLW. PUaNWLN LQL PeQgLNXWL SeQdeNaWaQ credence 

marketing²dL PaQa NRQVXPeQ OebLK SeUca\a Sada SURdXN 

\aQg PeQdaSaW YeULfLNaVL SLKaN NeWLga (ZeLWKaPO, 1988).  

3. SKRSeefRRd daSaW PeQg  LPSOePeQWaVL ShopeeFood 

GXarantee aWaX MaPLQaQ SeVaQaQ aNXUaW aWaX gUaWLV. IQL 

PLULS deQgaQ Domino¶s Pi]]a Tracker & GXarantee \aQg 

PeQgXUaQgL ULVLNR SeUVeSVL NRQVXPeQ. TeRUL Risk RedXction 

Strateg\ PeQ\ebXWNaQ baKZa gaUaQVL daQ WUaQVSaUaQVL 

PeQXUXQNaQ.  

4. UQWXN PeQaPbaK daPSaN daUL social inflXence VKRSeefRRd 

daSaW PeQgePbaQgNaQ Referral Lo\alt\ Program deQgaQ 
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VLVWeP gaPLfLNaVL (cRQWRK: OeadeUbRaUd WePaQ WeUbaQ\aN 

\aQg dLUefeUeQVLNaQ). TeRUL Social Norm Marketing 

PeQ\ebXWNaQ baKZa LQdLYLdX ceQdeUXQg PeQLUX SeULOaNX 

NeORPSRN VRVLaO WeUdeNaWQ\a, aSaOagL MLNa dLbeUL LQVeQWLf.  

5. MeQaPbaKNaQ VLVWeP SeQLOaLaQ NXULU beUdaVaUNaQ PeWULN 

RbMeNWLf (ZaNWX SeQgLULPaQ, UaWLQg SeOaQggaQ, dOO.) daQ 

WaPSLONaQ SURfLO NXULU VeSeUWL dL GRMeN. IQL PeQLQgNaWNaQ 

WUaQVSaUaQVL daQ NeSeUca\aaQ SeOaQggaQ, dLdXNXQg ROeK 

WeRUL TrXst-Based Marketing. 

5.2.2 SaUan XnWXk PeneliWi SelanjXWn\a 

PeQeOLWLaQ LQL PePLOLNL NeWeUbaWaVaQ \aQg daSaW PeQMadL SeOXaQg 

SeQgePbaQgaQ XQWXN SeQeOLWLaQ beULNXWQ\a. OOeK NaUeQa LWX, SeQXOLV 

PePbeULNaQ VaUaQ VebagaL beULNXW: 

1. Menambah VaUiabel BaUX dalam Model PeneliWian 

PeQeOLWLaQ LQL PeQggXQaNaQ eQaP YaULabeO LQdeSeQdeQ XQWXN 

PeQgXNXU SeQgaUXK WeUKadaS ReSXUcKaVe IQWeQWLRQ. PeQeOLWL 

VeOaQMXWQ\a daSaW PeQaPbaKNaQ YaULabeO OaLQ VeSeUWL Satisfaction, 

Price ConscioXsness, Habit, PerceiYed Enjo\ment, aWaX 

Promotional EffectiYeness XQWXN PeQgeWaKXL SeQgaUXK \aQg OebLK 

OXaV WeUKadaS QLaW SePbeOLaQ XOaQg SeQggXQa aSOLNaVL fRRd 

deOLYeU\. 

2. PeUlXaVan DemogUafiV dan Wila\ah PeneliWian 

ReVSRQdeQ daOaP SeQeOLWLaQ LQL dLdRPLQaVL ROeK SeQggXQa 

SKRSeeFRRd \aQg beUdRPLVLOL dL ZLOa\aK XUbaQ VeSeUWL JaNaUWa, 

DeSRN, daQ TaQgeUaQg SeOaWaQ. UQWXN geQeUaOLVaVL \aQg OebLK OXaV, 

SeQeOLWL VeOaQMXWQ\a dLVaUaQNaQ PePSeUOXaV caNXSaQ ZLOa\aK 

UeVSRQdeQ Ne daeUaK VXbXUbaQ daQ UXUaO agaU PeQdaSaWNaQ 

gaPbaUaQ SeULOaNX NRQVXPeQ \aQg OebLK beUagaP. 
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3. MeWode PengXmpXlan DaWa KXaliWaWif 

PeQeOLWLaQ LQL PeQggXQaNaQ SeQdeNaWaQ NXaQWLWaWLf. PeQeOLWL 

VeOaQMXWQ\a daSaW PePSeUWLPbaQgNaQ SeQdeNaWaQ NXaOLWaWLf VeSeUWL 

ZaZaQcaUa PeQdaOaP aWaX fRcXV gURXS dLVcXVVLRQ XQWXN 

PeQgeNVSORUaVL OebLK daOaP aOaVaQ-aOaVaQ SVLNRORgLV daQ 

ePRVLRQaO \aQg PePeQgaUXKL UeSXUcKaVe LQWeQWLRQ, NKXVXVQ\a 

WeUNaLW deQgaQ WUXVW daQ VRcLaO LQfOXeQce. 

4. MenggXnakan PlaWfoUm Selain ShopeeFood 

PeQeOLWLaQ LQL KaQ\a beUfRNXV Sada SeQggXQa SKRSeeFRRd. 

PeQeOLWLaQ dL PaVa PeQdaWaQg bLVa dLOaNXNaQ Sada SOaWfRUP OaLQ 

VeSeUWL GRFRRd, GUabFRRd, aWaX SOaWfRUP SeVaQ PaNaQaQ baUX 

\aQg PXQcXO, XQWXN PeOLKaW aSaNaK KaVLO \aQg dLSeUROeK VeUXSa 

aWaX beUbeda, VeUWa bagaLPaQa WUXVW daQ VRcLaO LQfOXeQce beNeUMa 

daOaP NRQWeNV SOaWfRUP \aQg beUbeda. 
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