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BAB V 

KESIMPULAN DAN SARAN 

5.1 Kesimpulan 

Berdasarkan hasil analisis dan pengolahan data serta pembahasan 

mengenai “Pengaruh Perceived Ease of Use, Celebrity Endorsement dan E-

Word of Mouth Terhadap Intention to Buy Pada Social Commerse Instagram” 

dengan menggunkan 114 responden yang memiliki akun instagram, maka 

dapat ditarik kesimpulan sebagai berikut: 

1. Perceived Ease of Use tidak berpengaruh signifikan terhadap 

Intention to Buy. 

2. Celebrity Endorsemen berpengaruh signifikan terhadap Intention to 

Buy.  

3. E-Word of Mouth berpengaruh signifikan terhap Intention to Buy. 

5.2  Saran 

Berdasarkan kesimpulan, maka ada beberapa saran yang 

direkomendasikan melalui penelitian ini  yang akan dijelaskan lebih 

lanjut sebagai berikut: 

1. Bagi Peneliti Selanjutnya 

 Peneliti selanjutnya diharapkan dapat menggunakan metode 

penelitian kualitatif agar dapat menggali lebih dalam tentang 

persepsi, pengalaman atau pandangan setiap individu yang lebih 

kompleks mengenai penelitian yang sama dengan penelitian ini 

kemudian peneliti selanjutnya dapat menguji variabel lain yang 

belum diteliti dalam penelitian ini dan pada hopotesis yang tidak 

signifikan diharapkan peneliti selanjutnya bisa mengubah 

variabelnya menjadi lebih spesifik seperti faktor kemudahan dan 

kenyamanan melakukan transaksi belanja menggunakan instagram 

yang berkemungkinan bisa berpengaruh terhadap Intention to Buy 

pada Social Commerse instagram.  
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 Penelitian selanjutnya juga diharapkan dapat mempertimbangkan 

variabel lain seperti iklan, tampilan website, diskon dan variabel 

lainnya yang belum diteliti dalam penelitian ini. 

2. Bagi Perusahaan  

Disarankan bagi perusahaan yang menggunakan platfom instagram 

dalam menjual produk agar dapat mulai mempertimbangkan 

penggunaan Celebrity Endorsemennt dan memperharikan E-Word of 

Mouth yang berupa kritikan dan masukan dari konsumen terhadap 

produk kepada perusahaan agar konsumen tertarik hingga melakukan 

pembelian produk tersebut secara berulang. 

 

 

 

 

 

 



 

55 
 

DAFTAR PUSTAKA 

Analisis, I. J., Multivariat, D., Jr, J. F. H., Kuantitatif, M., Matthews, L. M., 

Matthews, R. L., Magdeburg, O., Pemasaran, K., Hukum, B., & Newcastle, 

U. (2017). Machine Translated by Google PLS-SEM atau CB-SEM : 

pedoman terbaru tentang metode mana yang digunakan Marko Sarstedt 

Machine Translated by Google. 1(2). 

As, A. (2018). Celebrity Endorser Pada Jejaring Sosialinstagram. 1(1), 86–96. 

Busalim, A. H., Ghabban, F., & Hussin, A. R. C. (2021). Customer engagement 

behaviour on social commerce platforms: An empirical study. Technology in 

Society, 64. https://doi.org/10.1016/j.techsoc.2020.101437 

Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2001). Hedonic and utilitarian 

motivations for online retail shopping behavior. Journal of Retailing, 77(4), 

511–535. https://doi.org/10.1016/S0022-4359(01)00056-2 

Cutshall, R., Changchit, C., & Pham, A. (2022). Factors Influencing Consumers’ 

Participation in Social Commerce. Journal of Computer Information 

Systems, 62(2), 290–301. https://doi.org/10.1080/08874417.2020.1802790 

Darma, S., & Ginting, E. D. J. (2021). The influence of brand image on intention 

to buy Charles and Keith products among 18-25 years old women. 

Psikologia: Jurnal Pemikiran Dan Penelitian Psikologi, 16(2), 55–61. 

https://doi.org/10.32734/psikologia.v16i2.7736 

Evan, A., Adibratha Gunawan, A., Anita Pardede, C., Hendra Wibowo, F., & 

Noviyandi, R. (2021). How Celebrity Endorsement Influences Consumer’s 

Purchase Intention of Fashion Products on Instagram. Indonesian Business 

Review, 4(1), 44–56. https://doi.org/10.21632/ibr.4.1.44-56 

Farida, F., Osman, I. R., Lim, A. K., & Wahyuni, N. (2018). Efficiency of formal 

microfinance in Indonesia: Using data envelopment analysis application. 

Iranian Economic Review, 22(3), 787–810. 

https://doi.org/10.22059/ier.2018.66644 



56 
 

 
 

Fatmawati M, I., & Ali, H. (2021). Determination Attitude Toward Using and 

Purchase Intentions: Analysis of Perceived Ease of Use and Perceived 

Usefulness (Case Study of Instagram Shop’S Features on Social Media 

Instagram). Dinasti International Journal of Management Science, 3(1), 

119–133. https://doi.org/10.31933/dijms.v3i1.932 

Firman, A., Ilyas, G. B., Reza, H. K., Lestari, S. D., & Putra, A. H. P. K. (2021). 

The Mediating Role of Customer Trust on the Relationships of Celebrity 

Endorsement and E-WOM to Instagram Purchase Intention. Jurnal Minds: 

Manajemen Ide Dan Inspirasi, 8(1), 107. 

https://doi.org/10.24252/minds.v8i1.20594 

Firmanza, M. H. D., & Artanti, Y. (2022). Online Buying Intentions of Shopee 

Consumers: the Influence of Celebrity Endorsement, Social Media 

Marketing, and Brand Image. Jurnal Manajemen Pemasaran, 16(2), 87–95. 

https://doi.org/10.9744/pemasaran.16.2.87-95 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with 

unobservable variables and measurement error: Algebra and statistics. Sage 

Publications Sage CA: Los Angeles, CA. 

Fuad, M., Fikri, P., Ardiansyah, M. Y., & Rozi, M. R. A. (2022). Analisis 

Kualitas Sistem Informasi Akademik Menggunakan Pendekatan Model 

WebQual 4 . 0 Pada Universitas Pembangunan Nasional “ Veteran ” Jawa 

Timur. 39–46. 

Furqon, A. A. M. R. (2021). Pengaruh Social Commerce Constructs Terhadap 

Intention To Buy Melalui Trust, Familiarity, Perceived Usefulness Dan 

Intention To Search Pada Media Sosial Instagram. Repository Universitas 

Surabaya. http://repository.ubaya.ac.id/40944/2/JURNAL - PENGARUH 

SOCIAL COMMERCE CONSTRUCTS TERHADAP INTENTION TO 

BUY MELALUI TRUST.pdf 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). E-WOM scale: 

Word-of-mouth measurement scale for e-services context. Canadian Journal 

of Administrative Sciences, 27(1), 5–23. https://doi.org/10.1002/cjas.129 



57 
 

 
 

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The impact 

of customer-to-customer online know-how exchange on customer value and 

loyalty. Journal of Business Research, 59(4), 449–456. 

https://doi.org/10.1016/j.jbusres.2005.10.004 

Ha, N. T., Nguyen, T. L. H., Nguyen, T. P. L., & Nguyen, T. Do. (2019). The 

effect of trust on consumers’ online purchase intention: An integration of tam 

and tpb. Management Science Letters, 9(9), 1451–1460. 

https://doi.org/10.5267/j.msl.2019.5.006 

Hair Jr., J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-

SEM or CB-SEM: updated guidelines on which method to use. International 

Journal of Multivariate Data Analysis, 1(2), 107. 

https://doi.org/10.1504/ijmda.2017.10008574 

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. 

International Journal of Information Management, 35(2), 183–191. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). 

Electronic word-of-mouth via consumer-opinion platforms: What motivates 

consumers to articulate themselves on the Internet? Journal of Interactive 

Marketing, 18(1), 38–52. https://doi.org/10.1002/dir.10073 

Herzallah, D., Muñoz-Leiva, F., & Liebana-Cabanillas, F. (2022). Drivers of 

purchase intention in Instagram Commerce. Spanish Journal of Marketing - 

ESIC, 26(2), 168–188. https://doi.org/10.1108/SJME-03-2022-0043 

Hwang, H. S., & Cho, J. (2018). Why instagram? Intention to continue using 

instagram among Korean college students. Social Behavior and Personality, 

46(8), 1305–1315. https://doi.org/10.2224/SBP.6961 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in 

hospitality and tourism management. Tourism Management, 29(3), 458–468. 

https://doi.org/10.1016/j.tourman.2007.05.011 

Long, J. S. (2019). Factors influencing consumers ’ purchase intention towards 



58 
 

 
 

online group buying in Malaysia Yean Sien Liew * and Mohammad Falahat. 

10(1), 60–77. 

Millatina, A. N., Hamidah, S., & Herianingrum, S. (2020). Efektifitas Media 

Instagram Dan E-Wom ( Electronic Word Of Mouth ) Terhadap Minat Beli 

Serta Keputusan Pembelian Konten Sosial Media Yang Sering di Kunjungi. 

Jurnal Penelitian Ipteks Vol. 5 No. 1 Januari 2020, 5(1), 101–115. 

Moslehpour, M., Pham, V. K., Wong, W. K., & Bilgiçli, I. (2018). e-purchase 

intention of Taiwanese consumers: Sustainable mediation of perceived 

usefulness and perceived ease of use. Sustainability (Switzerland), 10(1). 

https://doi.org/10.3390/su10010234 

Mujiasih, R., & Wiwoho, G. (2020). Pengaruh Perceived Usefulness, Perceived 

Ease of Use Terhadap Trust dan Intention to buy KAI Access Tickets Online 

pada Generasi Millennial di Kabupaten Kebumen. Jurnal Ilmiah Mahasiswa 

Manajemen, Bisnis Dan Akuntansi (JIMMBA), 2(3), 476–490. 

https://doi.org/10.32639/jimmba.v2i3.492 

Nurrindar, M., & Wahjudi, E. (2021). Pengaruh self-efficacy terhadap keterlibatan 

siswa melalui motivasi belajar. Jurnal Pendidikan Akuntansi (JPAK), 9(1), 

140–148. 

Sarstedt, M., Hair Jr, J. F., Nitzl, C., Ringle, C. M., & Howard, M. C. (2020). 

Beyond a tandem analysis of SEM and PROCESS: Use of PLS-SEM for 

mediation analyses! International Journal of Market Research, 62(3), 288–

299. 

Spry, A., Pappu, R., & Cornwell, T. B. (2011). Celebrity endorsement, brand 

credibility and brand equity. In European Journal of Marketing (Vol. 45, 

Issue 6). https://doi.org/10.1108/03090561111119958 

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif, dan R&D – MPKK 

(Sugiyono (ed.); 2nd ed.). 2019. 

Sugiyono, D. (2013). Metode penelitian pendidikan pendekatan kuantitatif, 

kualitatif dan R&D. 



59 
 

 
 

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust 

and Consumers’ Purchase Intention in a Social Commerce Platform: A Meta-

Analytic Approach. SAGE Open, 12(2). 

https://doi.org/10.1177/21582440221091262 

Widyaningrum, P. W. (2019). Pengaruh Label Halal, Kesadaran Halal, Iklan, dan 

Celebrity Endorser terhadap Minat Pembelian kosmetik melalui variabel 

Persepsi sebagai Mediasi (Studi Pada Civitas Akademika Universitas 

Muhammadiyah Ponorogo). Capital: Jurnal Ekonomi Dan Manajemen, 2(2), 

74. https://doi.org/10.25273/capital.v2i2.3984 

Yang, F.-F., Pembelian, M., Khas, M., Secara Online, D., Rahmaningtyas, A., 

Hartono, S., & Suryantini, A. (2017). Factor Affecting Online Purcashing Of 

Local Food (Vol. 28, Issue 2). 

 

 

 

 

 

 

 

 

 

 

 

 


