
 
 

68 

BAB 5 

SIMPULAN DAN SARAN 

5.1. Simpulan 

Penelitian ini menguji pengaruh retailer’s website ethic dan 

kepercayaan pada website (trust in a website) dapat berpengaruh terhadap 

niat pembelian konsumen secara online (purchase intentions) melalui sikap 

pada website (attitude to website). Bedasarkan hasil penelitian pada bab 

sebelumnya maka kesimpulan yang diperoleh adalah sebagai berikut:  

1. Retailer’s website ethic berpengaruh positif dan signifikan terhadap 

sikap konsumen pada website Lazada di Surabaya. 

2. Kepercayaan pada website berpengaruh positif dan signifikan terhadap 

sikap pada website Lazada di Surabaya. 

3. Sikap pada website berpengaruh positif dan signifikan terhadap niat 

pembelian Lazada di Surabaya. 

4. Retailer’s website ethic berpengaruh positif dan signifikan terhadap niat 

pembelian Lazada di Surabaya. 

5. Kepercayaan pada website berpengaruh positif dan signifikan terhadap 

niat pembelian Lazada di Surabaya. 

6. Retailer’s website ethic berpengaruh positif dan signifikan terhadap niat 

pembelian melalui sikap pada website Lazada di Surabaya. 

7. Kepercayaan pada website berpengaruh tidak signifikan terhadap niat 

pembelian melalui sikap pada website Lazada di Surabaya. 

5.2. Saran 

Berdasarkan kesimpulan yang diperoleh maka dapat disarankan 

beberapa hal yaitu sebagai berikut: 
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5.2.1 Saran Akademis 

Penelitian ini diharapkan dapat menjadi dasar sebagai referensi untuk 

melakukan penelitian lebih lanjut dengan menambahkan variabel seperti 

perceived ease of use dan perceived usefulness dimana kedua hal tersebut 

merupakan dua hal yang berhubungan dengan pemanfaatan teknologi yang 

dapat mempengaruhi sikap dan memiliki niat pembelian. Pada hasil 

penelitian uji multikolinearitas menunjukkan terdapat multikolinearitas pada 

koefisien antar variabel sehingga hasil uji tidak sesuai dengan standar.  

Penelitian lebih lanjut diharapkan dapat mempelajari keterkaitan dan 

pengaruh yang lebih luas mengenai hubungan antar variabel yaitu, retailer’s 

website ethic, kepercayaan pada website, sikap pada website dan niat 

pembelian. Penelitian mendatang diharapkan mampu menjelaskan pengaruh 

antara variabel retailer’s website ethic terhadap kepercayaan pada website 

yang tidak dijelaskan dalam penelitian ini. 

5.2.2 Saran Praktis 

1.  Diharapkan agar Lazada dapat lebih meyakinkan konsumen bahwa situs 

website tersebut dapat memberikan kualitas produk yang baik agar 

konsumen memiliki anggapan positif terhadap Lazada bahwa Lazada 

dapat dipercaya. Maka dari itu, Lazada harus dapat membangun dan 

mempertahankan kepercayaan konsumen agar konsumen memiliki sikap 

yang baik, dimana konsumen senang dan nyaman terhadap website dan 

memiliki keinginan atau niat untuk melakukan pembelian melalui 

Lazada. 

2.  Diharapkan agar Lazada dapat terus memberikan pelayanan yang baik 

dan dapat menerapkan etika yang baik dalam menjalankan bisnis e-

commerce. Lazada juga perlu lebih cepat dan tanggap dalam mengatasi 
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berbagai permasalahan dan keluhan yang terjadi terkait kepentingan 

konsumen, agar konsumen tidak merasa dirugikan. 

3.  Diharapkan agar Lazada dapat terus memberikan promosi atau diskon 

yang menarik bagi konsumen agar konsumen terdorong untuk tetap 

melakukan pembelian dalam waktu dekat melalui situs tersebut.   

4.  Diharapkan agar Lazada dapat memenuhi keinginan para konsumen 

dengan memberikan kenyamanan terhadap konsumen dengan pemberian 

kebenaran informasi mengenai produk terkait yang dijual. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



71 
 

 
 

DAFTAR KEPUSTAKAAN 

Agag, M.Gomaa., dan El-Masry A.A., 2016, Why Do Consumers Trust 

Online Travel Websites? Drivers and Outcomes of Consumer Trust 

toward Online Travel Websites, Journal of Travel Research, April: 

pp 1-23.  

Ajzen, I., and Fishbein, M., 1975, Belief, Attitude, Intention and Behavior: 

An Introduction to Theory and Research, Research Gate, May. 

Alsajjan, A.Bander., dan Dennis, C., 2006, The Impact of Trust on 

Acceptance of Online Banking, European Association of Education 

and Research in Commercial Distribution, June: pp 1-19. 

Andryanto, R., 2016, Pengaruh Kepercayaan, Persepsi Manfaat, dan 

Persepsi Kemudahan Penggunaan terhadap Minat Beli di Toko 

Online, Yogyakarta: Program Studi Manajemen. 

Anggelina J.P., dan Japarianto, E., 2014, Analisis Pengaruh Sikap, 

Subjective Norm dan Perceived Behavioral Control Terhadap 

Purchase Intention Pelanggan SOGO Departement Store di 

Tunjungan Plaza Surabaya, Jurnal Strategi Pemasaran, Vol. 2, No. 

1, pp 1-7. 

Arfianti, S.R., 2014, Pengaruh Citra dan Kepercayaan terhadap Loyalitas 

Nasabah melalui Kepuasan Nasabah, Management Analysis Journal, 

Vol. 3, No. 2, pp 1–13. 

Aribowo, D.P.J., dan Nugroho, M.A., 2013, Pengaruh Trust dan Perceived 

of Risk Terhadap Niat untuk Bertransaksi Menggunakan E-

Commerce, Jurnal Nominal, Vol. 2, No. 1, pp 11-35. 

Asosiasi Penyelenggara Jasa Internet, 2016, Survei Internet APJII 2016, 

diakses 12 Mei 2017, https://www.apjii.or.id/survei2016 

Babin, B. J., Griffin, M., dan Boles, J. S., 2004, Buyer Reactions to  

Ethical Beliefs in The Retail Environment, Journal of Business 

Research, pp 1155-1163. 

 

https://www.apjii.or.id/survei2016


72 
 

 
 

Belanger, F., Hiller, J.S., dan Smith, W.J., 2002, Trustworthiness in 

Electronic Commerce: The Role of Privacy, Security, and Site 

Attributes, Journal of Strategic Information Systems, Vol. 11, pp 

245-270. 

Chen, Y.H., Wu, J.J. and Chang, H.T., 2013, Examining The Mediating 

Effect of Positive Moods on Trust Repair in E-Commerce, Internet 

Research, Vol. 23, No. 3, pp 355-371. 

Cho, H., dan Fiorito, S.S., 2008, Acceptance of Online Customization for 

Apparel Shopping, International Journal of Retail and Distribution 

Management, Vol. 37, No. 5, pp 389-407. 

Citera, M.R., Beauregard, R., dan Mitsuya, T., 2005, Experimental Study of 

Credibility in E-negotiations, Psychology and Marketing, Vol. 22, pp 

163–179. 

Detiknews, 2017, Sudah Membayar Lunas, Transaksi Online Dibatalkan Sepihak, 

diakses 29 Agustus 2017, https://news.detik.com/suara-pembaca/d-

3431594/sudah-membayar-lunas-transaksi-online-dibatalkan-sepihak 

Dwipayani, N.M., dan Rahyuda, K., 2016, Pengaruh Sikap dan Fashion 

Leadership terhadap Niat Beli Online Remaja di Kota Denpasar, E-

Jurnal Manajemen Unud, Vol. 5, No. 6, pp 3620-3646. 

Eggert, A., 2006, Intangibility and Perceived Risk in Online Environments, 

Journal of Marketing Management, Vol. 22, pp 553-572. 

Elliott, M.T., dan Speck, P.S., 2005, Factors That Affect Attitude toward A 

Retail Web Site, Journal of Marketing Theory and Practice, Vol. 13, 

No. 1, pp 40-51. 

Fong, H.S., 2013, A Study of Consumers’ Attitude Towards Online 

Shopping on Penang Famous Fruit Pickles, Malaysia: Faculty of 

Applied Social Sciences Open University Malaysia. Garg, A., 2013, 

Perceived Ethics of Online Apparel Retailers in India and Consumer 

Behavioral Intentions, Global Journal of Commerce and 

Management Perspective, Vol. 2, No. 3, pp 44-51. 

Freestone, O., dan Michell, V.W., 2004, Generation Y Attitudes Towards E-

Ethics and Internet - Related Misbehaviours, Journal of Business 

Ethics, Vol. 54, pp 121-128. 

https://news.detik.com/suara-pembaca/d-3431594/sudah-membayar-lunas-transaksi-online-dibatalkan-sepihak
https://news.detik.com/suara-pembaca/d-3431594/sudah-membayar-lunas-transaksi-online-dibatalkan-sepihak


73 
 

 
 

Ganguly, B., Dash, S.B., Cyr, D., dan Head, M., 2010, The Effects of 

Website Design on Purchase Intention in Online Shopping: The 

Mediating Role of Trust and The Moderating Role of Culture, 

International Journal Electronic Business, Vol. 8, No. 4/5, pp 302-

329. 

Garg, A., 2013, Perceived Ethics of Online Apparel Retailers in India and 

Consumer Behavioral Intentions, Global Journal of Commerce and 

Management Perspective, Vol. 2, No. 3, pp 44-51. 

Gefen, D., dan Straub, D., 2003, Managing User Trust in B2C E-services, 

E-Service Journal, Vol. 2, No. 2, Desember: pp 7-24. 

Ghozali, I., dan Fuad., 2005, Structural Equation Modeling, Semarang, 

Badan Penerbit Universitas Diponegoro. 

Ha, S., dan Stoel, L., 2009, Consumer E-shopping Acceptance: Antecedents 

in A Technology Acceptance Model, Journal of Business Research, 

Vol. 62, June: pp 565–571. 

Heijeden, H.V.D., Verhagen, T., dan Creemers, M., 2003, Understanding 

Online Purchase Intentions: Contributions From Technology and 

Trust Perspectives, European Journal of Information Systems, Vol. 

12, Oktober: pp: 41-48. 

Hsu, S.H., dan Bayarsaikhan, B.E., 2012, Factors Influencing on Online 

Shopping Attitude and Intention of Mongolian Consumers, The 

Journal of International Management Studies, Vol. 7, No. 2, 

October: pp 167-176. 

Indonesian.irib.ir, 2015, Dampak Teknologi Komunikasi pada Gaya    

Hidup, diakses 12 Mei 2017, indonesian.irib.ir/ranah/sosialita  

Jarvenpaa, S. L., Tractinsky, N., dan Vitale, M., 2000, Consumer Trust in 

an Internet Store, Information Technology and Management, Vol. 1, 

pp 45–71. 

Jogiyanto. (2007). Sistem Informasi Keperilakuan. Andi. Jogyakarta. 



74 
 

 
 

Kementrian Komunikasi dan Informatika Republik Indonesia, 2015, 

Prospek Bisnis E-commerce di Indonesia, diakses 22 Agustus 2017, 

https://kominfo.go.id/index.php/content/detail 

Kim, D.J., Ferrin, D.L., dan Rao, H.R., 2008, A Trust-Based Consumer 

Decision-Making Model in Electronic Commerce: The Role of 

Trust, Perceived Risk, and Their Antacedents, Journal Decision 

Support Systems,Vol. 44, pp 544-564. 

Kimery, K.M., dan McCord, M., 2002, Third-Party Assurances: The Road 

to Trust in Online Retailing, Hawaii International Conference on 

System Sciences, Vol. 4, No. 2, pp 63-82. 

Kotler., Phillip., dan Amstrong., 2008, Dasar-dasar Pemasaran, Edisi 

Kesembilan, Jilid 1, Jakarta: PT. Indeks Kelompok Gramedia. 

Kucuk, S.U., 2009, Consumer Empowerment Model: From Unspeakable to 

Undeniable, Direct Marketing: An International Journal, Vol. 3, No. 

4, pp 327-342. 

Kusuma, D.F., dan Septariani, B.G., 2013, Pengaruh Orientasi Belanja 

terhadap Intensi Pembelian Produk Pakaian secara Online pada 

Pengguna Online Shop, Jurnal Psikologi Industri dan Organisasi, 

Vol 02, No. 1, Februari: pp 1-10. 

Lazada.co.id, 2012, Keuntungan Belanja di Lazada, diakses 29 Agustus 

2017, http://www.lazada.co.id/special-promotion 

Lee, S., dan Jeong, M., 2012, Effects of E-servicescape on Consumers Flow 

Experiences, Journal of Hospitality and Tourism Technology, Vol. 3, 

No. 1: pp 47-59. 

Librianty, A., 2017, Ini 10 Toko Online Terbaik di Indonesia, diakses 24 

Agustus 2017, http://m.liputan6.com/tekno/read/3068210/ini-10-

toko-online-terbaik-di-indonesia 

Limbu, Y.B., Wolf, M., dan Lunsford, D., 2012, Perceived Ethics of Online 

Retailers and Consumer Behavioral Intentions The Mediating Roles 

of Trust and Attitude, Journal of Research in Interactive Marketing, 

Vol. 6, No. 2, June: pp 133-154. 

https://kominfo.go.id/index.php/content/detail
http://www.lazada.co.id/special-promotion
http://m.liputan6.com/tekno/read/3068210/ini-10-toko-online-terbaik-di-indonesia
http://m.liputan6.com/tekno/read/3068210/ini-10-toko-online-terbaik-di-indonesia


75 
 

 
 

Lind, D.A., dan Marchal, W.G., dan Wathen, S.A., 2007, Teknik-Teknik 

Statistika dalam Bisnis dan Ekonomi Menggunakan Kelompok Data 

Global, Jakarta: Salemba Empat. 

Ling, K.C., Chai, L.T., dan Piew, T.H., 2010, The Effects of Shopping 

Orientations, Online Trust and Prior Online Purchase Experience 

toward Customers’ Online Purchase Intention, International 

Business Research, Vol. 3, No. 3, pp 63-76. 

Liu, C., Marchewka, J.T., dan Ku, C., 2004, American and Taiwanese 

Perceptions Concerning Privacy, Trust, and Behavioral Intentions in 

Electronic Commerce, Journal of Global Information Management, 

Vol. 12, No. 1, pp 18-40. 

MARS, 2016, Studi E-Commerce Indonesia 2016, diakses 29 Agustus 

2017, http://www.marsindonesia.com 

McCole, P., Ramsey, E., dan Williams, J., 2010, Trust Considerations on 

Attitudes Towards Online Purchasing: The Moderating Effect of 

Privacy and Security Concerns, Journal of Business Research, Vol. 

63, pp 1018-1024. 

McKnight, D.H., Choudhury, V., dan Kacmar, C., 2002, The Impact of 

Initial Consumer Trust on Intentions to Transact with A Web Site: A 

Trust Building Model, Journal of Strategic Information System, Vol. 

11, pp 297-323. 

McKinght, D.H., dan Chervany, N.L., 2002, What Trust Means in E-

Commerce Customer Relationships: an Interdisciplinary Conceptual 

Typology, International Journal of Electronic Commerce, Vol. 6 No. 

2, pp 35-59. 

Meskaran, F., Ismail, Z., dan Shanmugam, B., 2013, Online Purchase 

Intention: Effects of Trust and Security Perception, Australian 

Journal of Basic and Applied Sciences, Vol. 7, No. 6, pp 307-315. 

Milne, G.R., dan Gordon, M.E., 1993, Direct Mail Privacy-Efficiency 

Trade-offs Within an Implied Social Contract Framework, Journal of 

Public Policy and Marketing, Vol. 12, No. 2, pp 206-215. 

Mowen, Jhon, C.. dan Minor, M., 2002, Perilaku Konsumen, Jilid 1 Edisi 

Kelima (terjemahan Lina Salim), Jakarta: Erlangga. 

http://www.marsindonesia.com/


76 
 

 
 

 

 

Noort, G.V., Kerkhof, P., dan Fennis, B.M., 2008, The Persuasiveness of 

Online Safety Cues: The Impact of Prevention Focus Compatibility 

of Web Content on Consumers’ Risk Perceptions, Attitudes, and 

Intentions, Journal of Interactive Marketing, Vol. 22, No. 4, pp. 58-

72. 

Nulufi, K., 2015, Minat Beli sebagai Mediasi Pengaruh Brand Image dan 

Sikap Konsumen terhadap Keputusan Pembelian Batik di 

Pekalongan, Semarang: Universitas Negeri Semarang.  

Pavlou, P.A., dan Fygenson, M., 2006, Understanding and Predicting 

Electronic Commerce Adoption: An Extension of the Theory of 

Planned Behavior, MIS Quarterly, Vol. 30, No. 1, Maret: pp 115–

143. 

Peter, J. P., and Olson, J. C., 2002, Consumer behaviour and marketing 

strategy, 6th ed, New York, McGraw-Hill Irwin. 

Prihadi, S.D., 2017, Peta Persaingan Situs e-Commerce di Indonesia, 

diakses 29 Agustus 2017, https://www.cnnindonesia.com 

Putro, H.B., dan Haryanto, B., 2015, Factors Affecting Purchase Intention 

of Online Shopping in Zalora Indonesia, British Journal of 

Economics, Management and Trade, Vol. 9, No. 1, pp 1-12. 

Roman, S., 2007, The Ethics of Online Retailing: A Scale Development and 

Validation from the Consumers’ Perspective, Journal of Business 

Ethics, Vol. 72, pp 131-148.  

Roman, S., 2010, Relational Consequences of Perceived Deception in 

Online Shopping: The Moderating Roles of Type of Product, 

Consumer’s Attitude Toward the Internet and Consumer’s 

Demographics, Journal of Business Ethics, Vol. 95, No. 3, pp 373-

391.  

Roman, S., dan Cuestas, P.J., 2008, The Perceptions of Consumers 

Regarding Online Retailers’ Ethics and Their Relationship with 

Consumers’ General Internet Expertise and Word of Mouth: A 

https://www.cnnindonesia.com/


77 
 

 
 

Preliminary Analysis, Journal of Business Ethics, Vol. 83, pp 641-

656. 

Roman, S., dan Ruiz. S., 2005, Relationship Outcomes of Perceived Ethical 

Sales Behavior: The Customer’s Perspective, Journal of Business 

Research, pp 439–445. 

Shaw, D., dan Shiu, E., 2002, The Role of Ethical Obligation and Self-

Identity in Ethical Consumer Choice, International Journal of 

Consumer Studies, Vol. 26, No. 2, pp 109-116. 

Solechah, I.N., 2017, Pengguna Internet di awal Tahun 2017 meningkat 

51%, diakses 29 Agustus 2017, https://www.herosoftmedia.co.id  

Suryani, T., 2008, Perilaku Konsumen Implkasi pada Strategi Pemasaran, 

Yogyakarta: Graha Ilmu. 

Sutisna, 2002, Perilaku Konsumen dan Komunikasi Pemasaran, Cetakan 

Pertama, Penerbit Liberty, Yogyakarta. 

Taylor, D.G., dan Strutton, D., 2010, Has E-Marketing Come of Age? 

Modeling Historical Influences on Post-Adoption Era Internet 

Consumer Behaviors, Journal of Business Research, Vol. 63, pp 

950-956. 

Urban, G.L., Amyx, C., dan Lorenzon, A., 2009, Online Trust: State of the 

Art, New Frontiers, and Research Potential, Journal of Interactive 

Marketing, Vol. 23, pp 179-190. 

Utomo, P., Lestariningsih, E., dan Suhari, Y., 2011, Kepercayaan terhadap 

Internet serta Pengaruhnya pada Pencarian Informasi dan Keinginan 

Membeli secara Online, Jurnal Dinamika Informatika. 

Widiyanto, I., dan Prasilowati, S.L., 2015, Perilaku Pembelian melalui 

Internet, Jurnal Manajemen dan Kewirausahaan, Vol. 17, No. 2, 

September: pp 109-112. 

Wijaya, K.K., 2014, Survei website E-commerce Paling Populer di 

Indonesia, diakses 29 Agustus 2017, https://id.techinasia.com/survei-

website-ecommerce-populer-indonesia 



78 
 

 
 

Wolfinbarger, M., dan Gilly, M.C., 2003, EtailQ: Dimensionalizing, 

Measuring and Predicting E-tail Quality, Journal of Retailing, Vol. 

79, pp 183-198.  

Wu, G., Hu, Xiaorui., dan Wu, Y., 2010, Effects of Perceived Interactivity, 

Perceived Web Assurance and Disposition to Trust on Initial Online 

Trust, Journal of Computer-Mediated Communication, Vol. 16, pp 

1-26. 

Sina, S.S., 2012, Modul Pembelajaran Analisis Multivariat, Surabaya: 

Fakultas Bisnis Universitas Katolik Widya Mandala. 

Yang, M.H., Lin, B., Chandlrees, N., dan Chao, H.Y., 2009, The Effect of 

Perceived Ethical Performance of Shopping Websites on Consumer, 

Journal of Computer Information Systems, Vol. 50, No. 1, pp 15-24. 

Yoo, B., dan Donthu, N., 2001, Developing a scale to measure the 

perceived quality of an internet shopping site (SITEQUAL), 

Quarterly Journal of Electronic Communication, Vol. 2 No. 1, pp 

31-46. 

Yoon, S.J., 2002, The Antecedents and Consequences of Trust in Online 

Purchase Decisions, Journal of Interactive Marketing, Vol. 16, No. 

2, pp 47-63. 

Zebua, A., 2015, Dampak Perkembangan Teknologi Informasi, diakses 15 

Juli 2017, https://www.kompasiana.com 

Zendehdel, M., Paim, L.B.H., Bojei, J.B., dan Osman, S.B., 2011, The 

Effects of Trust on Online Malaysian Students Buying Behavior, 

Journal of Basic and Applied Sciences, Vol. 5, No. 12, December: pp 

1125-1132. 

 

 


