CHAPTER 5
CONCLUSION AND SUGGESTION

5.1. Conclusion

This research analysis to the impact of e-tail brand experience, brand loyalty,

brand trust with gender as the moderating variable at Zalora. it is concluded as

follows:

1.

E-tail brand experience in Zalora positively and significantly impact brand trust,
which means the better the online retail brand experience gained by consumers,
the higher the feeling of consumer trust in the brand.

E-tail brand experience in Zalora positively and significantly impact brand
loyalty, which means customer feels that Zalora can fulfil their needed then it
growth to become loyal to Zalora

Brand trust positively and significantly impact brand loyalty, which means as
the higher trust customer gain they are also gaining higher loyalty.

Gender doesn’t influence relationship between e-tail brand experience and
brand trust, which means there are no different buying behavior between man
and women.

Gender doesn’t influence relationship between e-tail brand experience and
brand loyalty. which means there are no different buying behavior between

man and women.

5.2. Limitation of Research

The limitation in this research is that this research used 150 samples and future

researches, it is recommended to use bigger number of samples. The availability of

the data from books the amounts of books provided in library is not fulfilled the

demand of data collected from many students.
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5.3. Suggestions
Based on the conclusion above are recommendation and suggestions that can be

taken into considerations as follows:
5.3.1. Suggestions for Theoretical
1. The next researches need to increase the number of respondents.

2. The next researches can be broadened to other e-commerce.

5.3.2. Suggestions for Practical
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1. It is suggested to Zalora and other online retailers to pay more attention to and

innovate or add useful features to the website so that consumers feel comfortable

and happy when visiting the website, this is one of the strategies that is suitable

to facilitate site results immediately appears when browsing. For examples

Zalora adding product category to make it easy for customer.

2. It is suggested to Zalora and other online retailers to innovate in terms of fashion

in convincing consumers to keep abreast of current developments so that brands

offered are always following developments, this is a strategy to create brands

that benefit consumers. For examples Zalora can also sell product that affordable

for each market segmentation.

3. It is suggested to Zalora and other online retailers to make consumers feel that

online stores are able to provide honest information and match the specifications

of products offered to consumers, this is a strategy to create an honest brand. For

examples Zalora giving information of the payment not only from their

application but also from e-mail or message and also they adding more

information for the size.

4. It is suggested to Zalora and other online retailers to pay more attention to and

maintain the quality of the products offered by checking and adjusting to the

changing market scope in order to compete with other national retailers, this is a

strategy to make brands online retailing as the best site for shopping. For

examples Zalora promote their unpopular brand in the main menu so, it will

attract customer to buy the products.



36

REFERENCE

Brakus, J.J., Schmitt, B.H., and Zarantonello, L. (2009). Brand experience: what is
it? How is it measured? Does it affect loyalty?. Journal of Marketing,
73(3), pp. 52-68.

Burt, S., and Davies, K. (2010). From the retail brand to the retailer as a brand:
themes and issues in retail branding research. International Journal of
Retail & Distribution Management, 38 (11/12), pp. 865-878

Consumer, Nielsen and Media View Survey. (2015). Inilah yang Dibeli orang
Indonesia di Toko Online/Internet. Accessed on 20 August 2018:
https://www.jurnalweb.com/yang-dibeli-orang-indonesia-di-toko-online-
internet/

Durianto, D., Sugiarto., dan Sitinjak, T. (2001). Strategi menaklukkan pasar
melalui riset ekuitas dan perilaku merek, Jakarta: PT. Gramedia Pustaka
Utama.

Dwi. (2018). Pilih marketplace atau toko online sendiri? pahami dulu
perbedaannya. Accessed on 20 August 2018:
http://blog.storelogy.com/pilih-marketplace-atau-toko-online-sendiri-
pahami-dulu-perbedaannya/

Ferrinadewi, Erna. (2008). Merek dan psikologi konsumen, Graha lImu, Y ogyakarta.

Ghozali, 1. (2016). Aplikasi analisis multivariate dengan program ibm spss 23.
Semarang : Badan penerbit universitas diponegoro

Ha, H.Y. (2004). Factors influencing consumer perceptions of brand trust online.
Journal of Product & Brand Management, 13 (5), pp. 329-342.

Jacoby, J., dan Chestnut, R., (1978). Brand loyalty: measurement and management,
New York: John Wiley and Sons.

Keller, K. (2008). Strategic brand management: building, measuring, and
managing brand equity, 3rd Edition. Upper Saddle River, NJ: Prentice
Hall.


http://blog.storelogy.com/pilih-marketplace-atau-toko-online-sendiri-pahami-dulu-perbedaannya/
http://blog.storelogy.com/pilih-marketplace-atau-toko-online-sendiri-pahami-dulu-perbedaannya/

37

Kennedy, A. and Coughlan, J. (2006). Online shopping portals: an option for
traditional retailers?. International Journal of Retail & Distribution
Management, 34 (7), pp. 516-528.

Khan,l. and Rahman. (2016). E-tail brand experience’s influence on e- brand trust
and e-brand loyalty: The moderating role of gender. Journal of Retail and
Distribution Management, 44 (6), pp. 588-606.

Kusuma, Yohanes S. (2014). Pengaruh brand experiene terhadap brand loyalty
melalui brand satisfaction dan brand trust harley davidson di surabaya.
Jurnal Manajemen Pemasaran Petra, 2 (1), pp. 1-14.

Notoatmodjo,Soekidjo. Prof. Dr. (2010). Kesehatan masyarakat ilmu dan seni.
Jakarta: PT Rineka Cipta

Ramaseshan., and Stein. (2014). Connecting the dots between brand experience and
brand loyalty: The mediating role of brand personality and brand
relationships. Journal of Brand Management, 21 (7/8), pp: 664—683

Rose, S., Clark, M., Samouel, P. and Hair, N. (2012). Online customer experience
in e-retailing: an empirical model of antecedents and outcomes, Journal of
Retailing, 88 (2), pp. 308-322.

Saveasbrand. (2016). 10 fashion e-commerce terpopuler di Indonesia. Acesed on
20 August 2018 :https://saveasbrand.com/10-situs-e-commerce-fashion-
terpopuler-di-indonesia/

Schiffman, L.G. and Kanuk, L.L. (2004). Consumen Behaviour. Upper Saddle
River, NJ: Pearson Prentice Hall.

Sugiyono. (1999). Metode Penelitian Bisnis, Bandung: CV. Alfabeta. ,2007.
Statistika Untuk Penelitian, Bandung, Penerbit :CV. Alfabeta.




