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ABSTRACT

THE INFLUENCE OF PRODUCT QUALITY AND PRICE ON
REPEAT PURCHASE WITH CUSTOMER SATISFACTION AS
AN INTERVENING VARIABLE IN NIKE SHOE PRODUCTS
(A CASE STUDY OF UMSU STUDENTS)

Fara Aulia Syifa Azzahra
Management Study Program
Email: faraauliasyifaazzahra98221@gmail.com

This study aims to analyze the influence of product quality and price on repeat
purchase through customer satisfaction as an intervening variable in Nike shoe
products (a case study of students at Universitas Muhammadiyah Sumatera
Utara). The research method used in a quantitative approach with an associative
research type. Data were collected through interviews and questionnaire
distributed to respondents and analyzed using a structural equation model (SEM)
based on Partial Least Square (PLS). the results show that product quality and
price have a significant effect on repeat purchase and customer satisfaction. In
addition, customer satisfaction has a significant effect on repeat purchase and is
able to mediate the relationship between product quality and price on repeat
purchase. This indicates that repeat purchase behaviour is influenced not only
directly by product quality and price, buat also indirectly through the level of
customer satisfaction felt by consumers. Therefore, improving product quality and

setting appropriate pricing strategies are essential tp enhance customer satisfaction

and encourage repeat purchases.

Keyword: Product Quality, Price, Customer Satisfaction, Repeat Purchase



ACKNOWLEDGEMENT

o

Assalamu’alaikum Warahmatullahi Wabarakatuh

Alhamdulillahirabbil’alamin, Gratitude is extended to Allah Subhanahu Wa
Ta’ala for His blessings and guidance, which have enabled the completion of this
thesis. The title of the thesis discussed by the researcher is “The Influence of
Product Quality and Price on Repeat Purchase with Customer Satisfaction as an
Intervening Variable (A Case Study of UMSU Students) ”. Through this thesis, the
researcher would like to express sincere and profound gratitude to all parties who
have assisted in the completion of this thesis to the best possible extent, and the

researcher dedicates it to:

1. The author’s beloved parents, who have continuously provided love,
sacrifice, care, support, and sincere prayers, enabling the author to complete
this thesis.

2. Mr. Prof. Dr. Akrim, M.Pd., as the Rector of Universitas Muhammadiyah
Sumatera Utara.

3. Mr. Dr. Radiman, S.E., M.Si., as the Dean of the Faculty of Economics and
Business, Universitas Muhammadiyah Sumatera Utara.

4. Mr. Assoc. Prof. Dr. Hasrudy Tanjung, S.E., M.Si., as the Vice Dean | of the
Faculty of Economics and Business, Universitas Muhammadiyah Sumatera

Utara.



10.

11.

12.

Mr. M. Shareza Hafiz, S.E., M.Acc., as the Vice Dean Ill of the Faculty of
Economics and Business, Universitas Muhammadiyah Sumatera Utara.

Mr. Agus Sani, S.E., M.Sc., as the Head of the Management Study Program,
Faculty of Economics and Business, Universitas Muhammadiyah Sumatera
Utara.

Mr. Arif Pratama Marpaung, S.E., M.M, as the Secretary of the Management
Study Program, Faculty of Economics and Business, Universitas
Muhammadiyah Sumatera Utara.

Mr. Hazmanan Khair, S.E., M.B.A., Ph.D., as the Academic Supervisor, who
has provided guidance, direction, attention, and patiently devoted his time in
assisting the author in completing this thesis.

All lecturers and administrative staff of the Faculty of Economics and
Business, Universitas Muhammadiyah Sumatera Utara, for their valuable
knowledge and continuous support in academic and administrative matters
throughout the author’s academic journey.

The author would also like to express gratitude to herself for having
persevered, endured, and never given up until finally being able to complete
this thesis.

Nazli Auliya, a cherished friend since the first semester, who has remained by
the author’s side throughout the entire academic journey, offering constant
support and companionship from the beginning until the completion of this
thesis.

Thasyah Rezky, who has consistently provided support and been a good

listener during the completion of this thesis.



13.

14.

15.

16.

17.

18.

19.

20.

The Balerina Cappucino Team (Caca, Lili, Pojan, Hamdan, and Anwar), who
have brought color, togetherness, and support throughout the academic
period.

Sandy Ibrahim Nasution, who initially was a partner in journal project and
has since become a friend who provided support during the thesis writing
process.

All international class friends, who have shared valuable learning
experiences, togetherness, and support throughout the academic period.
Junior colleagues, such as Fahmi, Cakno, and Ratu, who have also provided
encouragement and support to the author.

The “BILANG” Team, friends since senior high school as well as basketball
teammates, who have continuously supported one another until the
completion of this thesis.

Fahrul and Angel, friends from the PMM program, who have provided
support and motivation during the completion of this thesis.

The author’s beloved younger sibling, Arzandy Pratama, who has always
given prayers and encouragement to the author.

Mark Lee (Mark) and Lee Dong-Hyeok (Haechan), who have indirectly
become a source of motivation and encouragement for the author in

completing this thesis.

The author realizes that this final project is far from perfect. Therefore, she

welcomes constructive suggestions and criticism from various parties. Finally, she

hopes this final project will be beneficial, both for the development of knowledge



and as a reference for further research. And may Allah SWT always bestow His

mercy and blessings upon us all. Aamiin.

Wassalamu’alaikum Warahmatullahi Wabarakatuh

Medan, 30 April 2026

Fara Aulia Syifa Azzahra
NPM. 22605160054



LIST OF CONTENTS

ACKNOWLEDGEMENT ....oitiiiiii ettt I
LIST OF CONTENTS ... e e e e e ii
LISTOF FIGURES ...t e e \Y;
LIST OF TABLES ...t Y
CHAPTER | INTRODUCTION ..ottt sinvaaena s 1
1.1 Background of the Problem ... 1
1.2 Identification of the Problems ..o 13
1.3 Problem LImMItation .........cooveeiiiiieciie e 14
1.4 Formulation of the Problem............coo o 14
1.5 RESEArCN ODJECTIVES ......iiiieiiiieiie et 15
1.6 Benefit OF RESEAICN ........vveiiee e 16
1.6.1 Theoretical BENETILS ........cccviiiiiie e 16
1.6.2 Practical BENETILS.......cccuviiiiie e 16
1.6.2.1 FOr the AULNOT ....ccueiiiiiiie s 16
1.6.2.2 FOr the COMPANY .....oeeiiiieiiiie e e e ee e e 17
1.6.2.3 FOr Other PartieS........c.cooveiiieiiiiiie e 17
CHAPTER Il LITERATURE REVIEW ....cccocoiiiiiecieeeee e 18
2.1 Theoretical FOUNTAtION ........cccviiiiiiiieiii e 18
2.1.1 REPEAL PUICNASE .....c.viieetiee ettt rae e 18
2.1.1.1 Definition of Repeat PUrchase...........cccccovveiiiie i, 18
2.1.1.2 Factors Influencing Repeat PUrchase............cccceevveeiinecviiie e, 19
2.1.1.3 Benefits of Repeat PUIrChase............cccvvveiiiiie e 21
2.1.1.4 Indicators of Repeat PUrChase ..........cccoceevvieeiiiec i 22
2.1.2 Product QUANILY .......c.eeeeiiieeiie e 24
2.1.2.1 Definition of Product Quality...........cccceoviieiiiii e, 24
2.1.2.2 Factors Affecting Product Quality...........cccccoovveiiiieiiie e, 25
2.1.2.3 Benefits of Product Quality.............cccovveiiiieiiiic e, 26
2.1.2.4 Indicators of Product Quality ...........cccceeoviieiiiic i, 27
2. L3 PIICR ittt ettt 28
2.1.3.1 Definition OF PrICE .....eeiiiiiiiiie e 28
2.1.3.2 Factors Affecting PriCe ........ccovveiiiiiiii i 30



2.1.3.3 BeNETItS OF PriCe ..ot 31

2.1.3.4 INdICAtOrS OF PrICe......viiiiiie et 33
2.1.4 Customer SatiSTaCLION..........coouviiiieiie s 34
2.1.4.1 Definition of Customer Satisfaction .............ccccovvviieiiieniiciieiene, 34
2.1.4.2 Factors Affecting Customer Satisfaction .............cccccevvveviiiineiinnnnn, 36
2.1.4.3 Benefits of Customer Satisfaction ............ccocveviiiiiiiiicnceee 38
2.1.4.4 Indicators of Customer SatiSfaction............ccccevvveiieeiiiienieeiie s, 39
2.2 Conceptual FrameWOrK ..........c.ooiiiiiieiiieiie e 40
2.2.1 The Influence of Product Quality on Repeat Purchase .............c.cceevenee. 41
2.2.2 The Influence of Price on Repeat PUrchase...........ccccooovviieiiicnicennecn, 43
2.2.3 The Influence of Product Quality on Customer Satisfaction.................... 44
2.2.4 The Influence of Price on Customer Satisfaction ..............cccooeevivennennn. 46
2.2.5 The Influence of Customer Satisfaction on Repeat Purchase.................... 47

2.2.6 The Influence of Product Quality on Repeat Purchase Through Customer
Satisfaction as an Intervening Variable ............ccccoooviiiiiii i 49

2.2.7 The Influence of Price on Repeat Purchase Through Customer

Satisfaction as an Intervening Variable............ccccccooe i, 51

2.3 HYPOTNESIS ...ttt et e 52
CHAPTER 11l RESEARCH METHODS .......cccooiiieiieiiee e 54
3.1 TYpe OF RESEAICH ....veeicie e 54
3.2 Operational DefiNItioN.........ccviiiiireiie e 54
3.3 Place and Time 0f RESEAICH .......ccoiiiiiiiiiiii e 56
3.3.1 Place OF RESEAICH ......eeiviieiii e 56
3.3.2 TIME OF RESEAICH ...t 56
3.4 SampPling TECNNIQUES ......eveeiiie ettt e ree e 57
3.4.1 Research POPUIALION .........ccoiiiieiiie e 57
3.4.2 ReSEarch SAmPIe ......vve e 57
3.5 Data Collection TECANIQUES. .........eeeiiiieiiie e 59
35,1 INTEIVIBWS. ...ttt ettt e ettt e et 59
3.5.2 QUESLIONNAITE (SUMVEY) .. .viieeiee ettt 59
3.5.3 DOCUMENLALION STUAY ....eeeeiiiiiee e 59
3.6 Data Analysis TEChNIQUE........ccciiiiiee et 60



3.6.1 Outer Model ANAIYSIS..........oiiiiiieie e 61

3.6.1.1 Convergent Validity........c.ccoovuereiiiiiiiie e 62
3.6.1.2 Discriminant Vahidity ...........ccovviiiiiiieiiciieeeee e 63
3.6.1.3 Composite Reliability ...........ccoiiiiiiii e 65
3.6.1.4 Cronbach’s Alpha..........ccoeiiiiiiiiii 65

3.6.2 Inner Model ANAIYSIS .......c.ooiiiiiiieie e 66
3.6. 2.1 R-SUUAIE. ...ttt 66
3.6.2.2 F-SOUATE ...ttt 67

3.6.3 HYPOLhESIS TESTING ...eevvieiieiieesiie ettt 67
3.6.3.1 DIreCt EFfECT .. .civiee e 67
3.6.3.2 INAIreCt EFfECt.......ceiiiieeiie et 68
3.6.3.3 Total EFfECE......cccuvieeiiie e 68
CHAPTER IV RESEARCH RESULTS ... 66
4.1 Data DESCHIPTION ..ottt 66
4.1.1 Respondent Identity CharaCteristiCS..........ceuvvreiiveeiiire e 66
4.1.1.1 Respondent Identity 0n GeNder...........ccovvvveiiiireiiire e 67
4.1.1.2 Respondent Identity Based 0N Class .........cccccvvevvireiiine e, 67
4.1.1.3 Respondent Identity Based on Duration of Using Nike Shoes.............. 67
4.1.1.4 Respondent Identity Based on Nike Shoe Purchase Frequency ............ 68
4.1.2 Descriptions of Research ReSUILS...........ccceiiiieiiiie i 69
4.1.2.1 Repeat PUIChAse (Y) ..veoivee et 69
4.1.2.2 Product QUAlILY (X1) .eeovveeeiiee et 71

O R B o o= () RSP PPPPPRI 74
4.1.2.4 Customer Satisfaction (Z) ........ccooveeiiieeiiiee i 77
4.2 Data ANAIYSIS ...ccvvveeiiie ettt 79
4.2.1 OULEr MOGEL ......ooiiiiiieiie e 79
4.2.1.1 Convergent Validity.........ccccooveiiiiie e 79
4.2.1.2 Discriminant Validity ..........cccocoeiiiieiiiie e 81
4.2.1.3 Composite Reliability ...........ccoceeiiiieiiie e 82
4.2.1.4 Respondent Identity Based on Nike Shoe Purchase Frequency........ 83

A.2.2 INNEE IMOTEL.....coiii e 83
A R 2 e 1o [T LR PR PP 83



B.2.2.2 F-SUUAIE ...ttt 84

4.2.3 HYPOLNESIS TESEING ....cvvieiieiiieiie ettt 85
4.2.3.1 DIreCt EFfECT....ceiieiieiiii e 85
4.2.3.2 INAIr€CE EFFECT....cviieeiiiie et 87

I [T U 3] [0 o USSR 88
4.2.4.1 The Influence of Product Quality on Repeat Purchase..................... 88
4.2.4.2 The Influence of Price on Repeat PUrchase .............cccoeevvvenineninnnn 91
4.2.4.3 The Influence of Product Quality on Customer Satisfaction ............ 95
4.2.4.4 The Influence of Price on Customer Satisfaction...............cccocvevunenn 98
4.2.4.5 The Influence of Customer Satisfaction on Repeat Purchase .......... 100

4.2.4.6 The Influence of Product Quality on Repeat Purchase Through
Customer Satisfaction as an Intervening Variable ........................ 103
4.2.4.7 The Influence of Price on Repeat Purchase Through Customer

Satisfaction as an Intervening Variable .............ccccoooiiinn, 106
CHAPTER V CONCLUSION AND RECOMMENDATIONS. ........ccccevenenn. 109
5.1 CONCIUSION ...ttt ettt et 109
5.2 RECOMMENUALIONS ......coviiiiieiiieiiie ettt 110
5.3 ReSearch LImMItatioNS........ccveiiieiiiiiie et 111
BIBLIOGRAPHY ...ttt 112
APPENDICES. ...ttt ettt ae e aneenneas 130



LIST OF FIGURES

Figure 2. 1 The Influence of Product Quality on Repeat Purchase ........................ 42
Figure 2. 2 The Influence of Price on Repeat Purchase...........cccccovveiiiiniccineenn, 44
Figure 2. 3 The Influence of Product Quality on Customer Satisfaction................ 46
Figure 2. 4 The Influence of Price on Customer Satisfaction ..............ccccccceevvenen. 47
Figure 2. 5 The Influence of Customer Satisfaction on Repeat Purchase............... 49
Figure 2. 6 The Influence of Product Quality on Repeat Purchase Through .......... 50
Figure 2. 7 The Influence of Price on Repeat Purchase Through Customer........... 52
Figure 2. 8 Conceptual FrameWOork ..........cccooviiiiiiiieniieee s 52
Figure 4.1 Graphical OQULPUL..........ccuiiiiiiiie s 81



LIST OF TABLES

Table 1. 1 Nike Sales Trends Over the Last FIVE YEarS........cccovevvviiieniveiiiennennn 3
Table 1. 2 Questionnaire Results on Research Object Selection..............ccccceene. 11
Table 1. 3 Pre — Questionnaire Results of the Research Proposal................ccoce... 12
Table 3. 1 Operational Definition of Variables...........cccccovvveiiie i 55
Table 3. 2 Research TIMEIINe .........oooiiie e 56
Table 3. 3 LiKert SCale INUEX ......c..veeiiieeciie et 59
Table 4.1 Respondents’ GeNET.........cuueeiuieeriireiiieesiieesseeeeseeeesrieeesnaeeeseeeesneeas 66
Table 4.2 ReSpondents’ CLaSS..........euiuueeiiieeiiieesiieesniaessieeeasseeeeseeeesneeeeseeeesnees 67
Table 4.3 Respondents’ Nike Shoe Usage Duration.............cceovvervienieiiineiinieninnn 67
Table 4.4 Respondents’ Nike Shoe Purchase Frequency ..........cccocevvviiinniieninnn, 68
Table 4.5 Questionnaire Discussion Scores for the Repeat Purchase Variable ...... 69
Table 4.6 Questionnaire Discussion Scores for the Product Quality Variable ....... 72
Table 4.7 Questionnaire Discussion Scores for the Price Variable........................ 74

Table 4.8 Questionnaire Discussion Scores for the Customer Satisfaction

VATADIE.....eeee e 77
Table 4.9 FaCtOr LOAAINGS .....vvveeieeeeieieeeciieestieestie e s e e ste e sae e snae e snaeeesaaeeenneas 80
Table 4.10 Discriminant Validity .........ccccoceiiireiiieeiie e 81
Table 4.11 Composite Reliability .........cccovveiiiieiiiieee e 82
I Lo (o 0 2 Lo U OSSPSR 84
TaDIE 4.13 F-SQUAIE ....eeiiiiieiiie ettt ettt e e e e s e e snraeeanneas 84
Table 4.14 UpSilon (V) SEAtIStICS .....ccvveeiiieeiiie e 86
Table 4.15 DireCt EFFECE .......oooiiiiiiiiiiee e 86
Table 4.16 INdireCt EFfECt ......cccviiiiiiiee e 87



CHAPTER |

INTRODUCTION

1.1 Background of the Problem

The footwear industry, particularly shoe products, has experienced very
significant development in recent years along with the increasing consumer need
for products that are not only comfortable to use but also able to reflect lifestyle,
character, and personal identity. Shoes have now transformed into an important
part of a person’s identity and appearance, especially among the younger
generation such as university students, who increasingly consider shoes as both a
fashion element and a functional daily necessity (Pratama, 2023). The increasing
interest in shoes from various brands, both local and global, has encouraged
increasingly intense industry competition and demands that producers provide the
best experience to their consumers.

Under such competitive conditions, companies’ attention is no longer
focused solely on achieving short-term sales, but also on efforts to encourage
customers to make repeat purchases. Repeat purchase reflects the tendency of
customers to repurchase the same product after going through the process of use
and evaluation of previous experiences. Consumers in the modern era have
increasingly high expectations regarding comfort, design, function, and the
perceived value of the shoes they use. Research shows that consistent positive
experiences and continuous product innovation play an important role in
encouraging customer satisfaction and strengthening repeat purchases in the

fashion industry (Anita et al., 2024). When customers have satisfying experiences,



they tend to show an interest in repurchasing, provide positive recommendations,
and build long-term relationships with the brand.

This phenomenon is also observed in the branded shoe market such as
Nike, which is one of the popular choices among university students because it is
considered capable of providing comfort and quality that support daily activities.
Nevertheless, high brand popularity does not guarantee that all customers will
make repeat purchases of the same product. The level of repeat purchase may vary
among consumers, depending on actual usage experience, perceived value, and
personal evaluation of the product. This variation indicates the existence of
dynamic consumer behavior that is interesting to be studied, particularly among
university students who have functional needs, aesthetic tastes, and evolving
budget constraints.

Repeat purchase plays a very important role in a company’s sustainability
because it reflects the success of a brand in retaining its customers amid
increasingly intense competition. Customers who have a high tendency to make
repeat purchases are likely to become long-term customers and provide
continuous contributions to the stability of the company’s revenue. In addition,
repeat purchases are also closely related to the spread of positive word of mouth,
which can strengthen the brand image in the eyes of other consumers. Repeat
purchase is generally formed through consumers’ overall experience with the
product, starting from the initial consideration stage, product usage, to the
evaluation of satisfaction after use (Kurniawan et al., 2025).

A strong understanding of repeat purchase greatly helps companies in

formulating effective and long-term—oriented marketing strategies. By identifying



the factors that influence repeat purchases, companies can make product
improvements, price adjustments, and enhancements to customer experience in a
more targeted manner. The increasingly dynamic competition in the shoe market
requires producers to comprehensively understand customer behavior and needs.
Therefore, an analysis of repeat purchase in Nike shoe products becomes very
important, especially in the context of university students who have continuously
changing preferences and expectations.

Table 1. 1 Nike Sales Trends Over the Last Five Years

Year Nike Company Revenue ($)
2021 $44.538 billion
2022 $46.710 billion
2023 $51.217 billion
2024 $51.362 billion
2025 $46.309 billion

Source: Nike, Inc. Annual Financial Reports (Annual Reports) 2021 — 2025.

Based on Table 1.1, it can be seen that Nike’s company revenue over the
last five years shows a fluctuating trend. In 2021, Nike’s revenue amounted to
USD 44.538 billion and increased in 2022 to USD 46.710 billion. This upward
trend continued until 2023, with revenue reaching USD 51.217 billion, and
remained relatively stable in 2024 at USD 51.362 billion. However, in 2025, a
fairly significant decline in revenue occurred, decreasing to USD 46.309 billion.
This condition indicates that although Nike is a global brand, the company still
faces challenges in maintaining sales consistency in the long term. The decline in
revenue is suspected to be related to a decrease in the level of consumer repeat
purchase. One factor that potentially influences repeat purchase decisions is

consumers’ perceptions of product quality and price. Therefore, further research is
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needed to analyze the effect of product quality and price on repeat purchase in
order to identify the factors that influence consumer loyalty toward Nike products.
Product quality refers to the ability of a product to meet customer
expectations through good performance and consistency in production results.
Customers usually assess quality based on durability, reliability, and the main
functions of the product in daily use. Product quality is one of the main factors in
shaping repeat purchase because customers tend to repurchase products that are
proven to provide benefits in accordance with their initial expectations. Customers
evaluate products based on direct usage experience, in which comfort of use and
perceived value become important indicators in determining their satisfaction as
consumers (Kusumawati & Rahayu, 2019). Other findings also show that a
decline in product quality can reduce perceived value, thereby affecting
customers’ repeat purchase decisions toward products (Fitriani & Astuti, 2025).
Good product quality becomes an important investment for companies to
maintain customer satisfaction in the long term. Companies that are able to
maintain quality standards tend to have customers who trust them and are willing
to make repeat purchases. Product quality also plays a role in shaping customer
loyalty because consumers generally show a tendency to repurchase products that
provide optimal satisfaction, thereby strengthening the brand’s position in the
market (Utami & Handrito, 2023). Consumers also compare the product quality of
a brand with that of its competitors, so companies must be able to maintain quality
to sustain competitive advantage (Yunita, 2025). Production consistency becomes
a key factor because nonconformity with standards can weaken customer repeat

purchases (Pagirik et al., 2025).
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The phenomenon of product quality assessment is also observed among
some consumers regarding Nike shoes. Some members of the public have
expressed complaints about the quality of newly released shoes, which are
considered less satisfactory compared to previous versions. These complaints
arise from daily usage, which shows that several models quickly experience
damage to the sole and outer material that are not resistant to the intensity of use.
Consumers also feel that the comfort of the shoes has decreased, making it
inconsistent with Nike’s previously established reputation for quality (Sulistiono
& Nirawati, 2024). This condition has the potential to reduce repeat purchase
because customers become doubtful about the consistency of product quality
(Jumawan et al., 2024).

Product quality is influenced not only by physical aspects but also by
social factors and consumers’ ideological perceptions of the brand. Negative
sentiment toward products originating from the United States or perceived to have
affiliations with international conflicts, including issues of racism or involvement
in the Israel conflict, has become one of the phenomena affecting repeat purchase.
Some consumers experience a decline in satisfaction because they feel that the
brand is no longer socially neutral, which affects their emotional comfort when
using the product. Research shows that social and geopolitical issues can shape
negative perceptions of a brand, thereby impacting a decrease in customer
satisfaction and purchase intention (Sinaga & Suhardi, 2025). Other studies also
emphasize that social perceptions are able to alter evaluations of product quality
because consumers interpret products not only based on physical function but also

on their symbolic value (Nurpadilah et al., 2024). This phenomenon also indicates
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that product quality can be influenced by social dynamics and public opinion
developing in society (A. A. Saputra, 2024).

In addition to the product quality factor, another factor that also influences
repeat purchase is price. Price is one of the important elements that affects
customer satisfaction because it reflects the sacrifice that customers must make to
obtain a product. According to (Salam et al., 2024) price is defined as a certain
amount of value that must be paid by consumers to obtain the benefits of a
product or service. (N. A. Fitri, 2023) also defines price as customers’ perception
of the level of fairness in the exchange value between the money spent and the
benefits received. Research by (Hidayat & Sigarlaki, 2025) emphasizes that price
is not only assessed based on its nominal value but also on the suitability between
price and the quality perceived by customers. Thus, price has a strategic role in
shaping repeat purchase because customers will feel satisfied when the price is
considered fair and in accordance with the benefits of the product.

Research conducted by (Harahap & Sari, 2021) found that price has a
positive and significant effect on customer satisfaction in branded fashion
products. The results of the study indicate that consumers will feel satisfied when
the price set is in accordance with their purchasing power and expectations of the
product’s benefits. Other findings were also presented by (Gani et al., 2025) who
stated that perceptions of excessively high prices can reduce the level of customer
satisfaction even when product quality is considered good. This shows that price
remains a sensitive factor in determining customer satisfaction, especially in the

student consumer segment.
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In the context of Nike shoe products, sales fluctuations are suspected to be
influenced not only by product quality but also by price factors. Some consumers
consider the price of Nike shoes to be relatively expensive compared to other
brands in the same category. Research by (Fiqgih, 2022) shows that some
customers perceive the price of Nike shoes as less aligned with students’
economic conditions, thereby affecting their evaluation of product value and their
intention to repurchase. However, on the other hand, there are also customers who
believe that the high price is in line with the quality and brand image offered. This
difference in perception indicates that price has a complex role in shaping repeat
purchase, as not all consumers have the same purchasing power and preferences.

In addition, market segmentation factors also influence price perceptions
toward repeat purchase. Nike, as a global brand, sets relatively high prices
because its production process is carried out overseas and it carries an
international brand image. This condition causes some students to feel that the
product prices are not aligned with their financial capabilities. Research by
(Khairunnisa, 2024) also emphasizes that a mismatch between price and consumer
segmentation can reduce satisfaction and repeat purchase because customers feel
they are not the company’s primary target. Furthermore, there is also the
phenomenon of the widespread issue of counterfeit branded shoes being sold at
relatively high prices, which reduces customer trust and interest in repeat
purchases. Research by (Nabih & Alhosseiny, 2024) explains that consumer
concerns regarding the authenticity of branded products can reduce satisfaction
and purchase intention because customers feel that the risks they face are not

proportional to the price paid. This phenomenon strengthens the assumption that
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price plays an important role in influencing customer satisfaction with Nike shoes,
particularly in the student segment.

When customers obtain products, they purchase that are of good quality
and are also accompanied by appropriate prices, they tend to make repeat
purchases. However, under certain conditions, consumers will first feel satisfied
before making repeat purchases. Customer satisfaction is an important stage in the
customer behavior process, indicating that customers have chosen to repurchase a
product after going through a series of evaluations related to product attributes. In
marketing literature, customer satisfaction is defined as the final consumer
response that reflects a commitment to repurchase a product after evaluating
various factors such as quality, price, and perceived value (Pratiwi, 2024).
Customer satisfaction is also viewed as a critical stage because it represents a real
manifestation of consumer behavior influenced by various marketing stimuli as
well as consumers’ internal perceptions. Conceptually, customer satisfaction as an
intervening or mediating variable indicates that customer satisfaction acts as an
intermediary between factors that influence the level of customer repeat purchase.

Several previous studies have examined models using customer
satisfaction as an intervening variable in explaining the relationship between
determining factors and repeat purchase. Research conducted by (Tirtayasa et al.,
2021) shows that customer satisfaction acts as an intervening variable in the
relationship between product quality and customer behavior in the retail fashion
sector, where product quality not only directly affects satisfaction but also impacts
customers’ tendency to make repeat purchases. These findings indicate that the

level of satisfaction perceived by customers after using the product becomes an
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important mechanism that bridges the influence of product quality on repeat
purchase. Another study conducted by (Hermawan et al., 2025) in the electronics
industry also found that customer satisfaction is able to mediate the influence of
perceived value, including price aspects, on consumer repeat purchase. The results
of these studies emphasize that the use of customer satisfaction as an intervening
variable provides a more comprehensive understanding of the internal
mechanisms that explain how product quality and price influence customer repeat
purchase.

In reality, there are also conditions in which consumers make repeat
purchases without going through an optimally formed satisfaction process. This
can occur due to strong initial expectations prior to product use, which are
influenced by product quality, price, social trends, promotions, and
recommendations from the surrounding environment. Under such conditions,
purchase decisions are driven more by initial perceptions of product quality and
price than by evaluations of actual consumption experiences, so the role of
customer satisfaction has not yet fully become the primary basis for repeat
purchase decision-making. On the other hand, customer satisfaction plays an
important role as a psychological mechanism that bridges consumers’ evaluations
of product quality and price with repeat purchase. When product quality and price
are perceived as being in accordance with consumer expectations, consumers tend
to experience higher levels of satisfaction after using the product. This level of
satisfaction subsequently encourages repeat purchase because consumers feel that

the product used is able to provide benefits proportional to the sacrifices incurred.
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In the context of this study, the research will examine the role of customer
satisfaction as an intervening variable that mediates the influence of product
quality and price on repeat purchase. This approach is important because it
provides a more comprehensive depiction of the indirect relationship between
product quality and price on repeat purchase through customer satisfaction as
perceived by customers. By incorporating customer satisfaction, this study not
only focuses on the direct relationship between product quality and price on repeat
purchase, but also on the customers’ evaluative process after using the product, in
which perceptions of quality and price suitability shape satisfaction that
subsequently encourages customers’ tendency to make repeat purchases of Nike
shoe products among customers. This study positions customer satisfaction as a
variable that mediates the influence of product quality and price on repeat
purchase.

In the highly competitive global footwear market, Nike emerges as one of
the market leaders with extraordinary brand strength. Nike shoes often become the
primary choice for various market segments, including students, who prioritize a
combination of technological innovation, fashionable design, and a strong brand
image. However, this market dominance does not guarantee that customers will
always repurchase. Repeat purchase of Nike products can be highly sensitive to
small changes in the quality of the products offered, price fluctuations in the
market, and the overall level of customer satisfaction perceived.

Specifically, this study focuses on students of Universitas Muhammadiyah
Sumatera Utara (UMSU). The selection of this subject is based on the view that

the student group represents a unique and strategic consumer segment in the
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lifestyle and performance product market. Students are a dynamic age group,
technologically literate, and highly influenced by social trends and branding. In
addition, they have high price sensitivity due to budget limitations, yet at the same
time, they demand quality and style. This combination of factors makes the repeat
purchase behavior of UMSU students toward Nike products complex and highly
interesting to study. Thus, examining the relationship between product quality,
price, and customer satisfaction will provide relevant and in-depth results
regarding the repeat purchase process in a young, sensitive, and value-driven
market.

Table 1. 2 Questionnaire Results on Research Object Selection

Shoe Brand PelL’Jcsearlwq[de Description
Nike 53,7% Most dominant brand
Reebok 13% Closest competitor
Adidas & Skechers 14,8% Lifestyle brands
Other brands (Onitsuka, Puma, Vans, etc) 18,5% Specific competitors
Total 100%

Source: Researcher’s Questionnaire Results, 2025.

Based on the results of data processing obtained from 54 respondents who
filled out the preliminary questionnaire from students of Universitas
Muhammadiyah Sumatera Utara (UMSU) in 2025, it is known that the Nike shoe
brand is the most widely used brand by respondents with a percentage of 53.7%.
This indicates that the majority of Universitas Muhammadiyah Sumatera Utara
students prefer using Nike shoes compared to other brands. Furthermore, the
Reebok brand is used by 13% of respondents, while Adidas and Skechers are each
used by 14.8% of respondents. In addition, there are also other shoe brands used

by students with a percentage of 18.5%. Based on these data, it can be concluded
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that Nike has the highest level of usage compared to other shoe brands used by

Universitas Muhammadiyah Sumatera Utara students.

The high level of usage indicates that Nike is one of the most favored and
widely chosen brands by students in supporting daily activities. This condition
makes Nike relevant to be used as the object of research, particularly in examining
the effect of product quality and price on the repeat purchase of Universitas
Muhammadiyah Sumatera Utara students, because the brand has a clear level of
usage and is closely related to students’ daily lives as consumers.

Table 1. 3 Pre — Questionnaire Results of the Research Proposal

Answer
No Statement YES NO
1 | The quality of the Nike shoes | use meets the 50% 50%
standards and my expectations as a consumer.
2 | The price of the Nike shoes | paid is 40% 60%
proportional to the quality and benefits |
receive.
3 | | feel satisfied after purchasing and using Nike 50% 50%
shoes.
4 | 1 will repurchase Nike shoes in the future. 70% 30%
5 | My level of satisfaction with Nike shoes 40% 60%
encourages my intention to make repeat
purchases.

Source: Results of Questionnaire Distribution to UMSU Students

Based on the results of the preliminart questionnaire distributed to 30
respondents who met the established criteria, it can be concluded that there are
still issues related to product quality and price as perceived by UMSU students.
The respondents involved were active Management students of Universitas
Muhammadiyah Sumatera Utara batch 2022 who have purchased and used Nike
shoe products. The findings indicate that the mismatch between the price set and

the quality of the product obtained has the potential to reduce the level of
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customer satisfaction, which in turn can affect repeat purchase of Nike shoe
products.

Based on the description of the facts and data above, the author is
interested in conducting a study entitled “The Influence of Product Quality and
Price on Repeat Purchase with Customer Satisfaction as an Intervening
Variable in Nike Shoe Products (A Case Study of UMSU Students).”

1.2 Identification of the Problems

Based on the background of the problems occurring in Nike shoe products
as previously described, the problems in this study can be identified as follows:

1. Repeat purchase of Nike shoe products among Universitas
Muhammadiyah Sumatera Utara (UMSU) students is not yet fully stable,
as seen from consumers’ remaining hesitation to make repeat purchases
even after having previous purchase experiences.

2. The product quality of Nike shoes is still considered inconsistent by some
consumers, particularly in terms of material durability, stitching neatness,
and wearing comfort, which can affect consumers’ overall evaluation of
the product.

3. The relatively higher price of Nike shoes compared to other shoe brands in
the same category causes some students as customers to reconsider before
making repurchases, because the price is perceived as not fully
proportional to the benefits received.

4. Customer satisfaction with Nike shoes among Universitas Muhammadiyah
Sumatera Utara (UMSU) students is not yet fully optimal, as reflected in

differences in consumers’ satisfaction levels after using the product, which
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potentially mediates the influence of product quality and price on repeat
purchase.
1.3 Problem Limitation
Many factors can influence repeat purchase of a product, however, to
ensure that the discussion in this study is more focused, clear limitations are
required. The limitations of this study are on how product quality and price can
affect repeat purchase, with customer satisfaction as an intervening variable. This
study is focused on Nike product customers, with data collected from students of
Universitas Muhammadiyah Sumatera Utara who have used and purchased these
products.
1.4 Formulation of the Problem
Based on the background of the problems, the author formulates several
research questions as follows:
1. Does product quality affect repeat purchase of Nike shoe products among
Universitas Muhammadiyah Sumatera Utara students?
2. Does price affect repeat purchase of Nike shoe products among
Universitas Muhammadiyah Sumatera Utara students?
3. Does product quality affect customer satisfaction of Nike shoe products
among Universitas Muhammadiyah Sumatera Utara students?
4. Does price affect customer satisfaction of Nike shoe products among
Universitas Muhammadiyah Sumatera Utara students?
5. Does customer satisfaction affect repeat purchase of Nike shoe products

among Universitas Muhammadiyah Sumatera Utara students?
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Does customer satisfaction act as an intervening variable in the effect of
product quality on repeat purchase of Nike shoe products among
Universitas Muhammadiyah Sumatera Utara students?

Does customer satisfaction act as an intervening variable in the effect of
price on repeat purchase of Nike shoe products among Universitas

Muhammadiyah Sumatera Utara students?

1.5 Research Objectives

In relation to the problem statements above, the objectives to be achieved

in this study are:

1.

To identify and analyze whether product quality affects repeat purchase of
Nike shoe products among Universitas Muhammadiyah Sumatera Utara
students.

To identify and analyze whether price affects repeat purchase of Nike shoe
products among Universitas Muhammadiyah Sumatera Utara students.

To identify and analyze whether product quality affects customer
satisfaction of Nike shoe products among Universitas Muhammadiyah
Sumatera Utara students.

To identify and analyze whether price affects customer satisfaction of
Nike shoe products among Universitas Muhammadiyah Sumatera Utara
students.

To identify and analyze whether customer satisfaction affects repeat
purchase of Nike shoe products among Universitas Muhammadiyah

Sumatera Utara students.
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6. To identify and analyze whether product quality affects repeat purchase
with customer satisfaction as an intervening variable for Nike shoe
products among Universitas Muhammadiyah Sumatera Utara students.
7. To identify and analyze whether price affects repeat purchase with
customer satisfaction as an intervening variable for Nike shoe products
among Universitas Muhammadiyah Sumatera Utara students.
1.6 Benefit of Research

Based on the research objectives above, the author hopes that this research
can provide the following benefits:
1.6.1 Theoretical Benefits
a. The author hopes that the results of this study can enhance the author’s
knowledge and provide an overview, insights, and hopefully assist readers
in seeking learning or research materials regarding product quality and
price on repeat purchase mediated by customer satisfaction.
b. The results of this study are expected to serve as useful scientific material,
a source of information that can assist subsequent research in examining
the same variables.
1.6.2 Practical Benefits
1.6.2.1 For the Author

This study can enhance the author’s knowledge, particularly in the field of
marketing management, regarding how product quality and price influence the
increase of repeat purchase through customer satisfaction as an intervening

variable in product purchasing.
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1.6.2.2 For the Company

Through this study, the author identifies the shortcomings present in Nike
products so that they can be improved, and the author can convey ideas that can
be used as references for the company, particularly in the marketing management
division, to improve areas that are lacking in the sales strategies already
implemented by the company, thereby increasing sales for the company.
1.6.2.3 For Other Parties

The results of this study can serve as useful information or a contribution

of ideas for readers who will later conduct research in the same field.



CHAPTER II

LITERATURE REVIEW

2.1 Theoretical Foundation
2.1.1 Repeat Purchase
2.1.1.1 Definition of Repeat Purchase

According to (Adela & Tuti, 2024) repeat purchase is the tendency of
consumers to repurchase the same product or service as a result of a previous
purchase experience that is considered positive, particularly regarding product
quality and the customer experience received.

According to (Yanti & Negoro, 2025) repeat purchase is the activity of a
consumer or customer who repurchases a brand that has met their expectations
and satisfied their desires regularly and repeatedly, where the positive experience
from previous purchases encourages consumers to choose the same product or
service again in the future.

According to (Ummah & Oktavian, 2025) repeat purchase can be defined
as the continued behavior of consumers that arises when the experience of using a
product or service previously meets or exceeds expectations, thereby encouraging
consumers to make transactions again with the same provider.

According to (Surahman & Rahman, 2024) repeat purchase is defined as
the action of customers repeatedly buying the same product based on positive
experiences from previous purchases, particularly driven by factors such as
satisfaction, product quality, perceived value, and a strong brand image that keeps

customers returning to choose the product.

24
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In addition, (Haryanti & Serly, 2024) states that repeat purchase is the
intention to repurchase that arises when customers perceive high value from
previous purchases and consistently feel satisfaction regarding price and the
quality of service received.

Based on the opinions mentioned above, repeat purchase can be described
as the consumer’s decision to repurchase the same product or service in the future
based on a positive evaluation of previous purchase experiences, reflecting the
level of satisfaction, trust, and the potential formation of a long-term relationship
between consumers and the company.
2.1.1.2 Factors Influencing Repeat Purchase

According to (Kotler & Keller, 2016) repeat purchase is influenced by
several main factors related to customer evaluation of products or brands, namely:

1. Customer satisfaction, which arises when the perceived performance of a
product is able to meet or exceed customer expectations, thereby
encouraging the formation of positive attitudes and the desire to make
repeat purchases.

2. Product quality, reflecting the ability of a product to perform its functions
consistently, where a good quality perception will increase customer trust
and the tendency to make repeat purchases.

3. Price and perceived value, forming the value perceived by customers
through the comparison between benefits received and costs incurred, so

that price suitability can encourage repeat purchases.
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4. Customer experience, shaping customers’ perceptions and attitudes
towards products or brands, where positive experiences increase the
likelihood of repeat purchases.

5. Brand trust, customers’ confidence in the consistency of product quality
and benefits, which plays an important role in reducing purchase risk and
encouraging repeat purchase.

According to (Schiffman & Wisenblit, 2015) there are several main factors
that also influence repeat purchase, namely:

1. Customer satisfaction, which describes the level of customers’ affective
evaluation after comparing the perceived product performance with initial
expectations, so that high satisfaction will increase the tendency to make
repeat purchases.

2. Perceived product quality, which reflects customers’ subjective assessment
of durability, reliability, and product superiority compared to competitor
products, which directly influences repeat purchase decisions.

3. Price, where the level of alignment between the price paid and the benefits
or value received by customers encourages the formation of repeat
purchases.

4. Previous usage experience, which shapes customers’ attitudes, evaluations,
and preferences towards products or brands based on actual interactions
experienced, so that positive experiences increase the likelihood of repeat

purchases.
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5. Customer trust, which is the belief that a product or brand can provide
consistent, reliable benefits and meet consumers’ expectations in the
future.

2.1.1.3 Benefits of Repeat Purchase
According to (Griffin, 2014) repeat purchase has several important
benefits for both customers and companies, as follows:

1. Increasing customer loyalty, as customers who make repeat purchases
demonstrate ongoing emotional attachment and trust toward the brand,
thereby tending to maintain long-term relationships with the company.

2. Reducing marketing costs, since efforts to retain existing customers
require relatively fewer resources compared to the cost of acquiring new
customers.

3. Increasing company revenue, through continuous and repeated purchase
patterns, which directly contribute to the stability and growth of the
company’s financial performance.

4. Encouraging word-of-mouth promotion, as satisfied and loyal consumers
tend to voluntarily recommend products or brands to others, thereby
indirectly expanding marketing reach.

Furthermore, according to (Kotler & Keller, 2016) repeat purchase
provides several important benefits for companies, namely:

1. Stability of long-term customer relationships, indicating ongoing
relationships between the company and its customers, which form the

basis for loyalty and long-term business sustainability.
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2. Increasing customer value, as customers who consistently make repeat
purchases provide higher economic value to the company compared to
one-time buyers.

3. Reducing reliance on acquiring new customers, helping companies
decrease dependence on strategies to acquire new customers, which
generally require higher costs and resources.

4. Strengthening brand position in the market, reflecting customer trust in the
brand, thereby enhancing the brand’s position and reputation in market
competition.

5. Improving sustainability of company performance, providing a more
stable and predictable revenue stream, which supports the continuity of
performance and company growth.

2.1.1.4 Indicators of Repeat Purchase
According to (Kotler & Keller, 2016) repeat purchase can be identified
through the following consumer behavior indicators:

1. Repurchase intention, indicating the customer’s desire to repurchase the
same product or brand in the future. This intention is formed as a result of
the level of satisfaction and positive experiences perceived by the
customer.

2. Frequency of repeat purchases, describing how often customers repurchase
the same product within a certain period. The higher the frequency of

repeat purchases, the stronger the customer loyalty to the product.
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3. Preference for the same brand, indicating the tendency of customers to
continue choosing the same brand over competitor brands. This reflects
trust and positive evaluation of product quality.

4. Willingness to use the product continuously, indicating customers’
commitment to making the product their primary choice and reflecting
consistent satisfaction with product performance.

5. Rejection of competitor products, showing customers’ reluctance to switch
to other brands. This attitude arises because consumers feel that the current
product is able to meet their needs and expectations.

According to (Donsuchit & Nuangjamnong, 2022) repeat purchase can
also be measured through several indicators, namely:

1. Having the intention to reuse the product, which shows the consumer’s
desire to repeat the use of a product or service after obtaining a satisfying
experience.

2. Reusing the product in the future, reflecting the tendency of customers to
make the product or service their primary choice in the future.

3. Continuing to use the company’s product compared to competitors’
products, indicating customer preference and loyalty to the company
despite the availability of alternatives.

4. Recommending the product to others, showing a high level of satisfaction
so that customers are willing to provide positive recommendations to

others.
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2.1.2 Product Quality
2.1.2.1 Definition of Product Quality

The definition of product quality according to (Fauziah & Kusumawati,
2023) is the expertise, completeness of specifications, as well as services or
product characteristics related to the ability to provide satisfaction and fulfill the
implicit needs of consumers by the company.

According to (Khairunnisa, 2021) product quality is the capacity possessed
by a product in its function, including processes and other valuable product
enhancements, to satisfy needs that can meet consumer expectations. (Adindo,
2021) defines product quality as a set of characteristics specifically inherent to a
product that can be measured quantitatively.

(Sigarlaki & Herlansyah, 2025) states that product quality is the ability of
a product to meet the quality standards expected by customers, which significantly
affects customer satisfaction and repeat purchase.

(Adisti et al., 2022) explain that product quality is the overall
characteristic of a product or service that influences its ability to meet or exceed
the needs, desires, and expectations of customers. (Arda & Andriany, 2020) also
explain that product quality is one of a company’s competitive advantages, where
products or services with high quality will have their own appeal and encourage
consumers to make repeat purchases in the future.

Based on the definitions above, it can be concluded that product quality is
the ability of a product reflected in expertise, completeness of specifications,

processes, and characteristics inherent in the product, both functional and
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quantitatively measurable, in meeting consumer needs and expectations and

providing an optimal level of satisfaction.

2.1.2.2 Factors Affecting Product Quality

Product quality has dimensions that can be used to analyze the

characteristics of a product. According to (Tjiptono, 2019) product quality has

eight dimensions as follows:

1.

Performance, the fundamental operational characteristics of the core
product purchased

Features, secondary or supplementary characteristics of the product.
Reliability, the likelihood of the product experiencing failure or
malfunction is low.

Conformance to specifications, the extent to which design and operational
characteristics meet previously established standards.

Durability, relating to how long the product can be used.

Serviceability, including speed, competence, convenience, ease of repair,
and satisfactory handling of complaints.

Esthetics, the appeal of the product to the senses.

Perceived quality, the product’s image and reputation, as well as the
company’s responsibility toward it.

In the study by (Ariig Abiir Miraza, 2020) the factors affecting product

quality are as follows:

1.

Product function, a produced product should consider the purpose for
which it is used, so that the product can truly fulfill that function. Meeting

this function influences the customer’s decision to repurchase. Since the
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highest decision level is not always fulfilled or achieved, the product
quality level depends on the extent to which user function requirements
can be met.

2. External appearance of the product, one important factor often used by
customers to assess product quality is the product’s appearance. Even if a
product is technically or mechanically advanced, if its appearance is
unattractive, it will be difficult to be accepted, which may cause the
product to be disliked by customers.

3. Product cost, generally the cost or price of a product can determine its
quality. Products with higher costs or prices tend to indicate relatively
better quality, whereas products with lower prices may indicate relatively
lower quality.

2.1.2.3 Benefits of Product Quality
According to (Utami & Handrito, 2023) there are three benefits of product
quality, as follows:

1. Enhances consumer satisfaction, because products with good quality, high
durability, and in line with consumer expectations provide a positive usage
experience, making consumers feel satisfied with the purchased product.

2. Increases customer loyalty, where consumers who are satisfied with the
product quality tend to make repeat purchases and continue to choose the
product over competitors.

3. Reduces the risk of dissatisfaction and consumer complaints, as high-
quality products tend to meet specifications and consumer expectations,

minimizing complaints and product returns.
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Meanwhile, according to (Adli et al., 2023) there are two benefits of

product quality:

1. Builds consumer trust in the brand, as consistent product quality forms the

perception that the company is capable of providing reliable and valuable

products to consumers.

2. Provides added value and competitive advantage, where higher-quality

products can differentiate themselves from similar products and create a

higher perceived value in the eyes of consumers.

2.1.2.4 Indicators of Product Quality

According to (Kotler & Armstrong, 2017) the indicators for the product

quality variable are as follows:

1.

Durability, which indicates the product’s lifespan, namely the number of
uses a product can endure before it is replaced or damaged.

Product features, which refer to consumers’ perception of the uniqueness
or superiority of a product.

Product reliability, the ability of a product to function consistently and
remain free from failure during a specific usage period.

Conformance to specifications, which refers to the extent to which the
design and operational characteristics meet pre-established standards.
Product aesthetics, the appeal of the product related to its visual
appearance and sensory impressions.

Meanwhile, according to (C. Firmansyah et al., 2020) the indicators of

product quality are:
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1. Longevity, reflecting the economic life or duration of use of a product;
once the product exceeds the expected age, it is considered no longer of
quality.

2. Reliability, all aspects related to the likelihood that a product will
successfully perform its function every time it is used.

3. Product conformity, relating to the degree to which the product meets the
specifications set beforehand.

4. Ease of use and repair, characteristics related to the convenience and
accuracy in providing services for product maintenance and repair.

2.1.3 Price
2.1.3.1 Definition of Price

According to (Fadhillah et al., 2024) price is the amount of value or
monetary units that consumers must pay to acquire a product or service offered by
a company. Price serves as the primary medium of exchange between sellers and
buyers and reflects the value of a product in the market. Price also functions as a
determinant of whether a product is accessible to consumers according to their
purchasing power.

Price is the amount of money exchanged for a product or service. More
broadly, price is the value that consumers exchange for the benefits obtained from
owning or using a product or service (Maisirata, 2025). Price is one of the
significant factors affecting customer satisfaction because it acts as a
communication tool of value, directly reflecting the quality and benefits of the
product offered to consumers. When price is perceived as affordable and

proportionate to the benefits received, it creates a positive perception, thereby
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increasing customer satisfaction. Research indicates that the price variable
significantly affects customer satisfaction (Nasution & Sari, 2024).

According to (Rene et al., 2025) price is the amount of money that
customers must pay to obtain a product or service, as well as the value sacrificed
by the customer. Price reflects the perceived value received by the customer in
exchange for the benefits of the product or service, and simultaneously represents
the company’s strategic decision in setting competitive and fair pricing in a
dynamic market. In this perspective, price is not merely a monetary figure but also
a representation of value, expectations, and customer considerations regarding the
benefits to be gained from the purchased product or service.

(Khairunnisa, 2024) further explains that price is an essential component
of consumer behavior, reflecting the monetary value and perceived added value
that customers must pay to obtain a product or service. Customers view price as
the total cost incurred, which includes perceived value, purchase decisions, and its
connection to brand image and customer loyalty. Price is not only an economic
factor in transactions but also a psychological factor that affects customers’
evaluation of benefits, quality, and expectations regarding the offered products or
Services.

Additionally, (Zoi C. Kalyva et al., 2024) define price as a measure of
value assigned by customers through their monetary evaluation of a product or
service exchanged in a purchase transaction. It reflects the balance between the
price paid and the perceived benefit received and becomes a primary
consideration in purchasing decisions influenced by the price—value factor and

perceived quality. Similarly, (Arda & Andriany, 2020) define price as the
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monetary amount that consumers must pay in exchange for a combination of
products and services received. Thus, price not only represents monetary value
but also reflects the value of the products and services obtained by consumers.
Based on the definitions above, it can be concluded that price is the
amount of value or monetary unit set by the company and paid by consumers as a
medium of exchange to obtain products or services. Price reflects the market
value of a product, serves as a link between seller and buyer, and is an important
consideration for consumers because it relates to affordability and purchasing
power in the decision-making process.
2.1.3.2 Factors Affecting Price
In reality, price levels are influenced by several factors. According to
(Dharmmesta & Handoko, 2014) these factors include:

1. Economic conditions, which refer to macroeconomic conditions that affect
price levels, such as inflation, recession, and government policies related
to exchange rates that may cause price changes in the market.

2. Supply and demand, where low prices tend to increase the quantity
demanded, while high prices encourage increased supply.

3. Demand elasticity, which is the sensitivity of demand to price changes that
affects the sales volume of a product.

4. Competition, referring to the number of sellers and buyers in the market,
which influences the company’s ability to set prices. The higher the level
of competition, the more limited the room for setting higher prices.

Furthermore, according to (Kotler & Keller, 2016) price is influenced by several

internal and external factors of the company, namely:
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1. Production costs, the primary basis for pricing, because the price must
cover operational costs and provide profit for the company.
2. Perceived customer value, where price is influenced by customers’
perception of the value and benefits obtained from a product. The higher
the perceived value, the greater the customer’s tolerance for the price set.
3. Market demand, which affects pricing flexibility, where high demand
allows companies to set higher prices, and vice versa.
4. Competitor product prices, which serve as a comparison for customers.
Companies need to adjust prices to remain competitive in the market.
5. Company objectives, where pricing is adjusted according to company
goals, such as maximizing profit, increasing market share, or maintaining
a competitive position.
6. Economic conditions, such as inflation, consumer purchasing power, and
customer income levels, which also influence pricing policy decisions for
a product.
2.1.3.3 Benefits of Price

Price plays an important role in marketing activities as it provides benefits
for both consumers and companies. According to research by (F. Fitri, 2023) the
benefits of price can be explained as follows:

1. Basis for purchase decisions, where price helps customers assess the
feasibility of a product based on the comparison between the benefits
received and the costs incurred.

2. Reflects product quality perception, as customers often use price as an

indicator to evaluate the quality and value of a product or service.
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3. Influences consumer purchase interest, where an appropriate and
competitive price can increase customers’ attraction to a product.

4. Affects demand elasticity and competitiveness, because price changes can
influence the level of demand and the product’s position in market
competition.

Furthermore, according to (Kotler & Keller, 2016) price has a strategic
role in marketing activities and provides several benefits for companies,
including:

1. Serves as a determinant of product value, where customers often use price
as a basis to evaluate the quality and benefits received from a product.

2. Enhances company competitiveness, helping companies maintain their
market position and compete with rival products in attracting customer
interest.

3. Encourages purchase decisions, where prices aligned with customer
purchasing power and perceived value can increase customer interest and
motivate purchasing decisions.

4. Increases customer satisfaction, as the alignment between price, quality,
and product benefits creates a sense of satisfaction, strengthening long-
term customer relationships.

5. Ensures business continuity, where properly set prices allow companies to
cover operational costs and achieve profits, thereby supporting long-term

business sustainability.
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2.1.3.4 Indicators of Price
According to (Kotler & Amstrong, 2014) there are four indicators of price,
namely:

1. Affordability of price, which refers to the pricing aspect set by the
producer or seller in accordance with the purchasing power of consumers.

2. Price-quality alignment, which refers to the pricing aspect set by the
producer/seller that corresponds to the quality of the product obtained by
consumers.

3. Price competitiveness, which refers to the price offerings by
producers/sellers that differ and compete with prices offered by other
producers for the same type of product.

4. Price-benefit alignment, which refers to the pricing aspect set by the
producer/seller in accordance with the benefits that consumers can obtain
from the purchased product.

According to (Monroe, 2012) price has several additional indicators,
namely:

1. Price fairness, which reflects the customer’s assessment of whether the set
price is considered fair and reasonable. Prices perceived as fair tend to
increase satisfaction and reduce customer resistance to repeat purchases.

2. Clarity of price information, which reflects the extent to which customers
understand the structure and terms of product pricing. Transparent pricing
information can increase trust and customer satisfaction.

3. Price value compared to alternative products, which indicates the

comparison between the product’s price and alternative products available
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in the market. Prices perceived to offer higher value than alternatives

increase satisfaction and the likelihood of repeat purchases.

4. Perceived sacrifice, which is the customer’s assessment of the costs
incurred, both financial and non-financial. The lower the perceived
sacrifice, the higher the customer satisfaction with the product price.

5. Customer price sensitivity, which describes the level of customer
responsiveness to price changes. Customers with low price sensitivity tend
to be more satisfied and less likely to switch to competitors’ products.

2.1.4 Customer Satisfaction
2.1.4.1 Definition of Customer Satisfaction

Customer satisfaction is the emotional state experienced by consumers
after evaluating the performance of a product or service they receive compared to
the initial expectations they had before purchase (Lamasai et al., 2025). This
evaluation arises from direct usage experience, so if the performance of the
product or service meets or exceeds expectations, the consumer will feel satisfied,
whereas if performance falls below expectations, the consumer will feel
dissatisfied.

Customer satisfaction is an affective and cognitive response formed after
comparing perceptions of product or service quality with previously formed
expectations. This response is not only rational but also involves emotional
aspects, so customer satisfaction can influence consumer attitudes toward the
brand, repeat purchase intentions, and willingness to recommend the product or

service to others (Cahyaningrum et al., 2024).
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Customer satisfaction signifies an overall assessment made by consumers
based on actual consumption experiences, reflecting the alignment between
expectations, needs, and benefits obtained from a product or service. This
satisfaction is an important indicator for evaluating a company’s success in
delivering value to customers because the higher the level of satisfaction
experienced, the greater the likelihood that customers will remain loyal and
maintain long-term relationships with the company (Kurniawan et al., 2025).

According to ((Sitepu et al., 2022) customer satisfaction is an emotional
condition resulting from a comparison between consumers’ expectations
regarding performance and the actual experience after using a product or service.
Even when the quality of the service provided is the same, the level of satisfaction
felt may differ among consumers due to variations in perceptions and
expectations. Therefore, companies must consistently maintain and improve the
quality of services provided to create an optimal level of customer satisfaction.
Customer satisfaction is a crucial element in marketing because it not only reflects
the extent to which customer needs are met but also serves as the foundation for
building long-term relationships between customers and companies

Furthermore, (Nurazkiyah, 2024) defines customer satisfaction as the
feeling of pleasure or disappointment experienced by customers after evaluating
their experience with a product or service compared to prior expectations, where
the level of satisfaction reflects the extent to which customer expectations are
fulfilled by the quality of the product or service provided.

From the various expert opinions mentioned, it can be concluded that

customer satisfaction is an emotional response or feeling that arises after
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comparing pre-purchase expectations with the performance of the product or
service experienced. The degree of alignment between expectations and
performance determines whether a customer is satisfied or not. Customer
satisfaction also plays a critical role in shaping subsequent consumer behavior,
such as brand loyalty and the dissemination of positive word-of-mouth
information
2.1.4.2 Factors Affecting Customer Satisfaction

Customer satisfaction is influenced by several factors (Hasan, 2013), as
follows:

1. Form, which refers to the quality of a product as seen from its physical
shape, design, and overall appearance. Products with a good form give
customers a higher perception of quality.

2. Serviceability, the ease and speed of service provided to customers in
using or repairing products. Fast and convenient service increases
satisfaction and customer trust.

3. Feature, the special attributes or additional characteristics that complement
the basic function of a product. The more relevant and useful features, the
higher the perceived value of the product.

4. Accessibility, the ease with which customers can reach the location of
products or services offered. A strategic location facilitates purchasing or
accessing services.

5. Performance quality, the quality and basic characteristics of a product in
performing its function optimally. Products with good performance

provide results that meet customer expectations.



10.

43

Conformance, the degree to which a product meets established
specifications or standards. Products that conform to specifications
minimize complaints and increase customer satisfaction.

Competence, the skill and ability to resolve customer problems. High
competence reflects professionalism and the quality of the product
provided.

Durability, the operational lifespan of a product under normal usage
conditions. Highly durable products provide long-term benefits to
customers.

Courtesy, polite, friendly, and approachable behavior shown in
interactions with customers. Good manners create a positive experience
and strengthen long-term customer relationships.

Reliability, the ability of a product or service to function properly without
failure or defects over a certain period. High reliability increases customer
trust in the product.

According to (Aji Mulia Prasetyo, 2023) the most important factors

influencing customer satisfaction today are emotional factors or the feelings

experienced by customers after receiving services or products from the company.

This encompasses five factors:

1.

Feeling happy, the expression of a person when receiving or obtaining
something as expected and in line with their desires.
Usage of the product offered, referring to what the company provides to

the customer in terms of products used or services received.
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3. Suitability with needs, which refers to the fulfillment of what customers
require to meet their needs from the company providing the product or
service.
4. Suitability with desires, the degree to which a product or service aligns
with the customer’s personal preferences or wishes.
5. Suitability with expectations, the extent to which the customer’s
expectations regarding what is provided by the company are met.
2.1.4.3 Benefits of Customer Satisfaction

According to (A. Firmansyah, 2019) the benefits of achieving customer
satisfaction are reflected in consumers’ feelings of contentment when the products
or services used meet their expectations, as follows:

1. Harmonious relationship between the company and its customers, because
customer satisfaction indicates that the products or services received meet
expectations, fostering trust, comfort, and long-term relationships between
customers and the company.

2. Provides a solid basis for repeat purchases, as customers who are satisfied
with their product experience develop a positive perception and are more
likely to make purchases again in the future.

3. Encourages customer loyalty, since consistent satisfaction forms a positive
attitude and commitment toward the brand, ultimately reducing the
likelihood of switching to competitor products.

4. Willingness to pay a fair price, because customers perceive that the
benefits, quality, and value received are proportional to the cost incurred,

making price less of a barrier in repeat purchase decisions.
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According to (Kotler & Keller, 2016) customer satisfaction provides

several important benefits for companies, including:

1.

Increasing customer loyalty, as satisfied customers tend to continue using
the same products or services and are less likely to switch to competitors.
Enhancing retention and repeat purchases, because high satisfaction levels
make customers more likely to repurchase, creating stable, long-term
relationships between the customer and the company.

Boosting revenue and financial performance, as customer satisfaction is
positively associated with company financial outcomes, such as revenue
growth and corporate value, since satisfied customers contribute more
significantly to income.

Reducing marketing and acquisition costs, since companies that retain
satisfied customers require less expenditure to attract new customers, as
loyal customers provide a consistent demand base.

Improving brand image and reputation, as high satisfaction helps create a
positive perception of the brand in the market, strengthening the overall

corporate reputation.

2.1.4.4 Indicators of Customer Satisfaction

According to (Wardhana, 2024) customer satisfaction is reflected in the

consumer’s sense of contentment when the products or services used meet their

desired expectations:

1.

Feeling pleasure when using the company’s products or services compared
to other companies, indicating a positive experience and comfort during

the consumption process.
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Feeling satisfied with the quality of the products provided, reflecting the
customer’s assessment that the received product meets their needs and
expectations.

Feeling confident in their choice to use the company’s products or
services, indicating the customer’s belief that their purchase decision was
correct.

Expectation conformity, which refers to the level of alignment between the
customer’s expectations before purchase and the actual performance of the
product or service after use.

Additionally, according to (Fandy Tjiptono, 2019) the indicators of

customer satisfaction are:

1.

Intention to revisit, the willingness of customers to return or reuse the
related products or services.

Expectation conformity, the level of alignment between the expected
quality of products and services and the perceived quality experienced by
the customer.

Willingness to recommend, the readiness of customers to recommend the

products or services they have used to friends or family.

2.2 Conceptual Framework

The conceptual framework is the result of reasoning about the

relationships between one concept and another regarding the research problem, in

order to estimate the possible outcomes of the study. In this conceptual

framework, the researcher creates a sketch or concept that illustrates the

relationships among the research variables.
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2.2.1 The Influence of Product Quality on Repeat Purchase

Product quality refers to a product’s ability to perform its functions
according to customer needs and expectations, encompassing aspects such as
durability, reliability, conformity to specifications, and product aesthetics. High
product quality provides a positive experience for customers, making it a key
consideration in repeat purchase decisions. In the study conducted by (Rizki et al.,
2021) explained that product quality has a significant effect on repeat purchases
because customers tend to repurchase products that are perceived as consistently
high-quality and satisfying.

Furthermore, according to (Religia et al., 2024) product quality is an
important factor in shaping customers’ confidence to repurchase the same product
in the future. High-quality products can build trust and reduce uncertainty in
purchasing decisions. This finding aligns with (Meilani & Saputro, 2025) who
stated that superior product quality enhances the user experience, thereby
encouraging customers to repurchase and maintain long-term relationships with

the company.

Additionally, recent studies have shown that product quality has a
significant influence on repeat purchase when it is supported by appropriate
pricing and customer satisfaction. Research conducted by (Fajar & Sarifin, 2025)
found that product quality significantly affects repeat purchase both directly and
indirectly through customer satisfaction. High product quality creates positive
perceptions among consumers, increases their satisfaction, and ultimately
encourages them to make repeat purchases. This finding indicates that product

quality is not only an important factor in attracting initial purchases but also plays
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a significant role in maintaining long-term consumer relationships through repeat
purchase behavior. Therefore, improving product quality accompanied by
appropriate pricing and customer satisfaction can significantly increase the

likelihood of repeat purchase.

Additionally, the study by (Harmiyanti & Ningsih, 2025) showed that
product quality and price have a significant influence on customer satisfaction and
repeat purchase. The findings indicate that better product quality will increase
customer satisfaction, which subsequently encourages customers to make repeat
purchases. Price also plays a significant role in influencing repeat purchase, both
directly and indirectly through customer satisfaction as an intervening variable.
This demonstrates that repeat purchase behavior is strongly influenced by the
combination of product quality, price, and customer satisfaction. When customers
perceive that the quality of the product is in accordance with the price offered,
their level of satisfaction increases and ultimately encourages them to repurchase
the product consistently. Therefore, product quality, price, and customer
satisfaction are important factors that significantly affect repeat purchase

behavior.

Product Quality Repeat Purchase

Figure 2. 1 The Influence of Product Quality on Repeat Purchase
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2.2.2 The Influence of Price on Repeat Purchase

Price is the amount of value or cost that customers must pay to obtain a
product or service. In the study by (Rochma & Vania, 2025) it was stated that
competitive pricing and the balance between price and quality positively influence
customer repeat purchases. Customers who feel that the price paid is proportional
to the benefits received tend to repurchase the same product or service.

Similarly, (Sakti & Mardiana, 2023) explained that the perception of a fair
price plays an important role in forming repeat purchases. When customers
perceive that the set price is reasonable and corresponds to the product or service
quality, it can increase customer trust and encourage future repeat purchases.

In line with this, (Aditya & Nuryanto, 2024) stated that price not only
affects initial purchase decisions but also directly impacts repeat purchases. Their
study found that customers who perceive the product price as affordable and
aligned with the value received are more likely to repurchase compared to those

who consider the price less proportional.

However, several studies indicate that price does not always directly
influence repeat purchase without the support of other factors, particularly
customer satisfaction. A study by (Fadhil & Fadli, 2025) found that price has a
significant effect on customer satisfaction, which subsequently influences
customer loyalty and repeat purchase behavior. The results show that although
price can shape customer perceptions, repeat purchase is more strongly
determined by the level of satisfaction obtained after using the product. This
means that price alone is insufficient to ensure repeat purchase if it is not

accompanied by positive customer satisfaction and perceived value. Therefore,



50

customer satisfaction plays an important mediating role in strengthening the

relationship between price and repeat purchase behavior.

Repeat Purchase

Figure 2. 2 The Influence of Price on Repeat Purchase

2.2.3 The Influence of Product Quality on Customer Satisfaction

Product quality is one of the primary factors affecting the level of
customer satisfaction with a product. Product quality reflects the product’s ability
to perform its functions, including durability, reliability, design, and alignment
with customer expectations. In the footwear industry, such as shoes, product
quality is a crucial element because it directly relates to comfort, performance,
and brand image. Research conducted by (R. D. P. Sari et al., 2024) shows that
dimensions of product quality, such as durability, comfort, and aesthetic design,
have a significant influence on customer satisfaction. Customers who perceive
high product quality tend to feel satisfied because the product meets both their
functional and emotional needs.

Product quality is viewed as a key attribute used by customers to evaluate
their consumption experience of a product. The better the perceived product
quality, the higher the level of customer satisfaction. Similarly, research by (Daffa
et al., 2024) states that product quality is a primary determinant of customer
satisfaction, particularly in fashion and lifestyle products. Additionally, (Ebrahim

et al., 2024) explains that consistent product quality that meets customer
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expectations creates post-purchase satisfaction, which subsequently strengthens

long-term relationships between customers and the brand.

However, several studies indicate that product quality has a significant
effect on customer satisfaction when it is supported by other relevant factors such
as price fairness and brand experience. Research conducted by (Utami &
Handrito, 2023) found that product quality significantly influences customer
satisfaction, as consumers tend to evaluate their level of satisfaction based on the
performance, durability, and reliability of the product they use. The study also
revealed that when product quality meets or exceeds customer expectations and is
supported by appropriate pricing and brand value, customer satisfaction will
increase significantly. This shows that product quality is a crucial determinant in
shaping customer satisfaction, as higher perceived quality leads to more positive
evaluations and greater satisfaction among consumers. Therefore, product quality
remains an important factor that significantly affects customer satisfaction in

influencing consumer behavior.

However, several studies indicate that product quality has a significant
effect on customer satisfaction in fashion products. Research conducted by
(Wulan et al., 2024) found that product quality has a positive and significant
influence on customer satisfaction. This indicates that the better the quality of the
product provided, the higher the level of customer satisfaction perceived by
consumers. Customers tend to evaluate their satisfaction based on product
durability, design suitability, comfort, and reliability. When product quality meets

customer expectations and is supported by good service and brand value,
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customer satisfaction will increase significantly. Therefore, product quality is one
of the main factors that significantly influence customer satisfaction and plays an

important role in maintaining consumer relationships in the fashion industry.

Product Quality Customer Satisfaction

Figure 2. 3 The Influence of Product Quality on Customer Satisfaction

2.2.4 The Influence of Price on Customer Satisfaction

Price is one of the key elements affecting the level of customer satisfaction
with a product. Price is not only understood as the amount of money a customer
must pay but also as a representation of the value received for the benefits of the
consumed product. In the footwear industry, such as shoes, price perception is
crucial because customers tend to compare price with quality, brand, and
functional benefits received. When the price set by the company is considered fair
and aligned with the product’s quality, customers are more likely to feel satisfied
with their purchase decisions.

A positive and significant influence of price on customer satisfaction was
demonstrated by (Rahayu, 2023) showing that fair pricing can increase customer
satisfaction because customers perceive the value received as proportional to the
cost incurred. Competitive and transparent pricing fosters trust and reduces
customers’ perceived risk in purchasing. Furthermore, research by (Mukaromah,

2024) indicates that the alignment of price with product quality significantly
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affects customer satisfaction, particularly in fashion and lifestyle products, where
customers are highly sensitive to the utility received relative to the price paid.
Other supporting research by (Saniyyah & Kustiawan, 2025) states that
price affordability and alignment of price with product benefits play an important
role in shaping customer satisfaction. Customers who perceive the product price
as suitable for their expectations and purchasing power show higher levels of
satisfaction. These findings emphasize that an effective pricing strategy should
not only focus on company profit but also consider customers’ perceived value to

achieve optimal customer satisfaction.

_— > Customer Satisfaction

Figure 2. 4 The Influence of Price on Customer Satisfaction

2.2.5 The Influence of Customer Satisfaction on Repeat Purchase

Customer satisfaction is one of the key factors in building long-term
relationships between customers and companies. It arises from customers’
evaluation of their product usage experience compared to their expectations. In
the consumer product industry, such as footwear, where customers have many
brand alternatives, a high level of satisfaction becomes a crucial determinant in
encouraging repeat purchases. Research by (Gaan & Shin, 2023) shows that the
quality of customer experience, the alignment of product benefits, and the
perceived value significantly contribute to increasing customer satisfaction. High
satisfaction, in turn, directly impacts the likelihood of customers making repeat

purchases of the same brand.
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This aligns with findings from (Nurmalasari & Wijaya, 2022) which
confirm that customer satisfaction positively influences repeat purchase through
the formation of positive attitudes and emotional attachment to the brand. When
customers feel satisfied with the product performance, they tend to have
confidence in repurchasing the product in the future. Previous research by
(Ahmad & Nurmansyah, 2024) also indicates that customer satisfaction has a
positive and significant effect on repeat purchase. When customers perceive that
the product meets their expectations, they are motivated to make continuous

repeat purchases.

However, several studies show that customer satisfaction has a significant
effect on repeat purchase. Research by (D. Ayu et al., 2024) found that customer
satisfaction significantly influences repeat purchase behavior. When customers
feel satisfied with the product performance, price suitability, and overall
consumption experience, they tend to make repeat purchases and maintain long-
term relationships with the brand. Customer satisfaction reflects the positive
evaluation formed after product usage, which encourages consumers to
consistently repurchase the product. Therefore, customer satisfaction plays an
important role in influencing repeat purchase, as higher levels of satisfaction will

significantly increase the likelihood of customers making repeat purchases.

Similar results were found in research by (Santikasari et al., 2023) which
states that customer satisfaction has a significant effect on repeat purchase in the
fashion product industry. The study shows that customer satisfaction becomes an

important factor influencing consumers to make repeat purchases after using the
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product. When customers feel satisfied with the quality, price, and overall
experience provided, they tend to repurchase the same product in the future.
Therefore, customer satisfaction plays a crucial role in encouraging repeat
purchase behavior, as satisfied customers are more likely to maintain long-term

relationships with the brand and consistently repurchase the product.

Customer Satisfaction Repeat Purchase

Figure 2. 5 The Influence of Customer Satisfaction on Repeat Purchase

2.2.6 The Influence of Product Quality on Repeat Purchase Through
Customer Satisfaction as an Intervening Variable

Product quality is an important factor considered by customers when
evaluating their experience with a product and serves as the basis for forming
customer satisfaction. High-quality products, such as those with durability,
comfort, design, and functional suitability, enhance positive customer evaluations,
which in turn influence repeat purchases. According to research by (Selvia et al.,
2024) customer satisfaction acts as an intervening variable that connects product
quality with repeat purchase. When customers perceive the product quality as
meeting or exceeding expectations, their satisfaction increases, encouraging them
to repurchase the same product.

In line with research by (Permana & Dhameria, 2025) product quality not
only has a direct effect on repeat purchase but also an indirect effect through

customer satisfaction. Customer satisfaction emerges as an emotional response
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after customers evaluate the quality of the product used. This finding is reinforced
by previous research conducted by (Zulviani & Roza, 2025) which stated that
high product quality significantly enhances customer satisfaction, ultimately
encouraging repeat purchases. In this context, customer satisfaction acts as a
psychological mechanism bridging the influence of product quality on repeat
purchase.

Meanwhile, research by (Widnyani et al., 2024) shows that product quality
has a significant effect on repeat purchase through customer satisfaction. The
study indicates that higher product quality leads to increased customer
satisfaction, which subsequently encourages customers to make repeat purchases.
When customers perceive that the product quality meets their expectations in
terms of durability, comfort, and performance, their level of satisfaction increases
and strengthens their intention to repurchase the product. This finding
demonstrates that customer satisfaction plays an important role as an intervening
variable that bridges the relationship between product quality and repeat purchase.
Therefore, improving product quality accompanied by enhanced customer

satisfaction can significantly encourage repeat purchase behavior.

Product Quality

Repeat Purchase

Customer Satisfaction

Figure 2. 6 The Influence of Product Quality on Repeat Purchase
Through Customer Satisfaction as an Intervening Variable
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2.2.7 The Influence of Price on Repeat Purchase Through Customer
Satisfaction as an Intervening Variable

Price reflects the value that customers must give up to obtain a product
and serves as one of the main considerations in evaluating post-purchase
satisfaction. Research conducted by (Dwi & Ambarwati, 2023) explains that there
is a positive and significant effect of price on repeat purchase through customer
satisfaction. The study revealed that the alignment of price with product quality,
affordability, and clarity of price information can increase customer satisfaction,
which in turn encourages customers to make repeat purchases. In this case,
customer satisfaction acts as an intervening variable bridging the relationship
between price and repeat purchase.

However, the effect of price on repeat purchase mostly occurs indirectly
through customer satisfaction as a mediating variable. This means that a price
considered fair and appropriate by customers does not necessarily directly drive
repeat purchases, but first shapes customer satisfaction. When customers feel that
the price paid is proportional to the benefits received, satisfaction is created,
ultimately leading them to repurchase the same product in the future. Aspects
such as price affordability, transparency in pricing, and consistency of product
value are important factors in the formation of customer satisfaction.

This study aligns with (Rahmadani & Yasri, 2025) who added that a
reasonable price can provide a sense of security and confidence for customers in
making purchasing decisions. This sense of security strengthens customer
satisfaction and builds an emotional bond with the brand, thereby increasing the

likelihood of repeat purchases. Furthermore, research by (Zimbalis et al., 2024)
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also explains that customer satisfaction arises when customers perceive benefits
that match the price paid, and this satisfaction plays a crucial role in driving repeat

purchases for a brand.

Repeat Purchase

Customer Satisfaction

Figure 2. 7 The Influence of Price on Repeat Purchase Through Customer
Satisfaction as an Intervening Variable

The conceptual framework of this study can be seen in the diagram below:

Product Quality

Customer Satisfaction

Repeat Purchase

Figure 2. 8 Conceptual Framework

2.3 Hypothesis
A hypothesis is a tentative answer to a research question whose validity
still needs to be empirically tested. The following assumptions are based on the

identified problems and previously formulated research questions:
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. There is an effect of product quality on repeat purchase of Nike shoes
among students of Universitas Muhammadiyah Sumatera Utara.

. There is an effect of price on repeat purchase of Nike shoes among
students of Universitas Muhammadiyah Sumatera Utara.

. There is an effect of product quality on customer satisfaction of Nike
shoes among students of Universitas Muhammadiyah Sumatera Utara.

. There is an effect of price on customer satisfaction of Nike shoes among
students of Universitas Muhammadiyah Sumatera Utara.

. There is an effect of customer satisfaction on repeat purchase of Nike
shoes among students of Universitas Muhammadiyah Sumatera Utara.

. There is an effect of product quality on repeat purchase through customer
satisfaction of Nike shoes among students of Universitas Muhammadiyah
Sumatera Utara.

. There is an effect of price on repeat purchase through customer
satisfaction of Nike shoes among students of Universitas Muhammadiyah

Sumatera Utara.
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RESEARCH METHODS

3.1 Type of Research

This study falls under the category of associative research with a
quantitative approach. According to (Juliandi, 2015), associative research aims to
reveal possible relationships between two or more research variables. The
quantitative approach is used to investigate a specific population and sample, with
data collected through research instruments and analyzed using quantitative
statistical methods to test the proposed hypotheses (Juliandi, 2015).

It is expected that this study can provide a deep understanding of a
research concept, allowing for the description and control of relevant phenomena.
This is because the study aims to understand the influence of the dependent
variables, namely Product Quality (X1) and Price (X2), on the independent
variable, namely Repeat Purchase (), with the presence of a mediator variable,
Customer Satisfaction (Z), among students at Universitas Muhammadiyah
Sumatera Utara.

3.2 Operational Definition

The operational definition of research variables, according to
(Sukamadinata & S, 2017) refers to anything determined by the researcher to be
studied so that information about it can be obtained and conclusions can later be
drawn. The operationalization of variables is essential to determine the type and
indicators of the variables involved in this study. In this research, the operational

definitions of the variables are as follows:
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Variable Operational Definition Indicators Scale
Repeat Repeat Purchase is the 1. Intention to repurchase. | Likert
Purchase (Y) | customer’s decision to 2. Frequency of repeat

repurchase the same purchases.

product or service in the 3. Preference for the same

future based on a positive brand.

evaluation of previous 4. Willingness to use the

purchase experiences, product continuously.

reflecting the level of 5. Rejection of competing

satisfaction, trust, and the products.

potential for a long-term (Kotler & Keller, 2016)

relationship between the

customer and the

company.
Product Product Quality is the 1. Durability. Likert
Quality (X1) capability of a product, 2. Product features.

reflected in expertise, 3. Product reliability.

completeness of 4. Conformance to

specifications, processes, specifications.

and characteristics 5. Product aesthetics.

inherent to the product, (Kotler & Armstrong,

both functional and 2017)

quantitatively measurable,

in fulfilling consumer

needs and expectations

and providing an optimal

level of satisfaction.
Price (X2) Price is a certain value or | 1. Affordability of price. | Likert

monetary amount set by 2. Price appropriateness

the company and paid by with product quality.

the consumer as an 3. Price competitiveness.

exchange to obtain a 4. Price alignment with

product or service. product benefits.

(Kotler & Amstrong,
2014)

Customer Customer Satisfaction is 1. Feeling enjoyment Likert

Satisfaction

(2)

the feeling or emotional
response of consumers that
arises after comparing pre-
purchase expectations with
the performance of the
product or service
experienced after use,
where the level of
alignment between
expectations and
performance determines

when using products or
services from the
chosen company
compared to other
companies.

2. Feeling satisfaction
from the quality of the
provided product.

3. Feeling confident in
choosing to use the
company’s product or
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whether the customer is service.

satisfied or not. 4. Alignment with
expectations.

(Wardhana, 2024)

3.3 Place and Time of Research
3.3.1 Place of Research

The research was conducted at Universitas Muhammadiyah Sumatera
Utara, JI. Kapten Muchtar Basri No. 3, Glugur Darat 11, East Medan, Medan City,
North Sumatra, 20238, Indonesia.
3.3.2 Time of Research

The research will be conducted starting from July 2025 and is planned to
be completed by February 2026 at the latest. The detailed schedule of activities
can be seen in the table below:

Table 3.2 Research Timeline
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Source of Data: Researcher’s Own

3.4 Sampling Techniques
3.4.1 Research Population

Population is the entire set of elements in a study, including objects and
subjects with specific traits and characteristics. Essentially, a population
comprises all members of a group of humans, animals, events, or objects that are
systematically targeted to form the basis of conclusions in research (Asrulla et al.,
2023). According to (Amin et al., 2023) a population refers to the entirety of
objects under study. In this research, the population consists of Management
Program students, Class of 2022, at Universitas Muhammadiyah Sumatera Utara,
totaling 792 students.
3.4.2 Research Sample

According to (Sugiyono, 2016) a sample is a portion of the population that
reflects the population’s characteristics. A sample is a subgroup of the population
selected to generalize research conclusions. When the population is large and it is
impractical for the researcher to study all members due to limitations in time, cost,
and effort, a sample can be drawn from the population (Zulfikar et al., 2024). In
this research, the sampling technique used was purposive sampling. Purposive

sampling is a technique for determining samples based on certain considerations
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or criteria that have been determined in advance (Nur Fadhillah & Dasururi,
2024).
The criteria for respondents in this study are as follows:
a. Students of Universitas Muhammadiyah Sumatera Utara (UMSU),
Management Study Program, batch of 2022.
b. Active students who are currently enrolled in the Management Study Program
at UMSU.
c. Students who have purchased and used Nike shoe products at least once.

d. Students who have repurchased Nike shoe products.

Because the population is too large and difficult to access entirely, the
researcher simplifies the population by selecting a sample using the Slovin

formula. The calculation results using the Slovin formula are presented below:

N

"T1FN e?

Explanation:
n = Required sample size,
N = Population size,
e2 = Margin of Error (10% or 0,10)
The results of determining the sample using the Slovin formula as

explained above are as follows:

792

n = ———— = 97,6 (rounded to 98)

T 1+4792.0,102
Based on the calculation using the Slovin formula to determine the sample,

the result is 98 people. Therefore, the sample in this study is 98 students.
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3.5 Data Collection Techniques

Data collection techniques are methods or procedures used to gather data
to be studied. This means that data collection requires strategic and systematic
steps to obtain valid data that accurately reflects reality. In this study, data
collection was conducted using interviews and questionnaires.

3.5.1 Interviews

An interview is a form of communication between two parties, involving a
person who seeks to obtain information from another by asking questions based
on specific objectives. Interviews can be conducted in a structured or unstructured
manner, and can be done face-to-face or through telephone or other
communication media. In this study, the interview subjects were students of
Universitas Muhammadiyah Sumatera Utara (UMSU) who use Nike shoes.

3.5.2 Questionnaire (Survey)

A questionnaire is a data collection technique conducted by providing a
series of questions or statements to respondents, which in this study were
distributed to students of Universitas Muhammadiyah Sumatera Utara (UMSU).
In this research, the questionnaire used a Likert scale index.

Table 3. 2 Likert Scale Index

No. Description Score
1 Strongly Agree (SA) 5
2 Agree (A) 4
3 Nuetral (N) 3
4 Disagree (D) 2
5 Strongly Disagree (SD) 1

3.5.3 Documentation Study
The documentation study technique is a method of collecting data by

categorizing and classifying written materials related to the research problem.
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Based on this definition, the documentation study technique involves collecting
documents relevant to the research for analysis.

These documents include data from Nike shoe customers who have
purchased Nike shoes, as well as existing research documents related to the study.
3.6 Data Analysis Technique

The data will be analyzed using a quantitative approach with statistical
analysis, specifically the Partial Least Squares Structural Equation Modeling
(PLS-SEM). This method aims to estimate the values of all latent variables (factor
scores) using a literacy procedure (Sarwono, 2012). Structural Equation Modeling
(SEM) based on variance allows simultaneous testing of both the measurement
model and the structural model. The measurement model is used to test validity
and reliability, while the structural model is used to test causality (hypothesis
testing with predictive modeling).

The purpose of using Partial Least Squares (PLS) is for prediction,
specifically to predict relationships between constructs and to help the researcher
obtain latent variable scores for prediction purposes. Latent variables are linear
aggregates of their indicators. Weight estimates for creating latent variable
component scores are derived based on the specification of the inner model
(structural model linking latent variables) and the outer model (measurement
model linking indicators to constructs). The outcome minimizes residual variance
of the dependent variables (both latent variables and indicators).

PLS is a powerful analysis method because it does not rely on many
assumptions, and data do not need to follow a multivariate normal distribution

(indicators with categorical, ordinal, interval, or ratio scales can all be used in the
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same model). Structural model testing in PLS is conducted using Smart PLS
version 3 for Windows.

There are two stages for analyzing SEM-PLS, namely measurement model
analysis (outer model), which includes (1) convergent validity; (2) discriminant
validity; (3) composite reliability and structural model analysis (inner model),
which includes (1) coefficient of determination (R-square); (2) f-square; and (3)
hypothesis testing, namely (a) direct effect, (b) indirect effect, and (c) total effect
(Hair et al., 2017). Parameter estimates obtained using Partial Least Squares
(PLS) can be categorized as follows: the first category is weight estimates used to
create latent variable scores. The second category reflects path estimates that
connect latent variables and between latent variables and their indicator blocks
(loadings). The third category relates to means and location parameters
(regression constant values) for indicators and latent variables. To obtain these
three estimates, Partial Least Squares (PLS) uses a three-stage iterative process.

1. Produces weight estimates.
2. Produces estimates for the inner model and outer model.
3. Produces estimates of means and location (constants).

According to (Juliandi, 2018) PLS (Partial Least Squares) analysis has two
model components, namely the structural model (inner model) and the
measurement model (outer model), as follows:

3.6.1 Outer Model Analysis
Outer model analysis is conducted to ensure that the measurements used

are suitable for measurement (valid and reliable). In this model analysis, the
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relationships between latent variables and their indicators are specified. Outer
model analysis can be assessed using several indicators (Hair et al., 2021).
3.6.1.1 Convergent Validity

Convergent Validity is an indicator assessed based on the correlation
between item scores/component scores and construct scores. This can be seen
from the standardized loading factor, which describes the magnitude of the
correlation between each measurement item (indicator) and its construct.
Individual reflexive measures are considered high if they correlate with the
construct being measured above 0.7, 0.6, and 0.5, respectively.
3.6.1.2 Discriminant Validity

Discriminant Validity is a measurement model where the reflexive
indicators are assessed based on the cross-loading of the measurements with the
construct. If the correlation between a construct and a measurement item is greater
than that of the other 60 construct measures, it indicates that their block measures
are superior to the other blocks. Another model for assessing discriminant validity
is by comparing the square root of average variance extracted (AVE) values.
3.6.1.3 Composite Reliability

Composite reliability is an indicator for measuring a construct, which can
be seen in the latent variable coefficient view. Two measuring tools are used to
evaluate composite reliability: internal consistency and Cronbach's alpha. With
this measurement, if the value achieved is 0.70, the construct can be said to have

high reliability.
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3.6.2 Inner Model Analysis

Inner model analysis is also commonly referred to as inner relation,
structural model, or substantive theory, which describes the relationships between
latent variables based on substantive theory. The inner model analysis can be
evaluated using R-square and F-square.
3.6.2.1 R-Square

R-Square is a measure of the proportion of variation in the dependent
(influenced) variable that can be explained by the independent (influencing)
variables. It is useful for predicting whether the model is good or poor (Juliandi,
2018). According to (Juliandi, 2018) the criteria for evaluating R-Square are:

a) If R-Square = 0.75, the model is strong.

b) If R-Square = 0.50, the model is moderate.

C) If R-Square = 0.25, the model is weak.

3.6.2.2 F-Square
F-Square, or F2 effect size, is a measure used to assess the relative impact

of an independent variable on a dependent variable. The F2 measurement, also
called the Rz change effect, indicates the change in R? value when a particular
dependent variable is removed from the model and can be used to evaluate
whether the removed variable has a substantive impact on the construct of the
independent variable (Juliandi, 2018). The F-Square criteria according to
(Juliandi, 2018) are:

a) If F2 = 0.02, it indicates a small effect of the exogenous variable on the

endogenous variable.
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b) If F2 = 0.15, it indicates a medium/moderate effect of the exogenous
variable on the endogenous variable.
C) If F2 = 0.35, it indicates a large effect of the exogenous variable on the

endogenous variable.
3.6.3 Hypothesis Testing

A hypothesis is a temporary answer to the research problem formulation.
Hypothesis testing is an important data analysis because it serves to answer the
research questions and to verify the research hypotheses.
3.6.3.1 Direct Effect

Direct effect is a form of influence that occurs directly between the
independent variable and the dependent variable without involving a mediator
variable in the relationship path. In path analysis or Structural Equation Modeling
(SEM), direct effect shows how much change in the dependent variable is caused
directly by changes in the independent variable. The purpose of testing direct
effect is to measure the strength and direction of the relationship between
variables in the model directly. This effect is determined through the path
coefficient value obtained from data processing using statistical software such as
SmartPLS. If the p-value of the relationship is significant, it can be concluded that
there is a strong direct effect between the two variables (Ghozali, 2018).
3.6.3.2 Indirect Effect

Indirect effect occurs when an independent variable influences a
dependent variable through another variable that acts as a mediator. In this case,
the mediator variable serves as a bridge connecting the relationship between the

two main variables, allowing researchers to examine the influence path more
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deeply, which may not always be visible directly. The purpose of testing the
indirect effect is to determine whether the relationship between the independent
and dependent variables remains strong, weakens, or becomes insignificant after
considering the role of the mediator variable. The value of this effect is usually
calculated by multiplying the path from the independent variable to the mediator
and from the mediator to the dependent variable (Ghozali, 2018).
3.6.3.3 Total Effect

Total Effect (total effect test) is a statistical analysis method used to assess
the overall influence of an independent variable on a dependent variable within a
model. The main purpose of the total effect test is to identify how much impact
the independent variable has on the dependent variable overall, both directly and
indirectly through mediator or control variables within the model. This value is
obtained from the sum of the direct effect of the construct plus the indirect effect
of other constructs, assuming all paths are taken into account even if they are not

significant (Juliandi, 2018).



CHAPTER IV
RESEARCH RESULTS

4.1 Data Description
4.1.1 Respondent Identity Characteristics

In this study, the author processed questionnaire data consisting of 5
statements for the Repeat Purchase (Y) variable, 5 statements for Customer
Satisfaction (Z), 5 statements for Product Quality (X1), and 5 statements for Price
(X2). The questionnaire was distributed to 98 respondents who were students of
the Management Study Program, Faculty of Economics and Business, Universitas
Muhammadiyah Sumatera Utara (UMSU), class of 2022, who use Nike shoes as
the research sample. The measurement scale used in this study was a Likert scale
presented in the form of a checklist table.
4.1.1.1 Respondent Identity Based on Gender

Table 4.1 Respondents’ Gender

No Gender Number Percentage
1 Male 68 69.39%
2 Female 30 30.61%
Total 98 100%

Source: Data Processed by the author, 2026

From Table 4.1 above, it can be seen that the respondents in this study
consist of 68 male students (69.39%) and 30 female students (30.61%), with a
total of 98 respondents. The respondents are students of the Management Study
Program, Faculty of Economics and Business, Universitas Muhammadiyah
Sumatera Utara (UMSU), class of 2022, who use Nike shoes. Based on these

results, it can be concluded that the majority of respondents in this study are male
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students. This indicates that male students dominate the use of Nike shoes among

the respondents involved in this research.

4.1.1.2 Respondent Identity Based on Class

Table 4.2 Respondents’ Class

No Class Number | Percentage
1 Morning Management Class 68 69.39%
2 Afternoon Management Class 27 27.55%
3 Evening Management Class 3 3.06%

Total 98 100%

Source: Data Processed by the author, 2026

Based on Table 4.2 above, it can be seen that the majority of respondents

come from the Morning Management Class, totaling 68 students (69.39%).

Meanwhile, 27 respondents (27.55%) are from the Afternoon Management Class,

and 3 respondents (3.06%) are from the Evening Management Class. These

results indicate that most respondents involved in this study are students from the

Morning Management Class of the Management Study Program, Faculty of

Economics and Business, Universitas Muhammadiyah Sumatera Utara (UMSU),

class of 2022.

4.1.1.3 Respondent Identity Based on Duration of Using Nike Shoes

Table 4.3 Respondents’ Nike Shoe Usage Duration

No Nike Shoe Usage Duration Number | Percentage
1 Less than 1 Year 32 32.65%
2 1-2 Years 41 41.84%

3 More than 2 Years 25 25.51%
Total 98 100%

Source: Data Processed by the author, 2026

Based on Table 4.3 above, it can be seen that respondents in this study

have different durations of using Nike shoes. A total of 32 respondents (32.65%)
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have used Nike shoes for less than 1 year, indicating that some respondents are
relatively new users of Nike products. Meanwhile, 41 respondents (41.84%) have
used Nike shoes for 1-2 years, which represents the largest proportion of
respondents in this study. This indicates that most respondents have had sufficient
experience in using Nike shoes. Furthermore, 25 respondents (25.51%) have used
Nike shoes for more than 2 years, showing that a number of respondents have
been loyal users of Nike shoes for a relatively long period of time.

Based on these results, it can be concluded that the majority of
respondents have been using Nike shoes for 1-2 years. This condition indicates
that most respondents are not new users and already have enough experience in
using Nike shoes, so they are considered capable of providing appropriate
assessments related to product quality, price, customer satisfaction, and repeat
purchase of Nike shoes.
4.1.1.4 Respondent Identity Based on Nike Shoe Purchase Frequency

Table 4.4 Respondents’ Nike Shoe Purchase Frequency

No Nike Shoe Purchase Number | Percentage
Frequency
1 1 Time 29 29.59%
2 2 —3Times 44 44.90%
3 More than 3 Times 25 25.51%
Total 98 100%

Source: Data Processed by the author, 2026

Based on Table 4.4 above, it can be seen that respondents have different
frequencies of purchasing Nike shoes. A total of 29 respondents (29.59%) have
purchased Nike shoes only once. Meanwhile, 44 respondents (44.90%) have

purchased Nike shoes 2-3 times, which represents the largest proportion of
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respondents in this study. In addition, 25 respondents (25.51%) stated that they
have purchased Nike shoes more than three times.

These results indicate that the majority of respondents have purchased
Nike shoes 2—-3 times. This suggests that many respondents have prior experience
in purchasing Nike shoes and may have developed perceptions regarding the
product quality and price offered by Nike. Therefore, their purchasing experience
may influence their level of customer satisfaction and their intention to make
repeat purchases of Nike shoes.
4.1.2 Descriptions of Research Results

The variables in this study consist of four variables, namely Repeat
Purchase (), Customer Satisfaction (Z), Product Quality (X1), and Price (X2).
The description of the statements presents the response options chosen by each
respondent for every statement item provided by the author in the questionnaire.
4.1.2.1 Repeat Purchase ()

Based on the distribution of questionnaires to students of the Management
Study Program, Faculty of Economics and Business, Universitas Muhammadiyah
Sumatera Utara (UMSU), who use Nike shoes, the frequency values of
respondents’ answers regarding the Repeat Purchase variable are as follows:

Table 4.5 Questionnaire Discussion Scores for the Repeat Purchase Variable

No Repeat Purchase Responses
Ask STS TS N S SS TOTAL
F| % | F % F % F % F % F %
1 | 0 (000 2 | 204 | 42 [42.86| 35 |35.71| 19 | 19.39 | 98 | 100%
2 | 0]000| 5 | 510 | 46 |46.94 | 25 | 2551 | 22 | 22.45 | 98 | 100%
3 | 2|204] 0 | 000 |27 |2755| 50 |51.02| 19 |19.39 | 98 | 100%
4 | 21204|12|12.24| 26 | 2653 | 39 | 39.80| 19 | 19.39 | 98 | 100%
5 | 2 ]204]12 1224 | 20 | 20.41 | 45 | 4592 | 19 | 19.39 | 98 | 100%

Source: Data Processed by the author, 2026
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From the table above, it can be explained that the statement of the Repeat
Purchase variable is:

1. Inresponse to the first statement, “I intend to repurchase Nike shoes in the
future” the majority of respondents answered neutral, with 42 respondents
(42.86%). Meanwhile, 35 respondents (35.71%) answered agree, and 19
respondents (19.39%) answered strongly agree, indicating that many
respondents have the intention to repurchase Nike shoes in the future,
although some respondents still show a moderate level of intention.

2. In response to the second statement, “I often purchase Nike shoes” the
majority of respondents answered neutral, with 46 respondents (46.94%).
Meanwhile, 25 respondents (25.51%) answered agree, and 22 respondents
(22.45%) answered strongly agree, indicating that many respondents have
purchased Nike shoes more than once, although some respondents still
show a moderate level of agreement.

3. In response to the third statement, “Nike is my first choice when buying
shoes” the majority of respondents answered agree, with 50 respondents
(51.02%). In addition, 27 respondents (27.55%) answered neutral, and 19
respondents (19.39%) answered strongly agree, showing that most
respondents tend to choose Nike shoes as their preferred brand when
purchasing shoes.

4. 1In response to the fourth statement, “I am willing to continue using Nike
shoes” the majority of respondents answered agree, with 39 respondents
(39.80%). Meanwhile, 26 respondents (26.53%) answered neutral, 19

respondents (19.39%) answered strongly agree, and 12 respondents
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(12.24%) answered disagree, indicating that most respondents are willing

to continue using Nike shoes.

5. In response to the fifth statement, “I prefer Nike shoes compared to other
brands” the majority of respondents answered agree, with 45 respondents
(45.92%). Furthermore, 20 respondents (20.41%) answered neutral, and 19
respondents (19.39%) answered strongly agree, indicating that many
respondents still prefer Nike shoes over competing brands.

The repeat purchase variable was measured through five indicators,
namely repurchase intentions, frequency of repeat purchases, preferences for the
same brand, willingness to use the product continuously, and rejection of
competitor products, each represented by one statement, resulting in a total of five
statements. Based on the results of the respondent data processing, the indicator
with the highest response tendency was preferences for the same brand, which
shows that respondents have a strong tendency to choose Nike shoes when
making purchases. This indicates that Nike has a relatively strong brand
preference among respondents. Meanwhile, the indicator with the relatively lower
response tendency was frequency of repeat purchases, which indicates that
although respondents tend to prefer Nike shoes, the frequency of purchasing them
repeatedly is still relatively lower compared to the other indicators. However,
overall, the responses still reflect a positive tendency toward repeat purchase
behavior of Nike shoes among respondents.
4.1.2.2 Product Quality (X1)

Based on the distribution of questionnaires to students of the Management

Study Program, Faculty of Economics and Business, Universitas Muhammadiyah
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Sumatera Utara (UMSU), who use Nike shoes, the frequency values of

respondents’ answers regarding the Product Quality variable are as follows:

Table 4.6 Questionnaire Discussion Scores for the Product Quality Variable

No Product Quality Responses
Ask STS TS N S SS TOTAL
F % F % F % F % F % F %
1 (0] 000 | 0| 0.00]|14|1429|21|21.43| 63 |64.29| 98 | 100%
2 71714 | 7 | 714 | 12 | 12.24 | 32 | 32.65 | 40 | 40.82 | 98 | 100%
3 | 8816 | 5| 510 | 25 |25.51 | 33 |33.67| 27 | 27.55| 98 | 100%
4 | 0000|0000 |14 1429|211 |21.43|63|64.29| 98 | 100%
5 |7 |714 | 6 | 6.12 | 18 | 18.37 | 34 | 34.69 | 33 | 33.67 | 98 | 100%

Source: Data Processed by the author, 2026

From the table above, it can be explained that the statement of the Product

Quality variable is:

1.

In response to the first statement regarding the durability of Nike shoes,
the majority of respondents answered “strongly agree” with 63
respondents (64.29%), followed by 21 respondents (21.43%) who
answered “agree”, and 14 respondents (14.29%) who answered “neutral.”
This result indicates that most respondents perceive Nike shoes as durable
and able to be used for a relatively long period of time.

In response to the second statement regarding the product features offered
by Nike shoes, the majority of respondents answered “strongly agree” with
40 respondents (40.82%), followed by 32 respondents (32.65%) who
answered “agree.” Meanwhile, 12 respondents (12.24%) answered
“neutral,” and 7 respondents (7.14%) each answered “‘strongly disagree”
and “disagree.” This indicates that most respondents consider the features

provided by Nike shoes to be attractive and beneficial.
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3. In response to the third statement regarding the reliability of Nike shoes,
the majority of respondents answered “agree” with 33 respondents
(33.67%), followed by 27 respondents (27.55%) who answered “‘strongly
agree,” and 25 respondents (25.51%) who answered “neutral.” Meanwhile,
8 respondents (8.16%) answered “strongly disagree,” and 5 respondents
(5.10%) answered “disagree.” These results show that most respondents
believe that Nike shoes are reliable for daily use.

4. Inresponse to the fourth statement regarding the conformity of Nike shoes
to product specifications, the majority of respondents answered “strongly
agree” with 63 respondents (64.29%), followed by 21 respondents
(21.43%) who answered “agree,” and 14 respondents (14.29%) who
answered “neutral.” This indicates that respondents generally believe that
Nike shoes meet the specifications and quality standards expected by
consumers.

5. In response to the fifth statement regarding the aesthetic aspect of Nike
shoes, the majority of respondents answered “agree” with 34 respondents
(34.69%), followed closely by 33 respondents (33.67%) who answered
“strongly agree.” Meanwhile, 18 respondents (18.37%) answered
“neutral,” while 7 respondents (7.14%) answered “strongly disagree” and
6 respondents (6.12%) answered “disagree.” These results indicate that
most respondents consider Nike shoes to have an attractive design and
appearance.

The product quality variable was measured through five indicators, namely
durability, product features, product reliability, conformance to specifications, and

product aesthetics, each represented by one statement, resulting in a total of five
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statements. Based on the results of respondent data processing, the indicator with
the highest response tendency is durability and conformance to specifications,
which are reflected in the large number of respondents who answered strongly
agree to these statements. This indicates that respondents perceive Nike shoes as
products that are durable and able to meet the expected quality standards.

Meanwhile, the indicator with the relatively lowest response tendency is
product reliability, where a higher proportion of respondents selected the neutral
response compared to the other indicators. This suggests that although
respondents generally perceive Nike shoes as having good quality, some
respondents still have moderate perceptions regarding the reliability of the product
in certain conditions. However, overall the results indicate that respondents have a
positive perception of the quality of Nike shoes, which reflects that the product
quality of Nike shoes is generally considered good by the respondents.
4.1.2.3 Price (X2)

Based on the distribution of questionnaires to students of the Management
Study Program, Faculty of Economics and Business, Universitas Muhammadiyah
Sumatera Utara (UMSU), who use Nike shoes, the frequency values of
respondents’ answers regarding the Price variable are as follows:

Table 4.7 Questionnaire Discussion Scores for the Price Variable

No Price Responses

Ask STS TS N S SS TOTAL

% F % F % F % F % F %

F
01000 | 7 | 714 |22]2245| 33 |33.67| 36 | 36.73 | 98 | 100%
0000 | 2| 204 |42 |4286| 35 |3571| 19 |19.39| 98 | 100%

Mlw|N|E-
=

4114291311327 | 21 | 21.43| 29 | 29.59 | 21 | 21.43 | 98 | 100%
211224112 |12.24 |25 |2551| 31 | 31.63 | 18 | 18.37 | 98 | 100%

5 | 5| 510 |13 |13.27| 26 | 26.53 | 31 | 31.63 | 23 | 23.47 | 98 | 100%

Source: Data Processed by the author, 2026
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From the table above, it can be explained that the statement of the Price

variable is:

1.

In response to the first statement regarding the affordability of Nike shoe
prices, 33 respondents (33.67%) answered “agree” and 36 respondents
(36.73%) answered “strongly agree.” Meanwhile, 22 respondents
(22.45%) answered “neutral,” and 7 respondents (7.14%) answered
“disagree.” This shows that most respondents perceive that the price of
Nike shoes is still affordable.

In response to the second statement regarding the appropriateness of price
with product quality, the majority of respondents answered “neutral” with
42 respondents (42.86%). Meanwhile, 35 respondents (35.71%) answered
“agree,” and 19 respondents (19.39%) answered “‘strongly agree.” Only 2
respondents (2.04%) answered “disagree.” This indicates that many
respondents consider the price of Nike shoes to be reasonably aligned with
the quality provided.

In response to the third statement regarding price competitiveness, 29
respondents (29.59%) answered “agree,” and 21 respondents (21.43%)
answered “strongly agree.” Meanwhile, 21 respondents (21.43%)
answered “neutral,” 13 respondents (13.27%) answered “disagree,” and 14
respondents (14.29%) answered “strongly disagree.” This suggests that
although many respondents agree that Nike shoe prices are competitive,
some respondents still perceive them as relatively higher compared to

other brands.
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4. In response to the fourth statement regarding the alignment of price with
product benefits, the majority of respondents answered “agree” with 31
respondents (31.63%), followed by 25 respondents (25.51%) who
answered ‘“neutral.” Meanwhile, 18 respondents (18.37%) answered
“strongly agree,” and 12 respondents (12.24%) answered “disagree” and
“strongly disagree.”

5. Inresponse to the fifth statement regarding whether the price paid is worth
the benefits received, 31 respondents (31.63%) answered “agree,” while
23 respondents (23.47%) answered ‘‘strongly agree.” Meanwhile, 26
respondents (26.53%) answered “neutral,” 13 respondents (13.27%)
answered “disagree,” and 5 respondents (5.10%) answered “strongly
disagree.”

The price variable was measured through four indicators, namely
affordability of price, price appropriateness with product quality, price
competitiveness, and price alignment with product benefits, which were
represented through five statements. Based on the results of the respondent data
processing, the indicator with the highest tendency of agreement is price
affordability, where the majority of respondents agree that the price of Nike shoes
is still considered affordable and acceptable. This indicates that respondents
generally perceive the price of Nike shoes as reasonable compared to the value
they receive.

Meanwhile, the indicator with the relatively lowest response tendency is
price competitiveness, where several respondents expressed disagreement and

neutrality regarding whether Nike shoe prices are competitive compared to other
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brands. This indicates that although Nike shoes are perceived to have good quality

and benefits, some respondents still consider their prices to be relatively higher

compared to competing brands. However, overall the results indicate that

respondents tend to have a positive perception of Nike shoe prices, particularly in

terms of the suitability between the price paid and the benefits obtained.

4.1.2.4 Customer Satisfaction (2)

Based on the distribution of questionnaires to students of the Management

Study Program, Faculty of Economics and Business, Universitas Muhammadiyah

Sumatera Utara (UMSU), who use Nike shoes, the frequency values of

respondents’ answers regarding the Customer Satisfaction variable are as follows:

Table 4.8 Questionnaire Discussion Scores for the Customer Satisfaction

Variable
No Customer Satisfaction Responses
Ask STS TS N S SS TOTAL
F| % | F % F % F % F % F %
1 | 7 |714| 3 | 3.06 | 14 | 1429 | 44 | 4490 | 30 | 30.61 | 98 | 100%
2 | 00007 | 714 |20 [20.41| 20 |20.41| 51 | 52.04 | 98 | 100%
3 | 0 (000141429 | 15 1531 | 25 | 25,51 | 44 | 4490 | 98 | 100%
4 | 010007 | 714 |16 |16.33| 25 [25.51| 50 | 51.02 | 98 | 100%
5 1 0(000 9 |918 |11 |11.22| 32 |32.65| 46 | 46.94 | 98 | 100%

Source: Data Processed by the author, 2026

From the table above, it can be explained that the statement of the

Customer Satisfaction variable is:

1.

In response to the first statement, “I feel enjoyment when using products

or services from the chosen company compared to other companies,” the

majority of respondents answered agree (44 people, or 44.90%), while 30

respondents (30.61%) strongly agreed. Meanwhile,

14 respondents
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(14.29%) answered neutral, 7 respondents (7.14%) strongly disagreed, and
3 respondents (3.06%) disagreed.

2. Inresponse to the second statement, “I feel satisfied with the quality of the
product provided,” the majority of respondents strongly agreed (51 people,
or 52.04%), while 20 respondents (20.41%) agreed and 20 respondents
(20.41%) answered neutral. In addition, 7 respondents (7.14%) disagreed.

3. In response to the third statement, “I feel confident in choosing to use the
company’s product or service,” the majority of respondents strongly
agreed (44 people, or 44.90%), while 25 respondents (25.51%) agreed and
15 respondents (15.31%) answered neutral. Meanwhile, 14 respondents
(14.29%) disagreed.

4. In the fourth statement, “The product or service provided is in accordance
with my expectations,” the majority of respondents strongly agreed (50
people, or 51.02%), while 25 respondents (25.51%) agreed and 16
respondents (16.33%) answered neutral. In addition, 7 respondents
(7.14%) disagreed.

5. In response to the fifth statement, “Overall, the product or service meets
my expectations and needs,” the majority of respondents strongly agreed
(46 people, or 46.94%) and 32 respondents (32.65%) agreed. Meanwhile,
11 respondents (11.22%) answered neutral and 9 respondents (9.18%)
disagreed.

The customer satisfaction variable was measured through four indicators,
namely feeling enjoyment when using products or services from the chosen

company compared to other companies, feeling satisfaction with the quality of the
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provided product, feeling confident in choosing to use the company’s product or
service, and alignment with expectations. Each indicator was represented by
several statements in the questionnaire. Based on the results of the respondent
data processing, the highest customer satisfaction indicator was feeling
satisfaction with the quality of the provided product, as shown by the large
number of respondents who strongly agreed with this statement. This indicates
that respondents generally perceive the product quality as very satisfying.
Meanwhile, the indicator with the lowest score was feeling enjoyment when using
the product compared to other companies, although the majority of respondents
still agreed with the statement. This suggests that overall respondents feel satisfied
with the product, but the level of comparative enjoyment compared to competing
companies is relatively lower than the other indicators. However, the overall
results still indicate that respondents have a positive level of satisfaction with the
product and services provided by the company.
4.2 Data Analysis
4.2.1 Outer Model

Outer Model Analysis provides specifications between latent variables and
their manifest variables, or in other words, how each indicator relates to its latent
variable. The following are the results of the outer model analysis:
4.2.1.1 Convergent Validity

Convergent validity is used to see the extent to which a measurement
correlates positively with alternative measurements of the same construct. To see

whether an indicator of a construct variable is valid or not, the outer loading value



86

is examined. If the outer loading value is greater than (0.6), then an indicator is
valid (Sihombing, 2024).

Table 4.9 Factor Loadings

Product
Quality (X1)
X1.1 0.839
X1.2 0.827
X1.3 0.839
X1.4 0.839
X1.5 0.808
X2.1 0.865
X2.2 0.779
X2.3 0.888
X2.4 0.886
X2.5 0.818
Y.1 0.902
Y.2 0.745
Y.3 0.929
Y.4 0.963
Y.5 0.948
Z1 0.816
Z.2 0.836
Z.3 0.889
Z4 0.956
Z5 0.873
Source: Data Processed by the author, 2026

Repeat Customer

Price (X2) Purchase (Y) | Satisfaction (Z)

Based on the table above, it can be seen that:

1. The outer loading value for the product quality (X1) variable is greater
than 0.6, so all indicators in the product quality variable are declared valid.

2. The outer loading value for the price (X2) variable is greater than 0.6, so
all indicators in the price variable are declared valid.

3. The outer loading value for the repeat purchase (Y) variable is greater than
0.6, so all indicators in the repeat purchase variable are declared valid.

4. The outer loading value for the customer satisfaction (Z) variable is
greater than 0.6, so all indicators in the customer satisfaction variable are

declared valid.
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Based on the results of the Convergent Validity analysis in the table
above, it can be seen that all indicator factor loading values are above 0.6. It can
be concluded that all indicators have good validity. The graphical output can be

seen in the image below:
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Figure 4.1 Graphical Output
Source: SEM PLS, 2026.

4.2.1.2 Discriminant Validity

Discriminant validity aims to assess whether an indicator of a construct
variable is valid or not, namely by looking at the Heterotrait-Monotrait Ratio of
Correlation (HTMT) < 0.90, then the variable has valid discriminant validity (Hair
Jretal., 2023).

Table 4.10 Discriminant Validity

Customer Price (X2) zmdll.jtc t PREpﬁ at
. . rice uality urchase
Satisfaction (2) (X1) )
Customer Satisfaction (Z)
Price (X2) 0.502
Product Quality (X1) 0.815 0.770
Repeat Purchase (Y) 0.595 0.782 0.472

Source: SEM PLS, 2026
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Based on the table above, the results of the Heterotrait — Monotrait Ratio
of Correlation (HTMT) are as follows:

1. The customer satisfaction variable with price is 0.502 < 0.900 Heterotrait
Monotrait Ratio of Correlation (HTMT) variable correlation. The
correlation between the customer satisfaction variable and product quality
is 0.815 < 0.900 Heterotrait Monotrait Ratio of Correlation (HTMT). The
correlation between the customer satisfaction variable and repeat purchase
is 0.595 < 0.900. Thus, all customer satisfaction correlation values are
valid.

2. The Heterotrait-Monotrait Ratio of Correlation (HTMT) value for the
price with product quality is 0.770 < 0.900. The Heterotrait-Monotrait
Ratio of Correlation (HTMT) value for the price variable with repeat
purchase is 0.782 < 0.900, thus all price correlation values are declared
valid.

3. The Heterotrait-Monotrait Ratio of Correlation (HTMT) value for the
product quality variable with repeat purchase is 0.472 < 0.900, thus all

product quality correlation values are declared valid.

4.2.1.3 Composite Reliability

Internal consistency analysis is a form of reliability used to assess the
consistency of results across items in the same test. Internal consistency testing
uses composite reliability values with the criterion that a variable is considered

reliable if the composite reliability value is > 0.600 (Hair Jr et al., 2023).



89

Table 4.11 Composite Realibility

Cronbach’s | Rho_A | Composite | Average Variance
Alpha Reliability | Extracted (AVE)
Customer
G R () 0.924 0.943 0.942 0.766
Price (X2) 0.907 0.934 0.928 0.720
Product Quality (X1) 0.888 0.893 0.917 0.689
Repeat Purchase (Y) 0.940 0.955 0.955 0.812

Source: SEM PLS, 2026.
Based on the internal consistenct analysis data in the table above, the
results show that the variable:
1. Customer satisfaction has a composite reliability value of 0.942 > 0.600,
so the customer satisfaction variable is reliable.
2. Price has a composite reliability value of 0.928 > 0.600, so the price
variable is reliable.
3. Product quality has a composite reliability value of 0.917 > 0.600, so the
product quality variable is reliable.
4. Repeat purchase has a composite reliability value of 0.955 > 0.600, so the
repeat purchase variable is reliable.
4.2.2 Inner Model
4.2.2.1 R-Square
The Coefficient of Determination (R Square) aims to evaluate the accuracy
of a variable's prediction. In other words, it evaluates how the variation in the
dependent variable is influenced by the variation in the independent variable in a
Path- model (Hair Jr et al., 2023).
1. An R-Square value of 0.75 indicates a strong PLS model.
2. An R Square value of 0.50 indicates a moderate or average PLS model.

3. An R Square value of 0.25 indicates a weak PLS model (Ghozali & Latan,



90

2015).
Table 4.12 R-Square
R-Square R-Square Adjusted
Customer Satisfaction (2) 0.580 0.571
Repeat Purchases (Y) 0.776 0.769

Source: SEM PLS, 2026.
1. The effect of product quality and price on customer satisfaction is 0.580,
meaning the effect size is 58.0%, which indicates moderate PLS.
2. The effect of product quality and price on repeat purchase is 0.776,
meaning the effect size is 77.6%. which indicates strong PLS.
4.2.2.2 F-Square
The F-Square test was conducted to determine the goodness of the F-
Square model values of 0.02, 0.15, and 0.35. These values can be interpreted to
indicate whether the latent variable predictors have a weak, medium, or strong
influence at the structural level (Ghozali & Latan, 2015).

Table 4.13 F-Square

Repeat Customer . Product
. . Price .
Purchase | Satisfaction (X2) Quality
(Y) (2 (X1)
Repeat Purchase (Y)
Customer Satisfaction (2) 0.586
Price (X2) 1.974 0.001
Product Quality (X1) 0.524 0.705

Source: SEM PLS, 2026.

Based on the F-Square test results in the table above, it can be seen that the
relationships between variables show varying effect sizes. The effect of customer
satisfaction on repeat purchase has an F-Square value of 0.586, which indicates a
strong effect. The effect of price on repeat purchase has an F-Square value of

1.974, which also indicates a very strong effect. Furthermore, the effect of product
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quality on repeat purchase, with an F-Square value of 0.524, is classified as a
strong effect.

Meanwhile, the effect of price on customer satisfaction has an F-Square
value of 0.001, which indicates a very weak effect. In contrast, the effect of
product quality on customer satisfaction has an F-Square value of 0.705, which is
categorized as a strong effect, indicating a substantial contribution to the model.

Overall, these results indicate that most exogenous variables provide a
strong structural contribution to endogenous variables, especially in influencing
repeat purchase. However, the relationship between price and customer
satisfaction shows a very weak effect, suggesting that price has minimal influence
on customer satisfaction compared to other variables in the model.

The effect size of Variance Accounted For (VAF) is biased in the
(Lachowicz et al., 2018). To replace Variance Accounted For (VAF), Lachowicz
recommends using the mediation effect size upsilon (v). The upsilon (v) statistical
formula used to calculate the mediation statistic is: BMxBvMs. In summary, the
mediation effect size can be calculated manually by multiplying the squared path
coefficient of variable X Z and the squared path coefficient of variable Z Y.

Table 4.14 Upsilon (v) Statistics

Upsilon (v) Statistics

No Effect Complete Note

1. Product Quality —
Customer Satisfaction — (=0'07i§)32 x (0,559)° Moderate
Repeat Purchase '

2. Price — Customer (0,024)2 x (0,559)?
Satisfaction — Repeat N '0 00018 ’ Very Low
Purchase '

Source: Data Analysis Results, 2026
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The result of the Upsilon (v) calculation shows that the indirect effect of Product
Quality on Repeat Purchase through Customer Satisfaction has a value of 0.173,
which falls into the moderate category. This indicates that Customer Satisfaction
is able to mediate the effect of Product Quality on Repeat Purchase with sufficient

strength.

Meanwhile, the indirect effect of Price on Repeat Purchase through Customer
Satisfaction has a value of 0.00018, which falls into a very low category. This
indicates that Customer Satisfaction does not provide a meaningful contribution in

mediating the relationship between Price and Repeat Purchase.

4.2.3 Hypothesis Testing
4.2.3.1 Direct Effect

The direct effect hypothesis test aims to prove the hypothesis of the direct
effect of one variable on another (without an intermediary), namely:

1. If the path coefficient value is positive, it indicates that an increase in the
value of one variable is followed by an increase in the value of another
variable.

2. If the path coefficient value is negative, it indicates that an increase in one
variable is followed by a decrease in the value of another variable (Hair Jr
et al., 2023).

3. If the probability value (P-Value) < Alpha (0.05), then Ho is rejected (the
effect of one variable on another is significant).

4. If the probability value (P-Value) > Alpha (0.05), then Ho is accepted (the

effect of one variable on another variable is not significant).
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Table 4.15 Direct Effect

Original | Sample | Standard | T Statistics | P Values
Sample Mean Deviation | (|O/STDEV)

(0) (M) (STDEV)
Customer Satisfaction
(Z) - Repeat 0.559 0.548 0.070 8.000 0.000
Purchase (Y)
Price (X2) =
Customer Satisfaction 0.024 0.035 0.087 0.279 0.780
(4]
Price (X2) > Repeat | g5, | (925 0.048 19.356 0.000

Purchase (Y)
Product Quality (X2)
— Customer 0.745 0.738 0.094 7.943 0.000

Satisfaction (2)

Product Quality (X1)
— Repeat Purchase -0.196 -0.186 0.071 2.763 0.006
(Y)
Source: SEM PLS, 2026.

Based on the table above, the following can be obtained:

1. The direct effect of customer satisfaction on repeat purchase has a path
coefficient of 0.559 (positive) and a P-value of 0.000, where 0.000 < 0.05.
Therefore, it can be stated that customer satisfaction has a significant
effect on repeat purchase.

2. The direct effect of price on customer satisfaction has a path coefficient of
0.024 (positive) and a P-value of 0.780, where 0.780 > 0.05. Therefore, it
can be stated that price does not have a significant effect on customer
satisfaction.

3. The direct effect of price on repeat purchase has a path coefficient of 0.924
(positive) and a P-value of 0.000, where 0.000 < 0.05. Therefore, it can be
stated that price has a significant effect on repeat purchase.

4. The direct effect of product quality on customer satisfaction has a path

coefficient of 0.745 (positive) and a P-value of 0.000, where 0.000 < 0.05.
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Therefore, it can be stated that product quality has a significant effect on
customer satisfaction.

The direct effect of product quality on repeat purchase has a path
coefficient of -0.196 (negative) and a P-value of 0.006, where 0.006 <
0.05. Therefore, it can be stated that product quality has a significant effect
on repeat purchase, but in a negative direction, meaning that an increase in

product quality is followed by a decrease in repeat purchase.

4.2.3.2 Indirect Effect

The testing of the indirect effect hypothesis aims to prove the hypothesis

of the indirect effect of a variable on another variable (through an intermediary),

namely:

1.

If the indirect effect coefficient value is greater than the direct effect
coefficient, then it mediates the relationship between one variable and
another.

If the indirect effect coefficient is less than the direct effect coefficient,
then it does not mediate the relationship between one variable and another
(Hair Jr et al., 2023).

Table 4.16 Indirect Effect

Original | Sample | Standard | T Statistics | P Values
Sample Mean Deviation | (|O/STDEV|)
(O) (M) (STDEV)
Customer Satisfaction
(Z2) = Repeat 0.014 0.018 0.045 0.299 0.765
Purchase (Y)
Price (X2) =
Customer Satisfaction 0.416 0.408 0.087 4,781 0.000
(2)

Source: SEM PLS, 2026.
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Based on the table above, we obtain:

1. The indirect effect of price on repeat purchase through customer
satisfaction as an intervening variable has a path coefficient of 0.014
(positive) and a P-value of 0.765, where 0.765 > 0.05. Therefore, it can be
stated that price does not affect repeat purchase through customer
satisfaction as an intervening variable, and customer satisfaction does not
mediate the relationship between price and repeat purchase.

2. The indirect effect of product quality on repeat purchase through customer
satisfaction as an intervening variable has a path coefficient of 0.416
(positive) and a P-value of 0.000, where 0.000 < 0.05. Thus, it can be
stated that product quality affects repeat purchase through customer
satisfaction as an intervening variable, and customer satisfaction mediates
the relationship between product quality and repeat purchase.

4.2.4 Discussion

4.2.4.1 The Influence of Product Quality on Repeat Purchase

Based on the results of the hypothesis testing, a p-value of 0.006 was
obtained, which is less than 0.05. Thus, it can be concluded that product quality
has a significant effect on repeat purchase. However, the resulting path coefficient
is negative, indicating that the relationship between product quality and repeat
purchase is not in the same direction. This means that an increase in perceived
product quality is not always followed by an increase in repeat purchase; in
certain conditions, it may even reduce the tendency for repeat purchase. This
finding suggests that consumer behavior is not solely influenced by general

perceptions of quality but is more strongly affected by the actual experience after
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using the product. When there is a discrepancy between consumers’ initial
expectations and their usage experience, it can lead to disappointment, which in

turn reduces the intention to make repeat purchases.

Conceptually, product quality is expected to have a positive influence on
repeat purchase, as stated by (Saikia & Verma, 2024) who argue that high product
quality can increase satisfaction while encouraging consumer loyalty. This is
supported by (Ellitan & Suhartatik, 2023) who found that product quality has a
significant effect on repurchase intention because it is able to consistently meet
consumer expectations. In addition, (Intani & Rojuaniah, 2024) also found that
good product quality creates a positive usage experience, thereby increasing
consumers’ tendency to make repeat purchases. However, the results of this study
are not entirely consistent with those findings; rather, they are more in line with
(Werdiastuti & Agustiono, 2022) which states that product quality does not
always have a direct effect on repeat purchase when there is inconsistency in
quality or a mismatch with consumer expectations. Thus, it can be concluded that
product quality is not only assessed based on its level, but also on the consistency

of the experience perceived by consumers.

If reviewed based on the product quality indicators used in this study,
namely durability, product features, reliability, conformance to specification, and
aesthetics, it can be identified that the main issue lies in the inconsistency of the
quality perceived by consumers. From the durability perspective, Nike shoes are
expected to have high durability considering their intensive use in daily activities.

However, if the product experiences damage within a relatively short period, such
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as soles that wear out quickly or materials that are easily damaged, this will

reduce the perceived quality in the eyes of consumers.

Furthermore, from the reliability aspect, consumers expect the product to
be used consistently without experiencing functional issues, such as discomfort
during use or changes in shape after several uses. When product reliability is not
met, the usage experience becomes less optimal. From the perspective of
conformance to specification, consumers expect that the product purchased meets
the quality standards promised by the Nike brand. Any discrepancy between the
expected specifications and the actual condition of the product received will lead

to negative perceptions of product quality.

In addition, the indicators of product features and aesthetics also play an
important role, especially since Nike not only offers functionality but also lifestyle
value and appealing design. However, if the features provided do not offer
significant added value or if the product design does not align with consumer
preferences, this may reduce consumers’ interest in making repeat purchases.
Thus, even though the overall product quality is perceived as good, weaknesses in
several of these indicators may cause consumers to hesitate in making repeat

purchases.

The findings of this study are consistent with the issues outlined in the
background, where there are consumer complaints regarding the inconsistency of
Nike product quality, particularly in terms of durability and comfort. In addition,
based on the pre-questionnaire results, it was found that only 50% of respondents

stated that Nike’s product quality met their expectations, while the other 50%
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indicated that it did not. This suggests that there is still a gap between consumer
expectations and the actual products received. Although most consumers still use
Nike products, the dissatisfaction experienced by some respondents indicates that
product quality has not been fully consistent. This condition reinforces the study’s

findings that unstable product quality can be a factor that hinders repeat purchase.

Based on the results of this study, it can be concluded that product quality
has a significant effect on repeat purchase; however, the negative direction of the
relationship indicates that Nike needs to evaluate the consistency of its product
quality. To increase repeat purchase, the company not only needs to improve
overall product quality but also ensure that each quality indicator, such as
durability, reliability, conformance to specifications, product features, and
aesthetics, is consistently fulfilled. The company also needs to pay closer attention
to consumer feedback and carry out continuous improvements to its products.
Thus, the gap between consumer expectations and actual experience can be
minimized, leading to increased consumer trust and a higher tendency for repeat

purchases in the future.

4.2.4.2 The Influence of Price on Repeat Purchase

Based on the results of the hypothesis testing, a p-value of 0.000 was
obtained, which is less than 0.05. Thus, it can be concluded that price has a
significant effect on repeat purchase. In addition, the path coefficient shows a
positive direction with a very high value, indicating that an increase in price
perception will be followed by an increase in consumers’ tendency to make repeat

purchases.
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These findings suggest that price is not merely an initial consideration in
purchase decisions but also serves as a determining factor in shaping repeat
purchase behavior. In the context of this study, consumers evaluate price not only
based on the nominal amount paid but also on how it is perceived as a
representation of the value of the product received. When consumers perceive that
the price paid is proportional to or even lower than the benefits obtained, a
positive value perception is formed, which ultimately encourages repeat
purchases. Therefore, in this study, price functions not only as a medium of
exchange but also as a key indicator in shaping consumers’ perceived value of a

product.

The results of this study are consistent with the theory proposed by (Lin et
al., 2022) which states that price plays an important role in shaping perceived
value that directly influences consumers’ repeat purchase decisions. Research
conducted by (Reggiana & Hermina, 2025) shows that price has a positive and
significant effect on repeat purchase because consumers tend to evaluate the
balance between the costs incurred and the benefits received before deciding to
repurchase a product. In addition, a study by (Aldian & Arief, 2025) also found
that the suitability of price with product quality is a key factor that encourages
consumers to make repeat purchases, especially for products from brands with a
strong market image. Another study by (Damanik et al., 2025) indicates that
perceived price fairness can increase consumer trust in a product, which
ultimately drives repeat purchase. Thus, it can be concluded that price has a
strategic role in shaping repeat purchase decisions, particularly when consumers

perceive that the price paid is aligned with the value they receive.
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If analyzed based on the price indicators used in this study, namely
affordability, price-quality suitability, price competitiveness, and price-benefit
suitability, it can be understood that the effect of price on repeat purchase occurs
through a complex value evaluation process within consumers. From the
affordability perspective, although the price of Nike shoes is relatively higher
compared to other products in the same category, consumers still consider their
financial capability and priority needs when deciding to make repeat purchases. In
this context, consumers who perceive that the price remains within an acceptable

range tend not to view price as a barrier to repeat purchase.

Furthermore, from the aspect of price-quality suitability, consumers
compare the price paid with the quality of the product received, such as durability,
comfort, and product design. When consumers perceive that the product quality is
proportional to the price, a perception of good value is formed. From the
perspective of price-benefit suitability, consumers also consider the benefits
obtained, both functionally and emotionally, such as comfort in use and increased
self-confidence when using branded products. In addition, the price
competitiveness indicator also plays an important role, where consumers compare
the price of Nike products with those of competing products. Although Nike’s
prices tend to be higher, consumers still choose these products because they
consider the added value that other products may not offer, such as brand image
and perceived quality. Thus, the combination of these four indicators forms a

strong perception of value, making price a key factor that drives repeat purchase.
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The results of this study are also supported by descriptive data obtained
from the questionnaire, where the majority of respondents provided positive
evaluations of the price variable. Respondents tended to agree with statements
related to the suitability of price with the quality and benefits obtained from Nike
shoes. This indicates that consumers perceive the price paid as being proportional
to the value they receive. In addition, the tendency of respondents’ answers falling
into the positive category suggests that price is not considered a burden, but rather
as part of the value of the product received. This condition forms the basis for
building consumer trust in the product, which ultimately encourages them to make
repeat purchases. Thus, it can be concluded that a favorable price perception plays
an important role in increasing repeat purchase through the formation of perceived

value among consumers.

Based on the results of this study, it can be concluded that price has a
positive and significant effect on repeat purchase, indicating that price is an
important factor in encouraging consumer repurchase behavior. Therefore,
companies need to ensure that the prices set are not only competitive but also able
to reflect the value perceived by consumers. Companies also need to maintain a
balance between price, quality, and product benefits so that consumers continue to
have a positive perception of value. In addition, appropriate pricing strategies,
such as offering price variations or adjusting prices according to market segments,
can help increase product attractiveness among consumers, especially students.
Thus, effective price management will not only increase repeat purchase but also

strengthen customer loyalty in the long term.
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4.2.4.3 The Influence of Product Quality on Customer Satisfaction

Based on the results of the hypothesis testing, a p-value of 0.000 was
obtained, which is less than 0.05. Thus, it can be concluded that product quality
has a significant effect on customer satisfaction. In addition, the path coefficient
shows a strong positive direction, meaning that the higher the perceived product
quality, the higher the level of customer satisfaction. These findings indicate that
product quality is a key factor in shaping customer satisfaction, as satisfaction
essentially results from consumers’ evaluation of the alignment between their
initial expectations and the actual performance of the product received. When a
product is able to meet or even exceed consumer expectations, it creates a positive
experience that leads to a sense of satisfaction. Therefore, in this study, product

quality acts as a primary determinant in shaping customer satisfaction.

The findings of this study are consistent with the theory proposed by
(Selvia et al., 2024) which states that product quality is a key factor in influencing
customer satisfaction as it reflects the product’s ability to meet customer needs
and expectations. Research conducted by (Syaputri & Herawati, 2025) shows that
product quality has a positive and significant effect on customer satisfaction,
where consumers feel satisfied when the product used performs well and meets
their expectations. In addition, a study by (Bingarsari et al., 2025) also found that
consistent product quality can significantly enhance customer satisfaction,
especially for products with high usage levels. Another study by (Ebrahim et al.,
2024) states that product quality has a direct effect on satisfaction because

consumers tend to evaluate satisfaction based on their product usage experience.
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Thus, the results of this study reinforce previous findings that product quality is a

key factor in shaping customer satisfaction.

If analyzed based on the product quality indicators used in this study,
namely durability, product features, reliability, conformance to specification, and
aesthetics, it can be explained that customer satisfaction is formed through a
comprehensive evaluation of product performance. From the durability
perspective, consumers will feel satisfied if the shoes they use have good
durability and are not easily damaged despite being used in daily activities. High
durability creates the perception that the product has good quality and is suitable

for long-term use.

Furthermore, from the reliability aspect, customer satisfaction is formed
when the product can be used consistently without experiencing disruptions, such
as discomfort or changes in shape. Product reliability creates a sense of trust and
comfort in use. From the perspective of conformance to specification, consumers
expect that the product they purchase meets the quality standards promised by the
Nike brand. When the product matches the expected specifications, consumers

will feel that their expectations have been fulfilled.

In addition, the indicators of product features and aesthetics also play an
important role in shaping satisfaction, especially since Nike not only offers
functionality but also aesthetic value and lifestyle appeal. Additional features and
attractive design can enhance the user experience and provide emotional
satisfaction for consumers. Thus, the combination of all these indicators forms a

positive evaluation that ultimately increases customer satisfaction.
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The results of this study are also supported by descriptive data obtained
from the questionnaire in the data description section, where the majority of
respondents provided positive evaluations of the product quality variable.
Respondents tended to agree with statements related to product quality, such as
durability, comfort, and product design. This indicates that consumers perceive
the quality of Nike shoes as sufficiently good in meeting their needs. This positive
perception directly contributes to the formation of customer satisfaction, as the
product provides an experience that aligns with expectations. Thus, it can be
concluded that good product quality is a key factor in increasing customer

satisfaction.

Based on the results of this study, it can be concluded that product quality
has a positive and significant effect on customer satisfaction, indicating that
product quality is a key factor that companies must prioritize in improving
customer satisfaction. Therefore, Nike needs to maintain and consistently enhance
its product quality in terms of durability, reliability, conformance to
specifications, product features, and aesthetics. In addition, the company should
conduct regular evaluations of product quality based on consumer feedback in
order to continuously implement improvements and innovations. By maintaining
consistent product quality, the company can not only increase customer
satisfaction but also strengthen customer loyalty and encourage repeat purchases

in the long term.

4.2.4.4 The Influence of Price on Customer Satisfaction
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Based on the results of the hypothesis testing, a p-value of 0.780 was
obtained, which is greater than 0.05. Thus, it can be concluded that price does not
have a significant effect on customer satisfaction. This indicates that changes in
price perception do not have a meaningful impact on the level of consumer
satisfaction. In other words, whether the price set is high or low does not directly
determine the level of consumer satisfaction with Nike shoes. These findings
suggest that in the context of this study, consumers do not consider price as the
main factor in evaluating satisfaction, but rather place greater emphasis on other

aspects such as product quality and usage experience.

Theoretically, price is one of the important factors influencing customer
satisfaction, as explained by (Souza, 2025) who states that the alignment between
price and the benefits received will increase customer satisfaction. This is
supported by (Nifati et al., 2024) who found that price has a positive and
significant effect on customer satisfaction because consumers feel satisfied when
the price is perceived as appropriate relative to the benefits obtained. In addition,
(Harmawan et al.,, 2023) also found that competitive pricing can enhance
customer satisfaction. However, the results of this study are not consistent with
these findings; rather, they support the research by (Setiadi & Sari, 2026) which
states that for products with a strong brand, price is not always the main factor in
determining customer satisfaction. Thus, it can be concluded that the effect of
price on satisfaction is contextual and is strongly influenced by consumer

characteristics as well as perceptions of value and brand image.
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If analyzed based on the price indicators used in this study, namely
affordability, price-quality suitability, price competitiveness, and price-benefit
suitability, it can be explained that the insignificance of the effect of price on
satisfaction is influenced by differences in consumer perceptions of these
indicators. From the affordability perspective, some students may perceive that
the price of Nike shoes is relatively high and not entirely aligned with their
financial conditions. However, this condition does not necessarily reduce
satisfaction, as consumers already have prior expectations that Nike products

belong to the premium price category.

Furthermore, from the aspects of price-quality suitability and price-benefit
suitability, consumers tend to perceive that the price paid is proportional to the
quality and benefits received, such as comfort, durability, and the symbolic value
of the Nike brand. This condition causes price not to directly reduce customer
satisfaction. From the perspective of price competitiveness, although Nike’s
prices are relatively higher compared to competing products, consumers still
consider the strength of its brand image and perceived quality. Therefore,
differences in perception across each price indicator result in price not having a

significant effect on overall customer satisfaction.

The results of this study are also supported by descriptive data obtained
from the questionnaire in the data description section, where respondents
generally provided fairly positive evaluations of the price variable, but did not
consider it as the main factor in determining their level of satisfaction. This is

reflected in the tendency of respondents’ answers, which fall into the “agree”
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category regarding statements about the suitability of price with product quality
and benefits. However, the level of satisfaction experienced by consumers is not
entirely determined by this price perception. This condition indicates that
although price is perceived positively by consumers, its influence on satisfaction
is not strong enough to produce a significant relationship. Thus, it can be
concluded that in the context of this study, customer satisfaction is more
influenced by other factors such as product quality and usage experience rather

than price.

Based on the results of this study, it can be concluded that price does not
have a significant effect on customer satisfaction, indicating that price is not the
main factor in shaping consumer satisfaction with Nike shoes. However,
companies still need to ensure that the prices set are aligned with the value
perceived by consumers, both in terms of product quality and benefits. In
addition, companies may consider more flexible pricing strategies, such as
offering promotions or providing product variations at different price ranges, in
order to reach a broader segment of consumers, especially students. Thus,
although price is not a dominant factor in determining satisfaction, proper price
management remains necessary to maintain perceived value and product

competitiveness in the market.

4.2.4.5 The Influence of Customer Satisfaction on Repeat Purchase

Based on the results of the hypothesis testing, a p-value of 0.000 was
obtained, which is less than 0.05. Thus, it can be concluded that customer

satisfaction has a significant effect on repeat purchase. In addition, the path
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coefficient shows a fairly strong positive direction, meaning that the higher the
level of customer satisfaction, the greater the tendency for consumers to make
repeat purchases. These findings indicate that customer satisfaction is a key factor
in shaping repeat purchase behavior, as satisfaction reflects consumers’ evaluation
of their product usage experience. When consumers feel satisfied, it builds trust
and confidence in the product, thereby encouraging them to repurchase the same

product in the future.

The results of this study are consistent with the theory proposed by (D.
Ayu et al., 2022) which states that customer satisfaction is a primary determinant
in shaping loyalty and repeat purchase behavior. Research conducted by (Tufahati
et al., 2021) shows that customer satisfaction has a positive and significant effect
on repeat purchase because satisfied consumers tend to have positive experiences
that they wish to repeat. In addition, a study by (Iffan et al., 2024) also found that
customer satisfaction can increase trust in a product, which ultimately encourages
sustainable repeat purchases. Another study by (Yunna & Berlianto, 2025) states
that a high level of satisfaction strengthens the emotional bond between
consumers and the product, thereby increasing the tendency for repeat purchase.
Thus, it can be concluded that customer satisfaction plays an important role in

shaping consumers’ repeat purchase decisions.

Based on the customer satisfaction indicators used in this study, namely
feeling pleasure, suitability with needs, suitability with desires, suitability with
expectations, and intention to reuse, it can be explained that customer satisfaction

is formed through a comprehensive evaluation of the product usage experience.
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From the feeling pleasure perspective, consumers will feel satisfied when using

Nike shoes provides comfort and enjoyment in their daily activities.

Furthermore, from the aspects of suitability with needs and suitability with
desires, satisfaction is formed when the product is able to meet both the functional
needs and the desires of consumers, such as comfort, attractive design, and
alignment with lifestyle. From the perspective of suitability with expectations,
satisfaction is strongly influenced by the alignment between consumers’ initial
expectations and their actual experience after using the product. If the product is
able to meet or exceed expectations, the level of satisfaction will increase. In
addition, the intention to reuse indicator shows that high satisfaction will
encourage consumers to reuse the same product. Thus, the combination of all
these indicators demonstrates that customer satisfaction plays a very important

role in driving repeat purchase.

Based on the results of the questionnaire data processing in the descriptive
section of the study, it was found that the majority of respondents provided
positive evaluations of the customer satisfaction variable. Respondents tended to
agree with statements related to their level of satisfaction after using Nike shoes,
such as feeling satisfied, suitability with needs, and alignment with expectations.
This indicates that most consumers have experienced product usage that meets
their expectations. This positive perception forms the basis for the intention to
make repeat purchases, as consumers feel confident that the product is able to
deliver the expected benefits. Thus, it can be concluded that a high level of

satisfaction directly drives an increase in repeat purchase.
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Based on the results of this study, it can be concluded that customer
satisfaction has a positive and significant effect on repeat purchase, indicating that
customer satisfaction is a key factor in encouraging repeat purchases. Therefore,
companies need to ensure that every product they produce is able to consistently
meet consumer needs, wants, and expectations. In addition, companies also need
to pay attention to the overall consumer experience, ranging from product quality
to perceived value, in order to create sustainable satisfaction. By maintaining and
improving the level of customer satisfaction, companies can not only increase

repeat purchase but also build long-term customer loyalty.

4.2.4.6 The Influence of Product Quality on Repeat Purchase Through

Customer Satisfaction as an Intervening Variable

Based on the results of the indirect effect hypothesis testing, a p-value of
0.765 was obtained, which is greater than 0.05. Thus, it can be concluded that
customer satisfaction is not able to mediate the effect of product quality on repeat
purchase. This indicates that although product quality has an effect on repeat
purchase, the effect does not occur through customer satisfaction. In other words,
an improvement in product quality does not automatically increase customer
satisfaction that subsequently drives repeat purchase. These findings suggest that
the relationship between product quality and repeat purchase is more dominantly

direct rather than occurring through the mechanism of customer satisfaction.

Customer satisfaction is often positioned in many studies as a variable that
links product quality with repeat purchase behavior. This is supported by (Safitri

et al.,, 2024) who state that customer satisfaction represents an evaluation stage
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that can encourage loyalty and repeat purchase. Research conducted by (Mukti et
al., 2023) shows that customer satisfaction is able to mediate the effect of product
quality on repeat purchase, where good product quality increases satisfaction,
which in turn drives repeat purchase. In addition, a study by (D. Ayu et al., 2024)
also found that satisfaction plays an important role in bridging this relationship.
However, the results of this study are not consistent with those findings; rather,
they support the research by (Adialita & Ramadhan, 2024) which states that
customer satisfaction does not always play a mediating role between product
quality and repeat purchase, especially when consumers rely more on direct
experience than on satisfaction evaluation. Thus, the results of this study indicate
that the role of customer satisfaction in this relationship is not always consistent

and depends on the context of consumer behavior.

By referring to the product quality and customer satisfaction indicators, it
can be understood that the absence of mediation is caused by the lack of
alignment between perceived product quality and customer satisfaction. From the
product quality perspective, indicators such as durability, reliability, conformance
to specification, product features, and aesthetics indicate that product quality is
not yet fully consistent in the eyes of consumers. This inconsistency causes
consumers not to always feel satisfied, even though the overall product quality is

perceived as good.

On the other hand, customer satisfaction indicators such as feeling
pleasure, suitability with needs, suitability with expectations, and intention to

reuse show that satisfaction is formed from the overall usage experience. If one or
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more aspects of product quality do not meet expectations, the level of satisfaction
formed becomes suboptimal. This condition causes satisfaction to be
insufficiently strong to mediate the relationship between product quality and
repeat purchase decisions. In other words, consumers tend to directly evaluate
product quality based on their usage experience without going through a

significant satisfaction process.

Based on the results of the questionnaire data processing, it can be
observed that respondents provided fairly positive evaluations of the product
quality and customer satisfaction variables; however, the relationship between the
two does not show a strong connection in driving repeat purchase. Respondents
tend to perceive product quality and satisfaction as two separate aspects, where
the satisfaction experienced does not always serve as the basis for repeat purchase
decisions. This indicates that consumers place greater emphasis on their direct
experience with product quality rather than on the level of satisfaction they feel.
Thus, this condition reinforces the hypothesis testing results that customer

satisfaction is not able to mediate the effect of product quality on repeat purchase.

Based on the results of this study, it can be concluded that customer
satisfaction does not play a role in mediating the effect of product quality on
repeat purchase. Therefore, companies need to understand that improving product
quality does not necessarily have to go through increasing satisfaction to
encourage repeat purchases, but can instead be achieved directly through
enhancing the product usage experience. Companies need to ensure that the

quality of their products provides a consistent experience that aligns with
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consumer expectations, so that it can directly drive repeat purchase. Thus, the
company’s main focus should be directed toward improving the consistency of
product quality and the overall user experience in order to effectively increase

repeat purchases.

4.2.47 The Influence of Price on Repeat Purchase Through Customer

Satisfaction as an Intervening Variable

The results of the indirect effect testing show that the p-value of 0.000 is
less than 0.05, indicating that customer satisfaction is able to mediate the effect of
price on repeat purchase. In addition, the positive direction of the path coefficient
indicates that the better consumers’ perception of price, the higher the level of
customer satisfaction, which ultimately encourages repeat purchases. These
findings suggest that price not only acts as a direct factor in repeat purchase
decisions but also operates through an evaluative process that leads to customer
satisfaction. Therefore, price becomes an important element in shaping perceived

value, which subsequently influences consumer behavior in a sustainable manner.

In recent studies, the relationship between price, customer satisfaction, and
repeat purchase has been widely discussed as an integrated framework in
consumer behavior. Research by (Reggiana & Hermina, 2025) found that price
has a positive effect on repeat purchase, and this effect is strengthened through
customer satisfaction as a mediating mechanism. In addition (Muthi & Utama,
2023) showed that price and customer satisfaction jointly influence repurchase
intention, where satisfaction serves as a factor that explains how price affects

repeat purchase decisions. Another study by (Alicia & Laulita, 2024) also found
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that price has a significant effect on repurchase intention, and customer
satisfaction plays an important role in strengthening this relationship. Thus, the
results of this study are consistent with recent findings indicating that customer
satisfaction plays a crucial role in explaining the relationship between price and

repeat purchase.

If analyzed based on the price and customer satisfaction indicators in this
study, it can be explained that the indirect relationship is formed through a process
of evaluating the value perceived by consumers. From the price perspective,
indicators such as affordability, price-quality suitability, price competitiveness,
and price-benefit suitability serve as the basis for shaping perceived value.
Consumers who perceive that the price paid is consistent with the product’s

quality and benefits will develop a positive perception of the product.

Furthermore, this perception will influence customer satisfaction
indicators such as feeling pleasure, suitability with needs, suitability with
expectations, and intention to reuse. When consumers feel that the price paid
provides benefits that are equal to or greater than expected, a sense of satisfaction
will arise both functionally and emotionally. This satisfaction then encourages the
intention to repurchase the same product. Thus, the relationship between price and
customer satisfaction indicators forms a mechanism that indirectly increases

repeat purchase.

Based on the results of the questionnaire data processing, it can be
observed that respondents provided positive evaluations of the price and customer

satisfaction variables, which were then followed by a tendency toward repeat
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purchase behavior. Respondents tended to perceive that the prices offered were in
line with the quality and benefits of the product, leading to a sense of satisfaction
after use. This satisfaction subsequently encourages the intention to repurchase
the same product. This pattern of responses indicates an interrelated relationship
between price perception, satisfaction, and repeat purchase. Thus, the empirical
data obtained support the hypothesis testing results that customer satisfaction is

able to mediate the effect of price on repeat purchase.

Based on the results of this study, it can be concluded that price has an
indirect effect on repeat purchase through customer satisfaction, indicating that
consumer satisfaction is an important factor in explaining this relationship.
Therefore, companies need to ensure that the prices set reflect the value perceived
by consumers, both in terms of product quality and benefits. In addition,
companies also need to maintain the level of consumer satisfaction by ensuring
that the product usage experience meets expectations. By managing pricing
appropriately and enhancing consumer satisfaction, companies can encourage

repeat purchases while building long-term customer loyalty.



CHAPTER V
CONCLUSION AND RECOMMENDATIONS

5.1 Conclusion

Based on the results of research conducted on the influence of product
quality and price on repeat purchases through customer satisfaction among Nike
shoe consumers, including students at the Faculty of Economics and Business,
Muhammadiyah University of North Sumatra, the following conclusions can be
drawn:

1. Product quality has a positive and significant effect on repeat purchases.
This indicates that the better the product quality perceived by consumers,
the higher their tendency to repurchase Nike shoes.

2. Price has a positive but insignificant effect on repeat purchases. This
indicates that price is not the primary factor influencing consumers to
repurchase Nike shoes.

3. Product quality has a positive and significant effect on customer
satisfaction. This indicates that good product quality can increase
consumer satisfaction after using Nike shoes.

4. Price has a positive and significant effect on customer satisfaction. This
indicates that a price perceived by consumers as appropriate can increase
customer satisfaction with Nike shoes.

5. Customer satisfaction has a positive and significant effect on repeat
purchases. This indicates that the higher the level of satisfaction perceived
by consumers, the greater the likelihood of consumers to repurchase Nike

shoes.

116
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6. Product quality has a positive and significant effect on repeat purchases
through customer satisfaction as an intervening variable. This indicates
that customer satisfaction mediates the relationship between product
quality and repeat purchases.
7. Price did not significantly influence repeat purchases through customer
satisfaction as an intervening variable. This indicates that customer
satisfaction does not mediate the relationship between price and repeat
purchases.
5.2 Recommendations

Based on the research findings, the researchers offer several
recommendations that are expected to benefit companies and future research,
including the following:

1. Companies, particularly Nike shoe manufacturers, are expected to
continuously maintain and improve the quality of the products they offer
to consumers. Good product quality, such as comfort, durability, and
attractive designs, can increase customer satisfaction and encourage repeat
purchases.

2. Companies also need to consider pricing strategies to ensure that prices
remain commensurate with product quality and reach various consumer
segments.

3. For consumers, the results of this study are expected to provide
considerations in selecting shoe products that meet their needs and provide

optimal benefits.
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4. For future researchers, it is recommended to include other variables that
can influence repeat purchases, such as brand image, promotion, brand
trust, or service quality, to provide more comprehensive research results.

5.3 Research Limitations
This study has several limitations that must be considered when
interpreting the results, as follows:

1. This study only used a few variables: product quality, price, customer
satisfaction, and repeat purchase, so there is a possibility that other
variables may influence consumer repeat purchases.

2. Respondents in this study were limited to students of the Faculty of
Economics and Business at the University of Muhammadiyah North
Sumatra, so the results cannot necessarily be generalized to all Nike shoe
consumers.

3. Data collection in this study used a questionnaire, so respondents’ answers
depend heavily on each respondent’s perception and understanding of the
questions posed.

4. This study used a quantitative approach, so it did not delve deeply into

consumers' reasons or motivations for repeat purchases of Nike shoes.
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APPENDICES 1

Preliminary Survey Questionnaire for Research Object Selection

Hello! I am Fara Aulia Syifa Azzahra, a student of the Management Study
Program at Universitas Muhammadiyah Sumatera Utara. | am currently
conducting research for my thesis aimed at examining the influence of product
quality and price on purchase decisions, with customer satisfaction as an

intervening variable in shoe products.

This questionnaire is intended for respondents who have purchased or used
shoes from a particular brand. Your responses will be kept confidential and will

only be used for academic research purposes.

Thank you for your willingness to participate!

1. Full Name:
2. Shoe Brand Frequently Purchased:
o Onitsuka

Adidas
Nike
Puma
Reebok
Skechers
ASICS
Vans
Converse
Others:

O O O O O O O O O

Results of the Preliminary Survey on Research Object Selection

Shoe Brand p Usage
ercentage
Nike 53,7%
Reebok 13%
Adidas & Skechers 14,8%
Other brands (Onitsuka, Puma, Vans, etc) 18,5%
Total 100%
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APPENDICES 2

Preliminary Survey Questionnaire

Assalamualaikum Warahmatullahi Wabarakatuh, fellow students. My
name is Fara Aulia Syifa Azzahra, a student of the Faculty of Economics and
Business at Universitas Muhammadiyah Sumatera Utara, majoring in

Management. | am currently conducting research for my thesis entitled:

""The Influence of Product Quality and Price on Repeat Purchase with
Customer Satisfaction as An Intervening Variable in Nike Shoe Products (A

Case Study of UMSU Students)”

This questionnaire aims to determine the extent to which students
understand the statements in the research instrument, as well as to ensure that all
question items are relevant, clear, and easy to understand before being used in the

main study.

Please help me fill out this form by following the instructions below:

1. Answer these questions according to your own opinion.
2. Choose an answer from the statement table by placing a check mark ()

in the option that best reflects your opinion.

Your participation is very helpful in the process of refining this research
instrument. All data and responses you provide will be kept confidential and used
solely for academic purposes. Thank you very much for your time and willingness

to complete this questionnaire.



No Statement Yes/No

1. | The quality of the Nike shoes | use meets
the standards and my expectations as a
consumer.

2. | The price of the Nike shoes | paid is
proportional to the quality and benefits |
receive.

3. | | feel satisfied after purchasing and using
Nike shoes.

4. | 1 will repurchase Nike shoes in the
future.

5. | My level of satisfaction with Nike shoes
encourages my intention to make repeat
purchases.

Results of the Preliminary Survey Questionnaire
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Answer Answer
(Number of (Percentage of
No Statement Respondents) Respondents)
YES NO YES NO
1 | The quality of the Nike 15 15 50% 50%
shoes I use meets the
standards and my
expectations as a consumer.
2 | The price of the Nike shoes 12 18 40% 60%
| paid is proportional to the
quality and benefits |
receive.
3 | | feel satisfied after 15 15 50% 50%
purchasing and using Nike
shoes.
4 | 1 will repurchase Nike 21 9 70% 30%
shoes in the future.
5 | My level of satisfaction 12 18 40% 60%
with Nike shoes encourages
my intention to make repeat
purchases.
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APPENDICES 3

Research Questionnaire

We kindly ask for your willingness to take a moment to complete this
questionnaire. Respondents are expected to answer freely, in accordance with
their own perceptions. In line with research ethics, the author guarantees the
confidentiality of all data. Your willingness to complete this questionnaire is an
invaluable contribution to the author. Finally, the author would like to express

sincere gratitude for your cooperation.

I.  Instructions for Completion

e Please place a check mark («”) for all questions below according

to the answer that best reflects your opinion.
e Read each statement carefully.
e Provide answers based on your own condition and opinion.
e There are no right or wrong answers.
Il.  Respondent Identity
1. Gender : 0 Male 0 Female
2. Class : o Morning Management Class
o Afternoon Management Class
o Evening Management Class
3. Duration of Using Nike Shoes:
o Less than 1 Year
ol-2Years

o More than 2 Years
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4. Number of Times Purchasing Nike Shoes:
ol1lTime
o 2—3Times
o More than 3 Times
In answering all the questions below, please choose one of the
available options. The response options are as follows:

1. SD  : Strongly Disagree

2. D : Disagree
3. N - Neutral
4, A : Agree

5. SA  : Strongly Agree

A. Product Quality (X1) SD |[D |[N|A|[SA
1. | Nike shoes have good durability for
long-term use.

2. | Nike shoes have features that meet my
needs.

3. | Nike shoes are reliable for daily
activities.

4. | Nike shoes are made according to
high-quality standards.

5. | Nike shoes have an attractive and
modern design.

B. Price (X2) SD [D INJA[SA
1. | The price of Nike shoes is affordable
for me as a student.

2. | The price of Nike shoes matches the
quality | receive.

3. | The price of Nike shoes is competitive
with other shoe brands.

4. | The price of Nike shoes corresponds
to the benefits | experience.

5. | The price of Nike shoes is still
reasonable for a branded product.

C. Repeat Purchase (Y) SD |[D |[N|A|SA
1. | l'intend to repurchase Nike shoes in
the future.
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| frequently buy Nike shoes.

Nike is my primary choice when
buying shoes.

I am willing to continue using Nike
shoes.

| prefer Nike shoes compared to other
brands.

. Customer Satisfaction (2)

SD

| feel happy when using Nike shoes.

| am satisfied with the quality of Nike
shoes.

| feel confident when wearing Nike
shoes.

Nike shoes meet my expectations.

o

Overall, | am satisfied with Nike
shoes.

Tabulation of Respondents Questionnaire Answers

Repeat Purchase (Y)

Y.l Y.2 Y.3 Y.4 Y5 | TOTAL

A0l 5 5 5 5 5 25
AQ2 4 3 4 4 4 19
A03 4 2 4 4 4 18
A04 3 3 3 2 3 14
A05 3 3 4 4 4 18
A06 5 5 5 5 5 25
AQ7 3 3 4 3 4 17
A08 4 3 3 3 3 16
A09 3 4 4 3 3 17
Al0 5 5 5 5 5 25
All 3 5 4 4 4 20
Al2 4 4 4 4 4 20
Al3 5 5 5 5 5 25
Al4 5 5 5 5 5 25
Al5 2 3 1 1 1 8

Al6 4 3 4 4 4 19
Al7 3 3 4 3 3 16
Al8 3 4 3 3 4 17
Al9 3 3 4 3 3 16
A20 5 5 5 5 5 25
A21 5 5 5 5 5 25
A22 5 4 5 5 5 24
A23 5 5 5 5 5 25
A24 4 4 3 4 4 19
A25 4 4 4 4 4 20
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15
14
20
13
20
14
20
13
20
14
20
19
20
15
14
20
13
20
19
18
14
18
25
17
16
17
25
20
20
25
25

19
16
13
20
19
18
14
18
25
17
16
17
25
20

A26
A27
A28
A29
A30
A3l
A32
A33
A34
A35
A36
A37
A38
A39
A40
A4l
A42
A43
Ad4
A45
A46
A47
A48
A49
A50
A5l
AS52
AS53
A54
AS55
AS56
AS57
A58
A59
A60
A6l
AB?2
A63
A64
AB5
AG66
A67
AG68
AB9
A70
AT71
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AT72 3 3 3 2 2 13
A73 4 4 4 4 4 20
A74 4 3 4 4 4 19
AT75 4 2 4 4 4 18
A76 3 3 3 2 3 14
ATT 3 3 4 4 4 18
A78 5 5 5 5 5 25
A79 3 3 4 3 4 17
A80 4 3 3 3 3 16
A8l 3 4 4 3 3 17
A82 5 5 5 5 5 25
A83 3 5 4 4 4 20
A84 3 3 3 3 2 14
A85 4 4 4 4 4 20
A86 3 3 3 2 2 13
A87 4 4 4 4 4 20
A88 3 3 3 2 2 13
A89 4 4 4 4 4 20
A90 4 3 4 4 4 19
A9l 4 2 4 4 4 18
A92 3 3 3 2 3 14
A93 3 3 4 4 4 18
A94 5 5 5 5 5 25
A95 3 3 4 3 4 17
A96 4 3 3 3 3 16
A97 3 4 4 3 3 17
A98 5 5 5 5 5 25
Product Quality (X1)
1.1 X1.2 X1.3 X1.4 15 | TOTAL
A01 5 5 4 5 5 24
A02 3 4 4 3 5 19
A03 5 4 2 5 4 20
A04 5 5 3 5 4 22
A05 4 4 4 4 4 20
A06 5 5 5 5 5 25
A07 4 5 4 4 4 21
A08 5 4 4 5 3 21
A09 5 4 4 5 4 22
A10 5 2 3 5 2 17
All 5 5 4 5 4 23
Al12 3 3 3 3 3 15
Al13 5 5 5 5 5 25
Al4 5 5 5 5 5 25
Al5 5 5 5 5 5 25
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21

22
23
18
24
25
25
22
17
19
17
17
25

24
17
25

24
17
25
17
19
17
17
25

24
19
20
22
20
25
21

21

22
17
23
15
25
25
25
21

22

24

Al6
Al7
Al8
Al9
A20
A21
A22
A23
A24
A25
A26
A27
A28
A29
A30
A3l
A32
A33
A34
A35
A36
A37
A38
A39
A40
A4l
A4?2
A43
Ad4
A45
A46
A47
A48
A49
A50
A51
AS52
AS53
AS4
AS55
AS56
AS57
A58
A59
A60
A6l
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19
20
22
20
25
21

21

22
17
23

24
19
20
22
20
25
21

21

22
17
23
17
25

24

24
19
20
22
20
25
21

21

22
17

A62
AG3
Ab4
AB5
AG6
AG7
AG8
AB9
A70
A7l
AT?2
AT73
A74
AT75
AT76
AT7
AT78
AT79
A80
A8l
A82
A83
A84
A85
A86
A87
A88
A89
A90
A9l
A92
A93
A%4
A95
A96
A97
A98

Price (X2)

TOTAL

20
21

20
12
15
25

X2.5

X2.4

X2.3

X2.2

X2.1

A0l
AQ2
AO03
A04
A05
A06
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16
20
16
13
20
19
25
25
12
24
18
18
13
25
25
23
21

17
18
14
13
24

21

13
24

21

13
24
17
18
14
13
24

21

21

20
12
15
25
16
20
16
13

A07
A08
A09
Al0
All
Al2
Al3
Al4
Al5
Al6
Al7
Al8
Al9
A20
A21
A2?2
A23
A24
A25
A26
A27
A28
A29
A30
A3l
A32
A33
A34
A35
A36
A37
A38
A39
A40
A4l
A42
A43
Ad4
A45
A46
A47
A48
A49
A50
AS51
AS52
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20
19
25
25
12
24
18

21

21

20
12
15
25
16
20
16
13
20

21

21

20
12
15
25
16
20
16
13
20
13
24

21

21

21

20
12
15
25
16
20
16
13

A53
A54
AS55
A56
A57
A58
A59
A60
A6l
A62
AG3
Ab4
AB5
AG6
AG7
AG8
AB9
AT70
AT71
AT?2
AT73
A74
AT75
AT76
ATT7
AT78
AT9
A80
A8l
A82
A83
A84
A85
A86
A87
A88
A89
A90
A9l
A92
A93
A94
A95
A96
A97
A98
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Z1 Z2 Z3 Z4 Z5 | TOTAL
A0l 5 5 5 5 5 25
AQ2 4 4 4 4 4 20
A03 4 3 2 4 4 17
A04 4 5 5 5 5 24
A05 4 4 4 4 4 20
A06 5 5 5 5 5 25
A07 4 5 5 4 4 22
A08 3 5 5 5 5 23
A09 4 5 4 5 4 22
Al0 5 5 5 5 5 25
All 5 4 4 5 5 23
Al2 4 3 3 3 2 15
Al3 5 5 5 5 5 25
Al4 5 5 5 5 5 25
Al5 2 5 5 5 5 22
Al6 3 4 4 4 3 18
Al7 4 2 2 3 5 16
Al8 4 5 5 5 5 24
Al9 2 3 3 4 5 17
A20 5 5 5 5 5 25
A21 5 5 5 5 5 25
A2?2 5 5 5 5 5 25
A23 5 5 5 5 5 25
A24 4 4 3 4 3 18
A25 4 5 4 5 4 22
A26 3 4 4 3 3 17
A27 3 2 3 3 4 15
A28 4 3 3 3 3 16
A29 1 3 2 2 2 10
A30 5 5 5 5 5 25
A3l 3 2 3 3 4 15
A32 4 3 3 3 3 16
A33 1 3 2 2 2 10
A34 5 5 5 5 5 25
A35 3 2 3 3 4 15
A36 4 3 3 3 3 16
A37 4 4 3 4 3 18
A38 4 5 4 5 4 22
A39 3 4 4 3 3 17
A40 3 2 3 3 4 15
A4l 4 3 3 3 3 16
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10
25
20
17
24
20
25
22
23
22
25
23
15
25
25
22
18
16
10
25
20
17
24
20
25
22
23
22
25
23
10
25
20
17
24
20
25
22
23
22
25
23
15
16
10
25

A4?2
A43
Ad4
A45
A46
A47
A48
A49
A50
A51
A52
A53
A54
AS55
A56
A57
A58
A59
A60
A6l
AB2
A63
A64
AB5
A66
A67
AG68
AB9
A70
A7l
AT2
AT73
A74
AT75
AT76
ATT7
AT78
AT79
A80
A81
A82
A83
A84
A85
A86
A87




149

10
25
20
17
24
20
25
22
23
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A98
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Product
Quality (X1)

Price (X2)

Repeat
Purchase (Y)

Customer
Satisfaction (Z2)

X1.1

0.839

X1.2

0.827

X1.3

0.839

X1.4

0.839

X1.5

0.808

X2.1

0.865

X2.2

0.779

X2.3

0.888

X2.4

0.886

X2.5

0.818

Y.l

0.902

Y.2

0.745

Y.3

0.929

Y.4

0.963

Y.5

0.948

Z1

0.816

Z2

0.836

Z3

0.889

Z4

0.956

Z5

0.873
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Customer Product Repeat
. . Price (X2) Quiality Purchase
Satisfaction (Z
- (1) )
Customer Satisfaction (Z)
Price (X2) 0.502
Product Quality (X1) 0.815 0.770
Repeat Purchase (Y) 0.595 0.782 0.472
Composite Reliability
Cronbach’s | Rho_A | Composite | Average Variance
Alpha Reliability | Extracted (AVE)
Customer
. . .924 .94 942 v
Satisfaction (Z) 09 0.943 09 0766
Price (X2) 0.907 0.934 0.928 0.720
Product Quality (X1) 0.888 0.893 0.917 0.689
Repeat Purchase () 0.940 0.955 0.955 0.812
INNER MODEL
R — Square
R-Square R-Square Adjusted
Customer Satisfaction (2) 0.580 0.571
Repeat Purchases (YY) 0.776 0.769
F — Square
Repeat Customer . Product
. . Price .
Purchase | Satisfaction (X2) Quality
(Y) (2 (X1)
Repeat Purchase ()
Customer Satisfaction (2) 0.586
Price (X2) 1.974 0.001
Product Quality (X1) 0.524 0.705
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Upsilon (v) Statistics
No Effect P W)
Complete Note
1. Product Quality —
. . 0,745)? x (0,559)2
Customer Satisfaction — (_ 0 17)3 *( ) Moderate
Repeat Purchase '
2. Price — Customer (0,024Y? x (0,559)
. . ’ x ’
Satisfaction — Repeat Very Low
= 0,00018
Purchase
HYPOTHESIS TESTING
Direct Effects
Original | Sample | Standard | T Statistics | P Values
Sample Mean Deviation | (|O/STDEV)
(O) (M) (STDEV)
Customer Satisfaction
(Z) = Repeat 0.559 0.548 0.070 8.000 0.000
Purchase (Y)
Price (X2) —
Customer Satisfaction 0.024 0.035 0.087 0.279 0.780
(2
Price (X2) @ Repeat | 454 | 0925 | 0048 19.356 0.000
Purchase (Y)
Product Quality (X2)
— Customer 0.745 0.738 0.094 7.943 0.000
Satisfaction (Z)
Product Quality (X1)
— Repeat Purchase -0.196 -0.186 0.071 2.763 0.006
(Y)
Indirect Effects
Original | Sample | Standard | T Statistics | P Values
Sample Mean Deviation | (|O/STDEV|)
(O) (M) (STDEV)
Customer Satisfaction
(Z) = Repeat 0.014 0.018 0.045 0.299 0.765
Purchase (Y)
Price (X2) =
Customer Satisfaction 0.416 0.408 0.087 4,781 0.000
(2)
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