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BAB V 

PENUTUP 

5.1 Kesimpulan 

Berdasarkan analisis dan pembahasan yang ada maka dapat didapatkan 

keseimpulan dari penelitian ini antara lain sebagai berikut: 

1. Tidak terdapat pengaruh secara signifikan antara social recognition 

terhadap willingness to purchase masstige brand pada pengguna 

smartphone di Indonesia. 

2. Achievement signaling berpengaruh positif secara signifikan terhadap 

willingness to purchase masstige brand pada konsumen pengguna 

smartphone di Indonesia. 

3. Willingness to purchase masstige brand berpengaruh positif secara 

signifikan terhadap attitudinal loyalty pada konsumen pengguna 

smartphone di Indonesia. 

5.2 Keterbatasan Penelitian 

Adapun terdapat keterbatasan pada penelitian ini, antara lain sebagai 

berikut: 

1. Tidak dilakukan wawancara secara mendalam terhadap responden karena 

penelitian ini merupakan penelitian kuantitatif. Data yang dihasilkan 

berdasarkan jawaban responden atas kuesioner yang diberikan. Sehingga 

kesimpulan yang diambil berdasarkan data yang diperoleh dari penggunaan 

instrumen kuesioner secara tertulis. 
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2. Terbatasnya penelitian tentang masstige brand membuat peneliti sedikit 

mengalami kesulitan dalam menarik teori masstige brand untuk dilakukan 

pengembangan dan disajikan secara komprehensif. 

3. Istilah masstige brand masih belum terlalu dikenal di kalangan masyarakat. 

Meskipun telah dicantumkan pengantar pada kuesioner dan dilakukan sedikit 

penjelasan tentang masstige brand kepada calon responden, akan tetapi masih 

terdapat kemungkinan bahwa responden belum benar-benar memahami konsep 

masstige brand pada saat memberikan jawaban kuesioner. 

4. Terbatasnya produk yang mewakili masstige brand dan dapat dipahami oleh 

masyarakat Indonesia sebagai populasi pada penelitian ini. Sehingga masih 

terdapat kemungkinan bahwa responden masih berfokus pada merek yang 

dijadikan contoh dalam menjawab kuesioner.  

5.3 Saran 

Adapun saran yang dapat diberikan pada penelitian ini antara lain adalah 

sebagai berikut: 

1. Dengan adanya hasil penelitian ini, perusahaan diharapkan mampu menangkap 

fenomena kebutuhan psikologi konsumen agar bisa menyediakan variasi 

produk dimana dapat menonjolkan achievement signaling sehingga 

meningkatkan penjualan. 

2. Diharapkan perusahaan dapat memanfaatkan hasil penelitian ini dalam 

pengembangan dan penerapan strategi masstige sebagai solusi inovasi merek 

untuk menumbuhkan attitudinal loyalty konsumen. Karena konsumen dengan 
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attitudinal loyalty yang tinggi tidak hanya akan melakukan pembelian kembali 

akan tetapi akan bersedia untuk memberikan sesuatu yang lebih bagi 

perusahaan seperti menepis isu negatif serta memberikan rekomendasi berupa 

positive word of mouth. 

3. Kedepan, perusahaan harus mampu menekan biaya produksi tanpa 

mengorbankan nilai kemewahan produk sehingga mampu memproduksi 

masstige brand sehingga dapat meningkatkan penjualan. 

4. Perusahaan dapat meningkatkan hubungan baik dengan komunitas dan aktif 

mengadakan kegiatan yang melibatkan komunitas untuk menangkap 

kebutuhan psikologis konsumen secara tepat agar perusahaan mampu 

memproduksi masstige brand sesuai dengan permintaan pasar secara akurat. 

 

 



 

 
 

DAFTAR RUJUKAN 

Apple Inc. (2023). United States Securities and Exchange Commision, Apple Inc. Annual 
Report2023. 
https://s2.q4cdn.com/470004039/files/doc_earnings/2023/q4/filing/_10-K-Q4-2023-
As-Filed.pdf 

Apple Inc. (2024). United States Securities and Exchange Commision, Apple Inc. Annual 
Report2024. 
https://s2.q4cdn.com/470004039/files/doc_earnings/2024/q1/filing/_10-Q-Q1-2024-
As-Filed.pdf 

Bandyopadhyay, S., & Martell, M. (2007). Does attitudinal loyalty influence behavioral 
loyalty? A theoretical and empirical study. Journal of Retailing and Consumer 
Services, 14(1), 35–44. 

Bennett, R., & Rundle-Thiele, S. (2002). A comparison of attitudinal loyalty measurement 
approaches. Journal of Brand Management, 9, 193–209. 

Burhanudin, B. (2023). Masstige Marketing: Addressing Short‐Term and Long‐Term 
Happiness. International Journal of Consumer Studies, 1–18. 

Burhanudin, B., & Putri, S. S. (2023). The Consequences of Social Comparison on Price-
Quality Schema, Prestige Sensitivity, and Willingness to Purchase. Jurnal 
Manajemen Dan Inovasi (MANOVA), 6(2), 63–82. 

Chung, T., Lee, K.-Y., & Kim, U. (2022). The impact of sustainable management strategies 
of sports apparel brands on Brand Reliability and purchase intention through single 
person media during COVID-19 pandemic: A path analysis. Sustainability, 14(12), 
7076–7088. 

Dandis, A., & Wright, L. T. (2020). The effects of CARTER model on attitudinal loyalty in 
Islamic banks. International Journal of Quality and Service Sciences, 12(2), 149–
171. 

Diallo, M. F. (2012). Effects of store image and store brand price-image on store brand 
purchase intention: Application to an emerging market. Journal of Retailing and 
Consumer Services, 19(3), 360–367. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. Journal of Marketing Research, 
18(1), 39–50. 

García-Salirrosas, E. E., & Acevedo-Duque, Á. (2022). PERVAINCONSA Scale to 
Measure the Consumer Behavior of Online Stores of MSMEs Engaged in the Sale of 
Clothing. Sustainability, 14(5), 2638–2654. 

Gravetter, F. J., & Forzano, L.-A. B. (2018). Research methods for the behavioral sciences. 
Cengage Learning. 



 

 
 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to 
report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

Helm, R., Möller, M., Mauroner, O., & Conrad, D. (2013). The effects of a lack of social 
recognition on online communication behavior. Computers in Human Behavior, 
29(3), 1065–1077. 

Hong, I. B., & Cho, H. (2011). The impact of consumer trust on attitudinal loyalty and 
purchase intentions in B2C e-marketplaces: Intermediary trust vs. seller trust. 
International Journal of Information Management, 31(5), 469–479. 

Hsu, H. Y., & Tsou, H.-T. (2011). Understanding customer experiences in online blog 
environments. International Journal of Information Management, 31(6), 510–523. 

Khan, M. T. (2013). Customers loyalty: Concept & definition (a review). International 
Journal of Information, Business and Management, 5(3), 168–191. 

Khan, M. T., Humayun, A. A., & Sajjad, M. (2015). Customer loyalty-attitudinal and 
behavioral aspects (A review). International Journal of Information, Business and 
Management, 7(2), 168–191. 

Kumar, A., Paul, J., & Starčević, S. (2021). Do brands make consumers happy? - a masstige 
theory perspective. Journal of Retailing and Consumer Services, 58, 102318–102330. 

Le, M. H., & Nguyen, P. M. (2022). Integrating the theory of planned behavior and the 
norm activation model to investigate organic food purchase intention: evidence from 
Vietnam. Sustainability, 14(2), 816–832. 

Lin, L., & Lu, C. (2010). The influence of corporate image, relationship marketing, and 
trust on purchase intention: the moderating effects of word‐of‐mouth. Tourism 
Review, 65(3), 16–34. 

Lu, L.-C., Chang, W.-P., & Chang, H.-H. (2014). Consumer attitudes toward blogger’s 
sponsored recommendations and purchase intention: The effect of sponsorship type, 
product type, and brand awareness. Computers in Human Behavior, 34, 258–266. 

Nayak, B. C., Nayak, G. K., & Jena, D. (2020). Social recognition and employee 
engagement: The effect of social media in organizations. International Journal of 
Engineering Business Management, 12, 1–12. 

Ong, C. H., Md. Salleh, S., & Zien Yusoff, R. (2016). The role of emotional and rational 
trust in explaining attitudinal and behavioral loyalty: An insight into SME brands. 
Gadjah Mada International Journal of Business, 18(1), 1–19. 

Ozdemir, E., & Sonmezay, M. (2020). The Effect of The E-Commerce Companies’ 
Benevolence, Integrity and Competence Characteristics on Consumers’ Perceived 
Trust, Purchase Intention and Attitudinal Loyalty. Business and Economics Research 
Journal, 11(3), 807–821. 

Panda, T. K., Kumar, A., Jakhar, S., Luthra, S., Garza-Reyes, J. A., Kazancoglu, I., & 
Nayak, S. S. (2020). Social and environmental sustainability model on consumers’ 



 

 
 

altruism, green purchase intention, green brand loyalty and evangelism. Journal of 
Cleaner Production, 243, 118575–118586. 

Paul, J. (2015). Masstige marketing redefined and mapped: Introducing a pyramid model 
and MMS measure. Marketing Intelligence & Planning, 33(5), 691–706. 

Paul, J. (2018). Toward a’masstige’theory and strategy for marketing. European Journal of 
International Management, 12(5–6), 722–745. 

Purohit, S., & Radia, K. N. (2022). Conceptualizing masstige buying behavior: A mixed-
method approach. Journal of Business Research, 142, 886–898. 

Saini, S., & Singh, J. (2020). A link between attitudinal and behavioral loyalty of service 
customers. Business Perspectives and Research, 8(2), 205–215. 

Sarkar, A., & Roy, S. (2016). Validating a scale to measure consumer’s luxury brand 
aspiration. Journal of Product & Brand Management, 25(5), 465–478. 

Shankar, V., Smith, A. K., & Rangaswamy, A. (2003). Customer satisfaction and loyalty in 
online and offline environments. International Journal of Research in Marketing, 
20(2), 153–175. 

Siber, K., & Online, T. (2023). Metode Survei dan Sebaran Responden Penggunaan Mobile 
Internet Tingkat Penetrasi Internet Penggunaan Fixed Broadband Perilaku 
Penggunaan Internet Akses Konten Internet Daftar Isi. 
https://survei.apjii.or.id/survei/2023 

Silverstein, M. J., & Fiske, N. (2003). Luxury for the masses. Harvard Business Review, 
81(4), 48–59. 

Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase 
intentions. Journal of Current Issues & Research in Advertising, 26(2), 53–66. 

Truong, Y., McColl, R., & Kitchen, P. J. (2009). New luxury brand positioning and the 
emergence of masstige brands. Journal of Brand Management, 16(5–6), 375–382. 

Truong, Y., McColl, R., & Kitchen, P. J. (2010). Uncovering the relationships between 
aspirations and luxury brand preference. Journal of Product & Brand Management, 
19(5), 346–355. 

  

 


