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Abstract 

The purpose of this research is to examine the effect of product 
attribute on repurchase intention, the effect of promotion mix on 
repurchase intention, the influence of distribution channel on 
repurchase intention, and the effect of price on repurchase intention, 
both partially and simultaneously. Respondents in this study were 99 
students from several universities in Yogyakarta. The analytical 
technique used in this research is multiple linear regression analysis, F 
test and t test. All tests using IBM SPSS software version 23. The results 
of this study prove that product attribute has a positive effect on 
repurchase intention, price has a positive effect on repurchase 
intention, and promotion mix has a positive effect on repurchase 
intention. Each of hypotheses discussed in detail into this article. 

 

Introduction 

In the era of globalization of trade as it is today, the business world faces very tight competition. 
Marketing activities are one of the important factors and must be carried out by every company in 
order to face the competition and to maintain its survival and for the development of its business. 
Intense competition in the business world demands the attitude of every company to always be 
able to anticipate every change and all possibilities that occur in the business environment. In order 
to compete in the global market, companies must be able to market the products they produce and 
this is one of the important factors in achieving the company's success which will later be marked 
by the intention to repurchase the company's products (Li et al., 2020; Ji & Ha, 2021). 

The increasingly advanced era of globalization also has an impact on the progress of the 
business world where the market is becoming wider and opportunities are more spread out, as well 
as competition in the business world is getting tougher. With the emergence of new companies 
entering the market and trying to shift existing companies to gain market share, the competition 
between companies is becoming increasingly competitive. In order for the company to continue to 
exist and develop in this era, the company must have a competitive advantage. To be able to have 
a competitive advantage, one way is that the company must be able to give satisfaction to 
consumers by meeting consumer demands and needs so that consumers are willing to buy the 
company's products/services repeatedly for the survival of the company (Jeon et al., 2021; 
Rasmikayati et al., 2021). Besides that, in order for companies to overcome this competition, a 
marketing strategy is needed. Marketing activities are not only the company's ability to deliver goods 
from producers to consumers, but also find ways to make consumers feel satisfied (Urdea et al., 
2021). 

There are several variables in the marketing strategy, including products, prices, distribution 
channels, and promotions commonly known as the marketing mix (Kotler & Keller, 2016). Every 
company should implement the appropriate marketing mix so that it can compete with other 
companies and the goal of maintaining the company's survival will be achieved. The elements in 
the marketing mix variables are closely related to each other. Therefore the company must be able 
to combine it appropriately in its implementation. In other words, the role of the marketing mix 
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cannot be separated from a business that occurs in the company. Every company wants consumers 
to always repurchase the products it produces (Mendoza, 2021). 

The role of technology in the current era of globalization is very important, because 
humans are required to think ahead and move faster. The technology that is currently growing is 
information and communication technology. The integration between technological developments 
and informatics has resulted in the evolution of mobile phones into smartphones. Smart because 
this phone has a high ability in its operation and can combine several functions of computer devices 
(PCs), mobile phones and supported with certain operating systems (Backer, 2010; Hadi, 2018).  

Previous researchers (Williams & Sawyer, 2011) stated that a smartphone is a cellular phone 
with a built-in microprocessor, memory, display and modem. So it can be concluded that 
smartphone is a multimedia phone that combines the functionality of a computer or PC and a 
handset to produce a luxurious gadget, that has cameras, music players, video player, games, email 
access, digital television, search engines, personal information managers, GPS features, internet 
telephone services and can even function as a credit card. The presence of smartphones has actually 
been around since 1994 and is marketed on a limited basis. The first smartphone was produced by 
IBM and was called the Simon Personal Communicator (SPC). SPC at that time already had an 
LCD touch screen, 16 MHz NEC V30HL CPU, 1MB RAM, 1MB internal memory, and a 7.5V 
battery capacity. Therefore SPC is able to operate a number of smart jobs, such as sending and 
receiving faxes, pages, and emails. SPC can even store notes, calendars, and arrange meeting 
schedules. But at that time, SPC was still intended for enterprises and the price was very expensive 
(Tocci, 2020). 

iPhone is one of the smartphone brands that compete in global competition. iPhone is a 
smartphone produced by a technology company from the United States and is the flagship product 
of Apple.Inc. Began to be developed and marketed to all global markets in 2007 and there were 
not many mobile phone products that developed in the global market. When it was first launched 
in 2007, iPhone was immediately considered one of the greatest mobile phone innovations ever. 
Since then until now, the development and change of high-end smartphones continues to be a 
conversation every year (Lo et al., 2018; Yun et al., 2019). In its development, since making the 2G 
model in 2007, Apple has continued to develop its products to keep it updated according to the 
times. When compared, all of these devices from the very first to the newest, namely iPhone 12 
Pro Max, all have experienced an increase in specifications which will certainly make the activities 
of their users easier. In Figure 1 it can be seen that the number of iPhone users from year to year 
is increasing and even reaches 1 billion in 2020. 

 

 

Figure 1. Number of iPhone users in the world 
(source: https://www.aboveavalon.com/notes/2020/10/26/a-billion-iphone-users) 
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Literature Review and Hypotheses Development 

Product Attribute 

In an effort to develop a product or service, it is necessary to pay attention to the benefits that will 
be offered. These benefits can be communicated and given to consumers through product 
attributes, such as quality, features, as well as style and design (Kotler & Keller, 2016; Kotler & 
Armstrong, 2017). Product attributes are elements that are considered important by consumers and 
are used as the basis for making repurchase decisions. Attributes that can be added to a product 
include brand, packaging, and labels. According to Solomon (2018), the product attribute variables 
are brand, packaging, label, product design, colour, product quality, product warranty & product 
liability and product servicing. Brand is also an attribute that provides non-material benefits, namely 
emotional satisfaction. Product attributes are product elements that are considered important by 
consumers and are used as the basis for making purchasing decisions. The product elements 
include: brand, packaging, guarantee, service, and others (Puspaningrum, 2018).  

Meanwhile, previous researchers (Lovelock & Wright, 2011) define product attributes as 
all features (both tangible and intangible) of an item or service that can be assessed by customers. 
This product attribute will distinguish between the products offered by a company with similar 
products offered by other companies. These attribute differences can then lead to differences in 
consumer perceptions of the products offered by various companies so that they can ultimately 
influence consumers in purchasing decisions or repurchase intentions. In addition, product quality 
is also considered as an element attached to a product and is considered important by consumers. 
Consumers buy products after seeing the features and designs contained in the product. Products 
that have attractive product attributes will certainly generate consumer interest in making repeat 
purchases. Product attributes will ultimately provide positive results in the form of benefits to 
consumers. That's why product attributes are a consideration for consumers who are interested in 
a product and decide to buy the product (Lee et al., 2012; Butcher et al., 2019). From some of these 
definitions it can be concluded that product attributes are the elements that make up a product, 
where each attribute has a different capacity in making decisions for consumers and product 
attributes are very important things to be considered by consumers to be taken into consideration 
in making decisions for purchase or repurchase of a product. Product attributes have an important 
role in influencing consumers to make repurchase decisions. This is because product attribute 
variables such as product quality, brand, design & style are the main factors in influencing 
repurchase intention of the product (Song et al., 2020). Therefore, the more attractive the product 
attributes in iPhone, the higher consumer's repurchase intention towards iPhone. 

 
Promotion Mix 

Companies need to develop a strategy to communicate the products they offer to consumers by 
using various promotional tools to attract visitors and create purchases. Promotion is one of the 
variables in the marketing mix that needs to be implemented by companies in marketing products 
and services. The willingness of consumers to buy products or services on the basis of satisfaction 
which is the result of feedback from the company's promotional activities, so that companies know 
that their information is received by consumers positively. According to Kadar (2018), promotion 
is a process to communicate products in the form of goods and services in an effort to persuade 
consumers to be willing to accept, give members or even provide good recommendations for the 
company's products they receive. Promotion is faced with various kinds of activities that companies 
can do to communicate the advantages of their products in order to persuade potential buyers. 
Therefore, marketing managers must choose the right and integrated form of promotion in order 
to produce a domino effect so as to increase sales volume (Gherasim et al., 2012; Ji & Ha, 2021). 
 Meanwhile, the promotion mix can be used as one of the most important things to increase 
sales of a company. Promotion mix is a communication tool consisting of a combination of 
promotional tools used by the company. In general, these promotional tools have a close 
relationship, so that they cannot be separated, because they are mutually supportive and 
complementary. In line with this, efforts that can be made in marketing a product are by carrying 
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out promotional activities which include, advertising, sales promotion, personal selling, public 
relations, direct marketing so that prospective consumers are more familiar with, understand, and 
understand the products offered (Hersh & Aladwan, 2015; Kotler & Armstrong, 2017; Attia et al., 
2018; Fikri & Lisdayanti, 2020). Etzel et al. (2017) stated that the promotional mix is the best 
combination of strategies from the variables of advertising, personal selling and other promotional 
tools that are all planned to achieve the objectives of the sales program. Hence, the more attractive 
the promotion mix, the higher consumer's repurchase intention toward iPhone. 
 
Distribution Channel 

In its sales, the company in addition to conducting sales activities also establishes several agents in 
its distribution in the hope that the product will be more easily accessible to consumers. 
Distribution is a marketing activity that aims to facilitate the delivery of products (goods and 
services) from producers to consumers (Armstrong & Kotler, 2015; Gazdecki, 2018). Meanwhile, 
distribution channel is a marketing intermediary channel for both transportation and storage of a 
product (goods and services) from the hands of producers to consumers. Distribution channels 
include the problem of choosing which products to use to distribute, as well as developing a 
distribution system that physically handles and involves products through these channels. This is 
intended so that the product can reach the target market more effectively and efficiently (Vlad & 
Pavel, 2017; Tošović et al., 2020). 
 A company must be good at distributing its products. The company must be able to see 
market opportunities to distribute its products, not only in local or national markets but also 
international. Besides that, the company must be good at determining the selling price, especially 
in the international market, because the company must cooperate with cargo and use distribution 
costs that are quite expensive which have an impact on the selling price of the product. All of this 
is done so that the company's products can be reached by all consumers (Yarosh & Mitina, 2020; 
Chang et al., 2021). Assuming that the easier it is for consumers to get the product, the higher the 
intention to repurchase. This is what the iPhone does in satisfying consumer needs (products are 
easy to get). So, the easier it is for consumers to get products, the more they will increase their 
repurchase intentions. 
 
Price 

According to Gherasim & Gherasim (2019), price is one of the factors that have a significant 
influence on consumer purchase intentions. If the selling price of a product is too high, there is a 
possibility that consumers will switch to competing products or substitute products. When 
consumers compare prices and product features, consumers tend to be rational. Consumers 
compare the benefits of money obtained with the price to be paid. Several other studies have also 
stated that price is an important consideration and has an influence positive on purchase intention. 
When consumers are in the decision-making process, price is the product attribute that is most 
often considered when evaluating products. (Thabit & Raewf, 2018; Simanjuntak et al., 2020; Pham 
& Huynh, 2020). 
 Price is an attribute of a product that is most often used by some consumers to evaluate a 
product. Price is the main factor that is always considered in a decision to select and purchase a 
product. High prices can be viewed favorably and positively by certain market segments (Kim et 
al., 2020). It is due to the result of the balance or equilibrium. Equilibrium according to Mankiw 
(2012) is a situation where the market price has reached a level where the quantity of products 
offered by producers is equal to the quantity of products demanded by consumers. In the 
equilibrium price curve there is a meeting point between the demand curve and the supply curve, 
which is called the equilibrium price. The equilibrium price according to Pindyck & Daniel (2018) 
is the price that balances the quantity supplied from producers and the quantity demanded from 
consumers. At the equilibrium price, the supply by producers who are willing to release the product, 
while the demand by consumers who are willing to pay the price. According to Kotler & Armstrong 
(2017) to measure price variables, the indicators are price affordability, price conformity with 
product quality, price competitiveness, price suitability with production benefits. Price perception 
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greatly influences consumer decisions to buy a product. Price perception relates to how price 
information is fully understood by consumers and gives deep meaning to them. One approach to 
understanding price perception is information processing (Peter & Olson, 2010). Consequently, 
the more competitive the price will increase the consumer's repurchase intention of the iPhone. 
 
Repurchase Intention 

Satisfied customers will buy again, and they will tell others about their experience using the product. 
Smart companies are not just looking for profit, but intend to deliver more than what they promise. 
Consumers buy a product not because of the physical form alone but rather the benefits they will 
get after using the product. Repurchase according to Handoko (2017) is a purchase that has been 
made by a buyer for the same product, and will buy again for the second or third time. Muhammad 
et al. (2019) and Ji & Ha states that the response caused by past positive experiences received to 
make repeated purchases is called repurchase intention. From the explanation above, the 
hypotheses proposed in this study are: 
H1: Product attributes, promotion mix, distribution channel and price simultaneously has a 

positive effect on consumer's repurchase intention toward iPhone 
H2: Product attributes has a positive effect on consumers' repurchase intentions toward iPhone 
H3: Promotion mix has a positive effect on consumers' repurchase intentions toward iPhone 
H4: Distribution channels has a positive effect on consumers' repurchase intentions toward iPhone 
H5: Price has a positive effect on consumers' repurchase intentions toward iPhone 
 

 

Figure 2. Conceptual Framework 
 

Research Methods 

This research is a type of quantitative research, namely a research approach that emphasizes analysis 
on numerical data (numbers) that are processed by statistical methods, as well as in the form of 
hypothesis testing using survey methods (Neuman, 2011). The quantitative research is causal, 
which means that research conducted to detect the causal relationship of one or more variables on 
one or more other variables, and to explain it by providing empirical evidence to support or refute 
a new phenomenon, which is based on previous theories or research (Sekaran, 2016).  

Respondents in this study were 99 college student in Yogyakarta. The sampling technique 
uses non-probability - purposive sampling. The samples used as respondents were college students 
in Yogyakarta who had an iPhone and were included in the category of young adults aged 18-24 
years (Auter, 2007). The data collection method used in this study was a questionnaire. The 
measurement of the data carried out in this study was a Likert scale with the following 
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measurements: the answer "strongly agree" was given a score of 5, the answer "agree" was given a 
score of 4, the answer "neutral" was given a score of 3, the answer "disagree" was given a score of 
2, the answer "strongly disagree" was given a score of 1.  

Validity testing is carried out to determine whether the measuring instrument used correctly 
measures what you want to measure or not. The high and low validity of a measuring instrument is 
calculated by product moment correlation. The decision criteria for whether the questionnaire is valid 
or not is stated if the r value obtained from the calculation (rxy) > from the r value of the product 
moment table with a significant rate of 5%, then the questions on the questionnaire are valid. While 
the decision criteria for the reliability of the questionnaire is stated if rvalue > rtable (r0 > r1) can be 
declared reliable (Hair et al., 2010). The analytical technique used in this research is multiple linear 
regression analysis, F test and t test. All tests using IBM SPSS software version 23. 

 

Results and Discussion  

The questionnaire can be said to be valid for each instrument if all the questions are positively 
correlated to the variables and statistically significant, the results obtained from testing in IBM 
SPSS 23 and the reliability testing used in this study using Cronbach Alpha, where a questionnaire 
is said to be reliable if the Cronbach Alpha is greater than 0.60. All the questions in this study are 
valid and reliable as can be seen in Table 1 below: 
 

Table 1. Validity Test, Reliability Test and Multiple Regression 

Variable 
Question 

Items 
R 

Value 
Validity 

Cronbach's 
Alpha 

Unstandardized 
Coefficients 

B Std. 
Error 

Constant 
    

3.287 2.425 

Product Attribute 
(X1) 

1 0,744 Valid 

0.737 0.226 0.123 

2 0,569 Valid 

3 0,729 Valid 

4 0,634 Valid 

5 0,557 Valid 

6 0,631 Valid 

7 0,783 Valid 

Promotion Mix 
(X2) 

1 0,619 Valid 

0.767 0.140 0.072 

2 0,711 Valid 

3 0,679 Valid 

4 0,745 Valid 

5 0,728 Valid 

6 0,771 Valid 

7 0,576 Valid 

Distribution Channel 
(X3) 

1 0,756 Valid 

0.782 0.130 0.159 2 0,736 Valid 

3 0,713 Valid 

Price 
(X4) 

1 0,743 Valid 

0.717 0.285 0.133 
2 0,746 Valid 

3 0,649 Valid 

4 0,802 Valid 

Repurchase Intention 
(Y) 

1 0,684 Valid 

0.798   
2 0,794 Valid 

3 0,702 Valid 

4 0,736 Valid 

5 0,790 Valid 

 
Based on Table 2, the F-value is 11.434 so that F-value > than F-table (11.434 > 2.46) α = 

0.05. So that the product attribute variables (X1), promotion mix (X2), distribution channel (X3), 
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and price (X4) simultaneously have an effect on consumers' repurchase intentions (Y) because the 
F-value (11,434) > F-table (2.46). This means that product attributes, promotion mix, distribution 
channels, price have been able to make a significant contribution in increasing consumers' 
repurchase intentions, so the first hypothesis in this study is accepted. 

 
Table 2. ANOVA(b) 

Model Sum of Squares df Mean Square F Sig. 

 Regression 207.662 4 51.923 11.434 0.000 
 Residual 427.32 95 4.448   
 Total 634.172 97    

a. Predictors: (Constant), Total Price, Total Distribution Channel, 
Total Promotion Mix, Total Product Attribute 

b. Dependent Variable: Total Repurchase Intention 

 
Based on Table 3, it can be seen that: 

1. The t-value of the product attribute variable (X1) is 2.046, which is greater than the t-table 
of 1.66 (2.046 > 1.66) and the value of Sig. < alpha (0.046 < 0.05). Thus it can be concluded 
that H2 is accepted, which means that the product attribute variable (X1) has an effect on 
repurchase intention (Y). So, the more attractive the product attributes on iPhone, the 
higher the consumer's repurchase intention for the iPhone. 

2. The t-value of the promotion mix variable (X2) is 2.043 which is greater than the t-table of 
1.66 (2.043 > 1.66) and the value of Sig. < alpha (0.047 < 0.05). Thus it can be concluded 
that H3 is accepted, which means that the promotion mix variable (X2) has an effect on 
repurchase intention (Y). So, the more attractive the promotion mix, the more consumers' 
intention to repurchase the iPhone will increase. 

3. The t-value of the distribution channel variable (X3) is 0.788 smaller than the t-table of 1.66 
(0.788 <1.66) and the value of Sig. > alpha (0.437 > 0.05). Thus it can be concluded that 
H4 is rejected, which means that the distribution channel variable (X3) has no effect on 
repurchase intention (Y). So, the easier it is for consumers to get the product, it will not 
affect the consumer's repurchase intention on the product. 

4. The t-value of the price variable (X4) is 2.185, which is greater than the t-table of 1.66 (2.185 
> 1.66) and the value of Sig. < alpha (0.032 < 0.05). Thus it can be concluded that H5 is 
accepted, meaning that the price variable (X4) has an effect on repurchase intention (Y). So, 
the more competitive the price of the product in the market, the higher the consumer's 
intention to repurchase iPhone products. 

 
Table 3. Coefficients(a) 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 3.287 2.538 
 

1.362 0.189  
Total Product Attribute 0.216 0.102 0.233 2.046 0.046  
Total Promotion Mix 0.148 0.078 0.198 2.043 0.047  
Total Distribution Channel 0.138 0.15 0.074 0.788 0.437  
Total Price 0.274 0.154 0.235 2.185 0.032 

a. Dependent Variable: Total Repurchase Intention 
 

Implication and Conclusion 

Based on the results of research and the results of data analysis that has been done regarding the 
effect of product attributes, promotion mix, distribution channels, and prices on consumers' 
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repurchase intentions on the iPhone, it can be concluded that based on the F test, product attribute, 
promotion mix, distribution channels, and price have a simultaneous effect on consumers' 
repurchase intentions towards iPhone. Based on the t-test, the price variable is the most dominant 
variable influencing consumers' repurchase intention towards iPhone, followed by product 
attribute and promotion mix. Therefore, this study supports previous researches (Gherasim & 
Gherasim, 2019; Song et al., 2020; Ji & Ha, 2021). On the contrary, the distribution channel variable 
has no effect on consumers' repurchase intentions towards iPhone.  

From these conclusions, the researchers suggest that the company must improve the price 
strategy that is carried out while still prioritizing the needs and abilities of consumers to be able to 
reach prices. The next suggestion is the company may improves everything related to product 
attributes to create an attractive impression and consumers will be enthusiastic to buy again. The 
following suggestion is company should increase the promotion mix on the iPhone, for example 
by increasing the creativity of iPhone advertising or by sponsoring famous artists or influencers as 
iPhone advertising stars so that it will still create a strong positioning in the minds of consumers. 

Although this research is mostly supported empirically, it still has some limitations. First 
limitation, this research was conducted only at one time due to limited research resources. The 
second limitation is related to objects research. The brands studied in this study are limited to global 
brands in the smartphone industry (iPhone). Some of the limitations in this study can be used as 
suggestions for future research. First, future research can apply longitudinal studies. Second, further 
research is expected to conduct a broader and comprehensive test by developing a qualitative 
research approach or adding several new variables related to repurchase intention behavior such as 
product quality or brand image. Third, further research can change brands that are different from 
this study, or use research objects other than smartphones, such as laptops or non-electronic goods 
such as vehicles or apparel. 
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