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CHAPTER V 

CONCLUSION 

 

5.1 Conclusion 

Based on the results of analyses and research that has been conducted in this “The 

Impact of Denny Sumargo Credibility as Social Media Influencer on the Purchase Intention of 

Burger Bangor” named research, we can conclude that;  

1. Influencer’s credibility has a positive and significant influence on purchase intention. 

The strongest dimension that can have an impact on purchase intention is attractiveness. 

This result indicates that the credibility of Denny Sumargo can influence purchase 

intention in Burger Bangor. 

2. Influencer’s attractiveness has a positive and significant influence on purchase 

intention. Attractiveness is one of the dimensions of credibility that could affect 

consumer acceptance. This means that Denny Sumargo’s attractiveness as an influencer 

affected the purchase intention of Burger Bangor. 

3. Influencer’s trustworthiness has a positive and significant influence on purchase 

intention. Trustworthiness can persuade consumers and change the way their buying 

behaviour. This result indicates that Denny Sumargo’s trustworthiness has a significant 

impact on the purchase intention of Burger Bangor 

4. Influencer’s expertise has a positive and significant influence on purchase intention. 

Expertise, as a credibility dimension, can be an important factor in purchase intention 

of a consumer.  It means that Denny Sumargo’s expertise has a significant impact on 

the purchase intention of Burger Bangor. 

 

5.2 Managerial Implications 

Based on the result of this study, there are some implications that can be used in 

business, especially in the food and beverages industry; 

a. Credibility has a significant impact on purchase intention. So, businesses should hire or 

collaborate with influencers who are known to have good credibility. 

b. Based on the result of this study, businesses could work with influencers who are 

attractive in appearance or behavior, since attractiveness tends to have the strongest 

impact on purchase intention. 
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c. Businesses could give influencers with a proper knowledge about the brands or 

products, so consumers could consider purchasing the product since expertise could 

influence consumers’ purchase intention. 

d.  Trustworthiness is also one of the factors that could influence purchase intention. It is 

important for businesses to choose an influencer who is honest to build a relationship 

with consumers. 

 

5.3 Research Limitations 

Researchers acknowledge that there exist several limitations in this study during the 

process of research. Some limitation that can be identified are such; 

a. Since this research is conducted by using an online questionnaire, the distribution of 

respondents obtained was uneven, such that the majority of the gender of the respondent 

was male or the income group that was not distributed evenly. Since the demography 

was not even, it is not possible to see how balanced the representation of each group is. 

b. During research, there are a few respondents who do not understand or read the 

questions carefully. This could lead to a bias in research.  

c. Total samples used in this research is relatively small, so it can't describe the whole 

population well. 

d. There was still restricted previous research about this topic, so the sources for this 

research are relatively small. 

 

5.4 Future Research Suggestion 

The researcher is aware of several limitations in this study. Therefore, here are some 

suggestions for further research for a more comprehensive contribution; 

a. For further research, the scope can be expanded by examining other factors, such as 

brand perception or brand image. These factors can be included to provide a deeper 

understanding of purchase intention. 

b. Future research could aim for a more specific demography, such as age or job, or done 

in a specific area. This approach could obtain new insight and conclusions. 

c. For future research, it is recommended to search for more related studies with broader 

indicators.  

d. For future research, it is recommended to examine other F&B businesses in Indonesia.  
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