CHAPTER V
CONCLUSION

In this chapter, the author will draw some conclusions based on the research that

has been conducted. There will be conclusion in general, suggestion for further

research, managerial implication and limitation of the research.

5.1 Conclusion

Based on the data result that has been discussed in previous chapter, these are the

following conclusion that can be pulled where;

5.1.1

a.
b.

512

Based on the analysis of the respondent’s profile

The number of respondent who fill the questionnaire are 111 respondent.
Based on characteristic of gender, the majority are male who have 70
respondent and female who have 41 respondent.

Based on age most of the respondents are around 20 — 30 years old which is 71
respondent.

Based on the place to buy the product the majority of the respondent which is

72 respondent buy the product offline.

Based on the result of PLS-SEM

Based on the data of PLS-SEM only two hypothesis are accepted

H1 Brand trust significantly affect the brand affection of OPPO smartphones
(H1 accepted). Based on this results, this means that there are significant effect

of brand trust to brand affection of OPPO smartphones.
H2 brand trust significantly affect attitudinal loyalty of OPPO Smartphone (H2

accepted). Based on this results, this means that there are significant effect of

brand trust to attitudinal loyalty of OPPO smartphones.
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H3 brand trust significantly affect behavioral loyalty of OPPO Smartphone (H3
Rejected). Based on this results, this means that there are no significant effect

of brand trust to behavioral loyalty of OPPO smartphones.

. H4 brand affection significantly affect attitudinal loyalty of OPPO Smartphone
(H4 accepted). Based on this results, this means that there are significant effect

of brand affection to attitudinal loyalty of OPPO smartphones.

H5 brand affection significantly affect behavioral loyalty of OPPO Smartphone
(H5 accepted). Based on this results, this means that there are significant effect

of brand affection to brand behavioral loyalty of OPPO smartphones.

H6 brand quality significantly affect attitudinal loyalty of OPPO Smartphone
(H6 accepted). Based on this results, this means that there are significant effect

of brand quality to attitudinal loyalty of OPPO smartphones.

. H7 brand quality significantly affect behavioral loyalty of OPPO Smartphones
(H7 Accepted). This means that there are significant affect from brand quality
to behavioral loyalty of OPPO smartphones, this means that the customer will
buy OPPO product again if the quality of OPPO product itself better or improve.

. H8 attitudinal loyalty significantly affect behavioral loyalty of OPPO
Smartphones (H8 Accepted). This means that there are significant affect from
attitudinal loyalty to behavioral loyalty of OPPO smartphones, this means that
when the customer wants to buy a new product then OPPO product will be one

of the product that the customer is thinking to buy.
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I. H9 brand trust significantly affect behavior loyalty with attitudinal loyalty as
mediating variable of OPPO smartphone (H9 Rejected). This means that there
are no significant effect of brand trust to behavioral loyalty with attitudinal

loyalty as a mediating variable.

j.  H10 brand affection significantly affect behavior loyalty with attitudinal loyalty
as mediating variable of OPPO smartphone (H10 accepted). This means that
there are significant effect of brand affection to behavioral loyalty with

attitudinal loyalty as a mediating variable.

k. H11 brand quality significantly affect behavior loyalty with attitudinal
loyalty as mediating variable of OPPO smartphone (H11 accepted). This means
that there are significant effect of brand quality to behavioral loyalty with
attitudinal loyalty as a mediating variable.

5.2 Managerial Implication

This research is meant to be meaningful for OPPO so that the company can
improve or create something new so that the customer can see and buy the product of
OPPO. From the result of the study, we have clear result that may facilitate for
management, as stated below:

1. On the research that nine out of eleven hypotheses that are accepted, this means
that brand quality and brand affection can directly or indirectly affect behavioral
loyalty of a customer, with this conclusion OPPO can try to create a friendly user
interface so that a non tech savy customer can easily use OPPO smartphone.
OPPO also needs to improve the gpu of its smartphone so that it can have better
performance than other smartphone competitor like VIVO. For OPPO to have a
great affectiom from its customer OPPO can create an app that is solely from
OPPO so that the customer knows why the customer wants to buy OPPO

smartphone
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2. Based on the research brand trust does not significantly affect behavioral loyalty,

this means that even if you have a high trust from the customer that doesn’t mean
that the customer will want to buy OPPO smartphones again. The company can
search how to change this by giving them something to trust on, for example to
plan a festival so that people will know OPPO more and that to promote one of
the key significant things about OPPO smartphones.

Research Limitation
Although the questionnaires were given an online form, because of several
limitations that can’t be controlled, not many fill the form, only the minimum of

data can be collected.

Because the object of the research is OPPO smartphones in general and the
company has different smartphones that means the respondent also has a different
smartphone. Because of that the respondents have different opinions on the

guestionnaire.

In the r-square results it shows that brand affection is low, this is because only
brand trust that influence it. Because of this other variables can not predict brand

affection,
In path coefficient results it shows that brand trust has negative relationship with

behavioral loyalty this can ean add the explanation of why brand trust didn’t

signifficantly effect brand trust in direct result and indirect result.
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5.4 Suggestion For Further Research
1. For further research, the researcher can spread the questionnaire not only on
online form but can also hand the questionnaire manually so that many
respondents can see and fulfill the questionnaire and can have a lot of data to

fulfill the criteria for the research.

2. For future research the researcher can also add more specific subject on
smartphones itself and not be to general when doing the research so that people

who has that specific smartphone can answer more correctly
3. The researcher can also add more variables that is conncetd with brand loyalty
and brand affection so that when trying to find the result of r-square it can have

more influence.

4. Future researcher can also try to see if changing the number of samples or even

the questionnaire itself will chaneg the path coefficient to positive.
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