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Abstract:  Thiis study aiiims to determiine the effect of priice, product quailiity, aind 

promotiion on repurchaise iintentiion, wiith consumer saitiisfaictiion ais ain 

iinterveniing vairiiaible. Thiis quaintiitaitiive reseairch uses ai daitai collectiion tool iin 

the form of ai questiionnaiiire. The populaitiion aind saimple iin thiis study were 110 

respondents, usiing priimairy daitai usiing the purposiive saimpliing method. The 

criiteriiai for respondents iin thiis study were consumers who haid bought aind used 

Maiybelliine products ait leaist twiice. The daitai ainailysiis techniique used iis paith 

leaist squaires (paith ainailysiis) wiith SmairtPLS 3.0. The results of the study show 

thait: 1) there iis ai pairtiiail aind siigniifiicaint effect of priice, product quailiity, aind 

promotiion on repurchaise iintentiion, 2) there iis ai pairtiiail aind siigniifiicaint effect of 

priice, product quailiity, aind promotiion on customer saitiisfaictiion, aind 3) there iis 

ain effect of priice, product quailiity, aind promotiion of repurchaise iintentiions 

through pairtiiail aind siigniifiicaint customer saitiisfaictiion. Thiis reseairch iis expected 

to be ain iinput for Maiybelliine compainy poliicy-maikiing iin mairketiing. 
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1. Introduction 

The aige of globailiizaitiion iis progressiing yeair by yeair. The iimpaict of growth iin the aige of 

globailiizaitiion on vairiious aispects of humain liife ait aill levels of sociiety iis iimmeaisuraible. Both 

aire economiic, sociiail, poliitiicail, technologiicail, enviironmentail, culturail, etc. The development 

of the erai of globailiizaitiion iin the economiic fiield iis liikely to aicceleraite competiitiion iin the 

busiiness world, both iin domestiic aind iinternaitiionail mairkets. 

The cosmetiics iindustry iis one of the iindustriies aiffected by the development of thiis erai of 

globailiizaitiion. Aiccordiing to ai study on the growth of the Iindonesiiain cosmetiics iindustry 

mairket from 2010 to 2015, the domestiic cosmetiics mairket iin 2015 iis expected to grow by 

8.3% ait ai vailue of Rs 13.9 triilliion compaired to 2014, showiing ain upwaird trend. iis whait they 

saiiid. 12.8 triilliion ait 6 rupees. From 2010 to 2015, the domestiic mairket of the cosmetiics 

iindustry grew ait ain aiveraige ainnuail raite of 9.67% (https: http://ccii-iindonesiiai.com). Thiis daitai 

proves thait the demaind for naitiionail cosmetiics contiinues to grow. 

Maiybelliine iis ain Iindonesiiain cosmetiic braind from the USAi, mainufaictured by PT L'Oreail 

Group, aidaiptaible to Iindonesiiain skiin tones aind cliimaite condiitiions. Aiccordiing to 

compais.co.iid, e-commerce sailes for the Maiybelliine braind reaiched 6.2 biilliion iin iits fiirst 
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month iin eairly 2021, wiith over 126,000 trainsaictiions recorded. Thiis daitai shows thait 

Maiybelliine cain compete wiith other cosmetiic compainiies, aind Maiybelliine cosmetiics aire ai 

product gaiiiniing siigniifiicaint iinterest iin Iindonesiiai. However, Maiybelliine's Top Braind Iindex 

reseairch aicross multiiple product caitegoriies shows thait Maiybelliine's products cainnot compete 

wiith other brainds. Thiis problem cain be aiffected by priiciing, product quailiity, aind Maiybelliine 

product promotiions.  

Definition of price, product quality, and promotion among others: (1) According to 

Kotler and Armstrong (2016), price the amount of money charged for a product or service, or 

the sum of value that customers exchange for the benefits or having or using the product or 

service, (2) According to Kotler and Keller (2016), product quality is a product or service 

characteristic that influences its ability to satisfy stated or implied customer needs, (3) 

According to Kotler and Keller (2016), promotion is an activity that communicates product 

superiority and persuades target customers to buy it. 

According to Kotler and Keller (2016), the purchasing decision process is a process 

where consumers go through five stages, namely the introduction of information seeking 

needs, evaluation of alternatives, purchase decisions, and post-purchase behavior. Post-

purchase behavior is the stage of the process where consumers take further action after 

making a purchase, based on their satisfaction and dissatisfaction. Repurchase intention is 

one of post-purchase consumer behavior. According to Kotler and Armstrong (2016), 

customer satisfaction is the key to building profitable relationships with consumers, retaining 

and growing consumers, and accumulating customer lifetime value. According to Kotler and 

Keller (2016), satisfaction is a person's pleasure or disappointment resulting from comparing 

the perceived product or service performance (or results) with expectations. The customer is 

satisfied if the performance or experience falls below expectations. If it exceeds expectations, 

the customer is very satisfied or happy. Customer satisfaction occurs when customers are 

satisfied with the quality and quantity offered by a product. If customer satisfaction occurs, it 

will create repurchase interest for consumers. 

Baised on the descriiptiion aibove, the formulaitiion of the reseairch problem iincludes the 

followiing: (1) Does the priice aiffect repurchaisiing iinterest iin Maiybelliine products?, (2) Does 

product quailiity aiffect iinterest iin repurchaisiing Maiybelliine products?, (3) Does the promotiion 

aiffect repurchaisiing iinterest iin Maiybelliine products?, (4) Does priice aiffect consumer 

saitiisfaictiion wiith Maiybelliine products?, (5) Does product quailiity aiffect consumer saitiisfaictiion 

wiith Maiybelliine products?, (6) Does promotiion aiffect consumer saitiisfaictiion wiith Maiybelliine 

products?, (7) Does customer saitiisfaictiion aiffect consumer saitiisfaictiion wiith Maiybelliine 

products?, (8) Does consumer saitiisfaictiion mediiaite the effect of priice on repurchaisiing iinterest 

iin Maiybelliine products?, (9) Does consumer saitiisfaictiion mediiaite the effect of product quailiity 

on repurchaisiing iinterest iin Maiybelliine products?, (10) Does consumer saitiisfaictiion mediiaite 

the effect of promotiion on repurchaisiing iinterest iin Maiybelliine products? 

Thiis study aiiimed to determiine aind ainailyze the effect of priice, product quailiity, aind 

promotiion on repurchaise iintentiion through pairtiiail customer saitiisfaictiion wiith Maiybelliine 

products. This research must be carried out so that companies evaluate their performance in 

terms of price, product quality, and promotion so that consumers feel satisfied and will raise 

repurchase interest in consumers. 
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2. Research Method 

Types of research 

Thiis study iis quaintiitaitiivei. Aiccordiing to Sugiiyono (2019), thei quaintiitaitiivei meithod iis useid 

ais ai reiseiairch meithod baiseid on thei phiilosophy of posiitiiviism aind usuailly useid to eixaimiinei 

speiciifiic populaitiions or saimpleis. Daitai colleictiion useis reiseiairch iinstrumeints, aind daitai ainailysiis 

iis quaintiitaitiivei or staitiistiicail to teist eistaibliisheid hypotheiseis. 

Data source 

Two daitai sourceis airei useid iin thiis study: priimairy aind seicondairy daitai. Thei preiliimiinairy 

daitai iis colleicteid from reispondeints through ai queistiionnaiiirei iin thei form of ai Googlei form. Thei 

seicondairy daitai sourceis useid by reiseiaircheirs iin thiis study caimei from book liiteiraiturei on 

reiseiairch vairiiaiblei theiory, weibsiiteis, aind preiviious reiseiairch iin naitiionail aind iinteirnaitiionail 

sciieintiifiic journails. 

Population 

Aiccordiing to Sugiiyono (2019), ai populaitiion iis ai geineirailiizeid aireiai of objeicts or subjeicts 

wiith speiciifiic quaintiitiieis aind chairaicteiriistiics deiteirmiineid by aiuthors ais objeicts of study aind 

reiaisoniing. Thei study populaitiion iis aill consumeirs of beiaiuty products. 

Sample 

Aiccordiing to Sugiiyono (2019), thei saimplei iis pairt of thei numbeir aind chairaicteiriistiics of 

thei populaitiion. Thei saimpleis colleicteid iin thiis study weirei consumeirs of Maiybeilliinei products. 

Sampling technique 

Thei saimpliing teichniiquei useid iis non-probaibiiliity saimpliing wiith ai purposiivei saimpliing 

meithod. Baiseid on thei saimpliing teichniiquei by Wiidiiyainto (2008), staiteis thait followiing formulai 

iis useid to deiteirmiinei thei saimplei whein thei populaitiion iis lairgei, aind thei numbeir iis unknown. 

Thei formulai iis useid: 

   
  

       
 

Wiith deiscriiptiion: 

 n iis thei numbeir of saimpleis sought 

 z iis thei leiveil of confiideincei iin deiteirmiiniing thei saimplei 

 Moei iis thei maixiimum mairgiin of eirror or eirror thait cain bei toleiraiteid, usuailly 10% 

 

Baiseid on thei deiteirmiinaitiion of thei saimplei aibovei, thei numbeir of saimpleis iin thiis study wais 

96 reispondeints (roundeid off from 96.04). 

 

Data collection technique 

Thei daitai colleictiion teichniiquei useid iin thiis study wais ai queistiionnaiiirei. Aiccordiing to 

Sugiiyono (2019), ai queistiionnaiiirei iis ai daitai colleictiion teichniiquei thait proviideis reispondeints 

wiith queistiions or wriittein staiteimeints to ainsweir. Daitai colleictiion wais obtaiiineid by diistriibutiing 

ain onliinei queistiionnaiiirei usiing Googlei Forms. 

Variable Measurement Scale 

Thei vairiiaiblei meiaisureimeint scailei useis ai Liikeirt scailei wiith ai scorei from 1 to 5. Whiich ai 

scorei of 1 iis strongly diisaigreiei to ai scorei of 5 iist strongly aigreiei. Thei daitai ainailysiis teichniiquei 

iin thiis study useid Pairtiiail Leiaist Squairei (PLS) ainailysiis wiith SmairtPLS 3.0 softwairei. 

Data analysis technique 

Thei steip of ainailyziing thei daitai iin thiis study wais to peirform deiscriiptiivei ainailysiis 

(deiscriiptiion of reispondeint chairaicteiriistiics aind deiscriiptiion of thei vairiiaibleis), thein thei daitai wais 
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ainailyzeid usiing PLS. Aiccordiing to Haimiid ainf Ainwair (2019), PLS iis ai vairiiaint-baiseid SEiM 

staitiistiicail meithod deisiigneid to solvei multiiplei reigreissiion whein daitai probleims airiisei, such ais 

smaill study saimplei siizeis, miissiing daitai (miissiing vailueis), aind multiicolliineiairiity. PLS-SEiM hais 

two modeils, ain outeir modeil aind ain iinneir modeils. 

 

3. Results and Discussion 

3.1. Results 

Analysis of Description of Respondent Characteristics 

Iin thiis study, 110 reispondeints weirei obtaiiineid wiith thei followiing chairaicteiriistiics. 

a. Gender 

Taiblei 1. Reispondein Chairaicteiriistiics from Geindeir 

No Geindeir Totail Peirceintaigei 

1 Womain 103 93,6% 

2 Main 7 6,4% 

TOTAiL 110 100% 

Source: Questionnaire Data 

Baiseid on thei taiblei aibovei, iit shows thait of 110 reispondeints, 103 reispondeints airei 

feimailei (93.6%), aind 7 otheir reispondeints airei mailei (6.4%). Thei reisult cain concludeid thait 

womein domiinaitei useirs of Maiybeilliinei products.  

b. Age 

Taiblei 2. Reispondein Chairaicteiriistiics from Aigei 

No Aigei Totail Peirceintaigei 

1 17- 19  4 3,7% 

2 21-25 104 94,,5% 

3 ≥ 26 2 1,8% 

TOTAiL 110 100% 

Source: Questionnaire Data 

Baiseid on thei taiblei aibovei, iit shows thait of thei 110 reispondeints ais ai saimplei, theirei 

weirei 4 reispondeints aigeid 17-19 yeiairs (3,7%), 104 reispondeints aigeid 21-25 yeiairs (94,5%), 

aind 2 reispondeints aigeid morei thain 26 yeiairs (1,8%). Thei reisult cain concludei thait 

Maiybeilliinei products airei most iin deimaind by reispondeints aigeid 21-25. 

c. Domicile 

Taiblei 3. Reispondein Chairaicteiriistiic from Domiiciilei 

No Domiiciilei Totail Peirceintaigei 

1 Jaiwai 106 96,4% 

2 Riiaiu 2 1,8% 

4 Sumaiteirai 1 0,9% 

5 Sulaiweisii 1 0,9% 

TOTAiL 110 100% 

Source: Questionnaire Data 

Thei taiblei aibovei shows thait of thei 110 reispondeints, 106 weirei domiiciileid iin thei Jaivai 

aireiai (96,4%), aind thei reist caimei from Riiaiu, Sumaitrai, aind Sulaiweisii. Thei maijoriity of 

Maiybeilliinei reispondeints comei from Jaivai, wiith 106 reispondeints. 
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d. Income 

Taiblei 4. Reispondeint Chairaicteiriistiics from Iincomei 

No Iincomei Totail Peirceintaigei 

1 < Rp 500.000 34 31% 

2 Rp 500.001 – Rp 1.000.000 38 34,5% 

3 ˃ Rp 1.000.001 38 34,5% 

TOTAiL 110 100% 

Source: Questionnaire Data 

Baiseid on thei taiblei aibovei shows thait of 110 reispondeints, 34 reispondeints haivei ain 

iincomei of < Rp.500,000 (31%), 38 reispondeints haivei ain iincomei of Rp.500,001 - 

Rp.1,000,000 (34,5%), aind 38 otheir reispondeints haivei ai reiveinuei of ˃ Rp.1,000,001 

(34,5%). Thei reisult cain concludei thait most Maiybeilliinei useirs haivei iincomeis raingiing from 

Rp.500,000 untiil morei thait Rp 1.000.001 beicaiusei both iincomei caiteigoriieis haivei thei saimei 

numbeir of reispondeints, 38. 

e. Job 

Taiblei 5. Reispondeint Chairaicteiriistiics from Job 

No Job Totail Peirceintaigei 

1 Studeint 98 89,1% 

2 Goveirnmeint eimployeieis 0 0 

3 Priivaitei eimployeiei 7 6,4% 

4 Seilf-eimployeid 1 0,9% 

5 Eitc 4 2,6% 

TOTAiL 110 100% 

Source: Questionnaire Data 

Thei taiblei aibovei shows thait of thei 110 reispondeints, 98 reispondeints weirei studeints 

(89,1%), 7 reispondeints weirei priivaitei eimployeieis (6.4%), 1 reispondeint wais seilf-eimployeid 

(0.9%), aind 4 reispondeints haid jobs otheir thain thei caiteigoriieis aivaiiilaiblei iin thei reiseiaircheir's 

queistiionnaiiirei wiith ai peirceintaigei of 2,6%. Thei reisult iis thait most Maiybeilliinei reispondeints 

airei studeints or colleigei studeints, totailiing 98 reispondeints. 

f. Whether or not you have ever bought and used Maybelline products 

Taiblei 6. Reispondeint Cairaicteiriistiic from Wheiteir or Not You Haivei Eiveir Bought aind Usei 

Maiybeilliinei Products 

No 
Wheitheir or not you haivei eiveir bought aind 

useid Maiybeilliinei products 
Totail Peirceintaigei 

1 Yeis 110 100% 

2 No 0 0 

TOTAiL 110 100% 

Source: Questionnaire Data 

Thei taiblei aibovei shows thait out of 110 reispondeints, aill reispondeints haivei bought aind 

useid Maiybeilliinei products. 

 

Outer Model 

a. Convergent validity 

Aiccordiing to Sugiiyono (2019), conveirgeint vailiidiity reilaiteis to thei priinciiplei thait thei 

meiaisureis of ai construct should bei hiighly correilaiteid. 
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Taiblei 7. Loaidiing Faictor aind Cross Loaidiing Vailuei 

 H KP PR KK MBU STATUS 

H1 0,685 0,489 0,517 0,359 0,404 Vailiid 

H2 0,710 0,597 0,477 0,626 0,533 Vailiid 

H3 0,859 0,652 0,573 0,681 0,635 Vailiid 

H4 0,688 0,395 0,312 0,359 0,455 Vailiid 

KP1 0,537 0,693 0,561 0,448 0,466 Vailiid 

KP2 0,643 0,720 0,539 0,510 0,451 Vailiid 

KP3 0,538 0,736 0,651 0,624 0,496 Vailiid 

KP4 0,578 0,773 0,621 0,668 0,506 Vailiid 

KP5 0,608 0,819 0,632 0,675 0,567 Vailiid 

KP6 0,459 0,658 0,611 0,554 0,532 Vailiid 

KP7 0,526 0,711 0,555 0,578 0,397 Vailiid 

KP8 0,474 0,714 0,542 0,569 0,466 Vailiid 

KP9 0,476 0,751 0,567 0,580 0,476 Vailiid 

KP10 0,553 0,709 0,582 0,579 0,586 Vailiid 

PR1 0,379 0,581 0,712 0,453 0,423 Vailiid 

PR2 0,497 0,580 0,786 0,588 0,661 Vailiid 

PR3 0,458 0,537 0,733 0,506 0,461 Vailiid 

PR4 0,336 0,598 0,661 0,401 0,335 Vailiid 

PR5 0,561 0,588 0,648 0,510 0,451 Vailiid 

KK1 0,615 0,774 0,606 0,802 0,577 Vailiid 

KK2 0,638 0,598 0,561 0,877 0,697 Vailiid 

KK3 0,585 0,652 0,604 0,844 0,759 Vailiid 

MBU1 0,604 0,511 0,489 0,651 0,835 Vailiid 

MBU2 0,604 0,580 0,614 0,717 0,864 Vailiid 

MBU3 0,653 0,571 0,567 0,649 0,8870 Vailiid 

MBU4 0,519 0,558 0,536 0,612 0,676 Vailiid 

Source: Primary Data is Processed (2023) 

 

Iin thei taiblei aibovei, theirei airei priicei vairiiaibleis (H), product quailiity (KP), promotiion (PR), 

customeir saitiisfaictiion (KK), aind reipurchaisei iinteireist (MBU). Thei loaidiing reiquiireimeint useid iin 

thiis study iis 0.60, aind thei reisults of thei daitai proceissiing aibovei show thait aill iindiicaitors haivei 

meit thei loaidiing reiquiireimeints. Thein thei queistiionnaiiirei staiteimeint iiteims airei deiclaireid to haivei 

fulfiilleid theiiir conveirgeint vailiidiity. 

 

b. Discriminat validity 

Ain iindiicaitor iin thiis reiseiairch iis vailiid iif thei conveirgeincei vailiidiity aind diiscriimiinaint vailiidiity 

contaiiineid iin thei outeir modeil haivei beiein fulfiilleid. Aiccordiing to Ghozailii aind Laitain, (2015), 

diiscriimiinaint vailiidiity reilaiteis to thei priinciiplei thait diiffeireint construct meiaisureis should not bei 

hiighly correilaiteid. Thei cross-loaidiing vailuei iin thiis study cain bei seiein iin taiblei 3.7. Cross-

loaidiing compaireis onei vairiiaiblei's iindiicaitor loaidiing vailuei wiith ainotheir's. Thei cross-loaidiing 

vailuei meieits thei vailuei reiquiireimeints, iindiicaitiing thait thei loaidiing iindiicaitor vailuei for onei 

vairiiaiblei must bei hiigheir thain thait for otheir vairiiaibleis. Taiblei 3.7 shows thait thei outeir modeil iin 

thiis study hais fulfiilleid thei diiscriimiinaint vailiidiity reiquiireimeint. Thei condiitiion reilaiteid to thei 
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vailuei iindiicaitiing thei loaidiing iindiicaitor vailuei on onei vairiiaiblei must bei hiigheir thain thei loaidiing 

iindiicaitor vailuei for otheir vairiiaibleis. 

 

c. AVE 

Aiccordiing to Ghozailii aind Laitain (2015), ai modeil cain bei vailiid iif iit meieits thei reiquiireimeints 

for thei Aiveiraigei Vairiiaincei Eixtraicteid (AiVEi) vailuei wiith ain AiVEi liimiit vailuei of morei thain 0.50. 

Thei AiVEi vailuei of thei daitai obtaiiineid cain bei seiein iin thei taiblei beilow: 

Taiblei 8. Vailuei of AiVEi 

No Vairiiaiblei 
Vailuei 

of AiVEi 
Staitus 

1 Priicei 0,546 Vailiid 

2 Product Quailiity 0,642 Vailiid 

3 Promotiion 0,557 Vailiid 

4 Customeir Staitiisfaictiion 0,708 Vailiid 

5 Reipurchaisei Iinteireist 0,665 Vailiid 

Source: Primary Data is Processed (2023) 

Thei taiblei aibovei shows thait aill vairiiaibleis haivei meit thei aiveiraigei vairiiaincei eixtraicteid (AiVEi) 

vailuei wiith ai vailuei of morei thain 0.50.  

 

d. Reliability 

Thei output ailso preiseints two reiseiairch iinstrumeint reiliiaibiiliity meiaisureis, composiitei 

reiliiaibiiliity, aind Cronbaich's ailphai. Thei vailuei of thei two reiseiairch iinstrumeints must bei aibovei 

0.70 ais ai reiliiaibiiliity reiquiireimeint. Thei followiing iis thei vailuei of composiitei reiliiaibiiliity aind 

Cronbaich's ailphai iin thei taiblei. 

Taiblei 9. Vailuei of Cronbaich's Ailphai dain Composiitei Reiliiaibiiliity 

No Vairiiaiblei Cronbaich’s Ailphai Composiitei Reiliiaibiiliity Staitus 

1 Priicei 0,729 0,827 Reiiiliiaibeiiil 

2 Product Quailiity 0,860 0,900 Reiiiliiaibeiiil 

3 Promotiion 0,734 0,832 Reiiiliiaibeiiil 

4 Customeir Staitiisfaictiion 0,793 0,879 Reiiiliiaibeiiil 

5 Reipurchaisei Iinteireist 0,827 0,887 Reiiiliiaibeiiil 

Source: Primary Data is Processed (2023) 

 

Thei taiblei aibovei shows thait thei composiitei reiliiaibiiliity aind Cronbaich's ailphai vailueis meieit 

thei reiquiireimeints aibovei 0.70, iit cain concludei thait thei fiivei vairiiaibleis airei deiclaireid reiliiaiblei 

beicaiusei eiaich vairiiaiblei meieits thei reiquiireimeints for thei composiitei reiliiaibiiliity vailuei aind 

Cronbaich's ailphai aibovei 0.70. 
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Inner Model 

R-Square 

Thei coeiffiiciieint of deiteirmiinaitiion useis R-squaireid, whiich shows whait peirceintaigei of 

vairiiaitiion iin eindogeinous constructs cain bei eixplaiiineid by constructs hypotheisiizeid to iinflueincei 

eixogeinous oneis. Thei hiigheir R-squaireid iis useid only for eindogeinous constructs. 

Taiblei 10. Vailuei of R-Squairei 

 Customeir Staitiisfaictiion Reipurchaisei Iinteireist 

R-squairei 0,682 0,706 

Source: Primary Data is Processed (2023) 

Thei taiblei aibovei shows thait thei consumeir saitiisfaictiion vairiiaiblei hais ain R-squaireid vailuei of 

0.702. Priicei, product quailiity, aind aidveirtiisiing vairiiaibleis iinflueincei 70.2% of consumeir 

saitiisfaictiion. Thiis compaireis wiith 29.8%, controlleid by otheir vairiiaibleis outsiidei thiis study 

modeil. Vairiiaiblei consumeir saitiisfaictiion wiith ain R-squaireid vailuei of 0.702 beilongs to thei 

modeiraitei criiteiriiai. Thei R-squaireid vailuei of thei reipurchaisei iinteintiion vairiiaiblei iis 0.701, meiainiing 

thait priicei, product quailiity, aidveirtiisiing, aind consumeir saitiisfaictiion aiffeict 70.1% of thei 

reipurchaisei iinteintiion vairiiaiblei. Iin contraist, thei reimaiiiniing 29.9% airei iinflueinceid by otheir 

vairiiaibleis outsiidei thiis reiseiairch modeil. Thei iinteint to buy aigaiiin vairiiaiblei iis iincludeid iin thei 

meidiium criiteiriion wiith ain R-squaireid vailuei of 0.701. 

 

Hypothesis testing 

Aifteir teistiing thei vailiidiity, reiliiaibiiliity, aind coeiffiiciieint of deiteirmiinaitiion, thei neixt steip iis to teist 

thei hypotheisiis. Hypotheisiis teistiing wiith SmairtPLS 3.0 softwairei iis to seiei thei reilaitiionshiip 

beitweiein laiteint vairiiaibleis, whiich shows iin thei eistiimaitei of thei paith coeiffiiciieint. Aifteir thait, 

iideintiify thei siigniifiicaincei leiveil (p-vailuei) on eiaich paith. Iif thei p-vailuei ≤ 0.05,    iis reijeicteid, 

aind    iis aicceipteid. 

Taiblei 11. Paith Coeiffiiciieints 

Path T Statistics p-value Status 

H  MBU 3,217 0,001 Siigniifiicain 

H  KK 3,922 0,000 Siigniifiicain 

KP  MBU 2,173 0,030 Siigniifiicain 

KP  KK 4,778 0,000 Siigniifiicain 

PR  MBU 2,407 0,016 Siigniifiicain 

PR  KK 1,976 0,049 Siigniifiicain 

KK  MBU 6,596 0,000 Siigniifiicain 

Source: Primary Data is Processed (2023) 

 

Testing hypotheses 8,9 and 10 with mediation 

Thei meidiiaitiion teist iis cairriieid out by lookiing ait thei reisults of thei iindiireict eiffeict wheirei thei 

bootstraippiing liiteiraicy reisults must obtaiiin ai T-staitiistiic vailuei ≥ 1,96. Thei iindiireict eiffeict 

eistiimaitiion reisults cain bei seiein iin thei taiblei beilow. 

Taiblei 3. 12 Speiciifiic Iindiireict Eiffeict 

Path T Statistics p-value Status 

H  KK  MBU 3,506 0,000 Siigniifiicain 

KP  KK  MBU 3,496 0,001 Siigniifiicain 

PR  KK  MBU 2,087 0,037 Siigniifiicain 

Source: Primary Data is Processed (2023) 
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3.2. Discussion 

Thei eiffeict of priicei on reipurchaisiing iinteireist 

Baiseid on thei daitai ainailysiis, theirei iis ai siigniifiicaint priicei eiffeict on reipurchaisiing iinteintiion. 

Thei morei aiffordaiblei thei priicei of Maiybeilliinei products, thei morei iinteireisteid consumeirs wiill bei 

to maikei reipurchaisiing. Thiis reisult iis supporteid by reiseiairch reisults from Nurfiitriiainai aind Iiriiainii 

(2018), Sairii aind Hairiiyainai (2019), ailong wiith Sailsaibiilai eit ail. (2022), whiich staitei thait priiceis 

haivei ai posiitiivei eiffeict on reipurchaisiing iinteireist. Howeiveir, thei reisults of thiis study do not 

support thei reiseiairch conducteid by Faitmailaiwaitii aind Aindriiainai (2021), whiich staiteis thait priiceis 

pairtiiailly haivei ai neigaitiivei aind iinsiigniifiicaint eiffeict on reipurchaisiing iinteintiions. 

Thei eiffeict of product quailiity on reipurchaisiing iinteireist 

Baiseid on thei daitai ainailysiis, theirei iis ai siigniifiicaint eiffeict of product quailiity on reipurchaisiing 

iinteintiion. Thei beitteir thei quailiity of Maiybeilliinei products, thei morei iinteireisteid consumeirs airei iin 

maikiing reipurchaisiing. Thei reisults of thiis study airei iin liinei wiith thei reiseiairch conducteid by 

Faitmailaiwaitii aind Aindriiainai (2021), Taijudiinnur eit ail. (2022), Sairii aind Hairiiyainai (2019), aind 

Chaiiirunniisai eit ail. (2022), whiich staiteis thait product quailiity aiffeicts reipurchaisei iinteintiion. 

Howeiveir, thiis reiseiairch's reisults diiffeir from thei study conducteid by Praiseityai aind Yuliius 

(2018), whiich saiys thait product quailiity doeis not aiffeict reipurchaisei iinteintiion.  

a. Thei eiffeict of promotiion on reipurchaisiing iinteireist 

Baiseid on thei daitai ainailysiis reisult, thei promotiion siigniifiicaintlly aiffeicts reipurchaisiing 

iinteintiion. Thei morei aittraictiivei thei promotiion of Maiybeilliinei products, thei morei iinteireisteid 

consumeirs wiill bei to maikei reipurchaisiing. Thei reisults of thiis reiseiairch ailiign wiith thei study 

conducteid by Chaiiirunniisai, eit ail. (2022), whiich staiteis thait theirei iis ain iinflueincei beitweiein 

thei promotiion vairiiaiblei aind reipurchaisiing iinteireist. Howeiveir, theisei reisult diiffeir from thei 

study conducteid by Iiswaihyuniingtyais eit ail. (2022), whiich staiteis thait promotiion doeis not 

aiffeict reipurchaisiing iinteintiions. 

b. Eiffeict of priicei on consumeir saitiisfaictiion 

Baiseid on daitai ainailysiis, theirei iis ain eiffeict of priicei on consumeir saitiisfaictiion. Iit cain bei 

concludeid thait morei aiffordaiblei priiceis caiusei thei iimpaict of priicei on consumeir saitiisfaictiion 

wiill chaingei consumeir saitiisfaictiion to iincreiaisei. Iif thei priicei of ai product iis reiaisonaiblei or 

follows whait thei consumeir waints, thein thei consumeir wiill feieil saitiisfiieid. Thiis study's 

reisults ailiign wiith thei reiseiairch conducteid by Bailii (2022), whiich staiteis thait priicei aiffeicts 

consumeir saitiisfaictiion. Iin aiddiitiion, thei reisults of thiis reiseiairch airei supporteid by reiseiairch 

conducteid by Sailsaibiilai, eit ail. (2022), whiich staiteis thait priicei hais ai posiitiivei aind 

siigniifiicaint eiffeict on customeir saitiisfaictiion. Howeiveir, thei reisults of thiis reiseiairch diiffeir 

from thei study conducteid by Riivaiii eit ail. (2019), whiich staiteis thait priicei doeis not aiffeict 

consumeir saitiisfaictiion. 

c. Iinflueincei of product quailiity on consumeir saitiisfaictiion 

Thei daitai ainailysiis shows ain iinflueincei beitweiein product quailiity aind consumeir saitiisfaictiion. 

Thei eiffeict of product quailiity on consumeir saitiisfaictiion iis caiuseid by thei eixceilleint quailiity 

of Maiybeilliinei products beiiing aiblei to chaingei consumeir saitiisfaictiion to iincreiaisei. Iif thei 

quailiity produceid from ai product follows thei consumeir's wiisheis, thein thei consumeir wiill 

feieil saitiisfiieid. Thei reisults of thiis study airei iin liinei wiith thei reiseiairch conducteid by Sairii aind 

Hairiiyainai (2019), Taijudiinnur eit ail. (2022), aind Bailii (2022), whiich staiteis thait product 

quailiity aiffeicts consumeir saitiisfaictiion. Howeiveir, thiis study's reisults diiffeir from thei 

reiseiairch conducteid by Praiseityai aind Yuliius (2018), whiich staiteis thait product quailiity doeis 

not aiffeict consumeir saitiisfaictiion. 

d. Thei eiffeict of promotiion on consumeir saitiisfaictiion 
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Baiseid on thei daitai ainailysiis, thei reisult iis thait promotiion siigniifiicaintly aiffeicts consumeir 

saitiisfaictiion. Thei iinflueincei of promotiion on consumeir saitiisfaictiion iis caiuseid by thei morei 

aittraictiivei promotiions thait cain chaingei consumeir saitiisfaictiion to iincreiaisei. Iif thei promotiion 

offeireid iis aittraictiivei aind follows thei aibiiliity aind deisiirei of thei consumeir, thein thei 

consumeir wiill feieil saitiisfiieid wiith thei promotiion. Thei reisults of thiis reiseiairch airei 

supporteid by Kairtiinii eit ail. (2021), whiich staitei thait thei promotiion vairiiaiblei posiitiiveily 

aiffeicts consumeir saitiisfaictiion. 

e. Thei eiffeict of consumeir saitiisfaictiion on reipurchaisiing iinteintiion 

Baiseid on thei daitai ainailysiis, thei reisult shows ain iinflueincei beitweiein thei vairiiaiblei consumeir 

saitiisfaictiion aind reipurchaisei iinteintiion. Thei eiffeict of consumeir saitiisfaictiion on rei-buyiing 

iinteireist iis caiuseid by iincreiaiseid consumeir saitiisfaictiion thait wiill iincreiaisei rei-buyiing iinteireist 

iin consumeirs. Thiis reisult ailiigns wiith thei reiseiairch conducteid by Kusumaideiwii aind 

Sairaiswaitii (2020), whiich staiteid thait consumeir saitiisfaictiion hais ai posiitiivei aind siigniifiicaint 

eiffeict on reipurchaisei iinteintiion. 

f. Consumeir saitiisfaictiion meidiiaiteis thei priicei eiffeict on reipurchaisiing iinteintiions. 

Baiseid on thei daitai ainailysiis, thei eiffeict of priicei on reipurchaisei iinteintiion iis duei to consumeir 

saitiisfaictiion, whiich meiains thait consumeir saitiisfaictiion cain meidiiaitei thei priicei eiffeict on 

reipurchaisei iinteintiion. Iif consumeir saitiisfaictiion iis iimproveid by faiiir priiciing, thei wiilliingneiss 

to maikei reipurchaisiing wiill iincreiaisei. Thiis reisult iis supporteid by reiseiairch conducteid by 

Sailsaibiilai eit ail. (2022), whiich staiteis thait customeir saitiisfaictiion meidiiaiteis thei eiffeict of priicei 

on reipurchaisei iinteintiion. 

g. Consumeir saitiisfaictiion meidiiaiteis thei eiffeict of product quailiity on reipurchaisiing iinteintiions 

Baiseid on thei daitai ainailysiis, thei reisult iis ain iinflueincei beitweiein product quailiity aind 

reipurchaisei iinteintiion through consumeir saitiisfaictiion. Thiis reisult meiains thait consumeir 

saitiisfaictiion cain meidiiaitei thei eiffeict of product quailiity on reipurchaisiing iinteintiions. Thei 

reisults of thiis reiseiairch ailiign wiith thei study conducteid by Fuaidii eit ail. (2021), whiich staiteis 

thait hiigheir product quailiity cain iincreiaisei reipurchaisei iinteireist meidiiaiteid by consumeir 

saitiisfaictiion. 

h. Consumeir saitiisfaictiion meidiiaiteis thei eiffeict of promotiions on reipurchaisiing iinteintiions 

Baiseid on daitai ainailysiis, thei reisult show thait thei eiffeict of promotiion on reipurchaisei 

iinteintiion iis meidiiaiteid by consumeir saitiisfaictiion. Thiis reisult meiains thait consumeir 

saitiisfaictiion cain meidiiaitei thei iimpaict of promotiion on reipurchaisei iinteintiion. Iif thei 

consumeir iis saitiisfiieid wiith thei promotiion offeireid by Maiybeilliinei, thiis wiill iincreiaisei 

iinteireist iin reipurchaisiing. Thiis reisult iis supporteid by Murwaintii eit ail. (2017) staitei thait 

theirei iis ain eiffeict beitweiein promotiion aind reipurchaisei iinteintiion through consumeir 

saitiisfaictiion. 

 

4. Conclusion 

Baiseid on thei deiscriibeid reiseiairch reisult, iit cain bei concludeid thait: (1) priicei, product quailiity, 

aind promotiion aiffeict reipurchaisiing iinteireist; (2) priicei, product quailiity, aind promotiion aiffeict 

consumeir saitiisfaictiion; (3) consumeir saitiisfaictiion aiffeicts reipurchaisei iinteintiion; aind (4) 

consumeir saitiisfaictiion cain meidiiaitei thei eiffeict of priicei, product quailiity, aind promotiion on 

reipurchaisei iinteintiion. 
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