
Journal of Production, Operations Management and Economics 

ISSN: 2799-1008 

Vol : 03 , No. 04 , June-July 2023  

http://journal.hmjournals.com/index.php/JPOME 

DOI: https://doi.org/10.55529/jpome.34.51.58 

 

 

 

 

Copyright The Author(s) 2023.This is an Open Access Article distributed under the CC BY 

license. (http://creativecommons.org/licenses/by/4.0/)                                                        51 

 
 

Effect of Packaging Design and E-Satisfaction on 

Repurchase Intention with Quality of Service as an 

Intervening Variable to the Politeknik Unggulan Cipta 

Mandiri Students Using E-Commerce Applications 
 

 
 

Saut Maruli Tua Pandiangan* 

 
*Politeknik Unggulan Cipta Mandiri, Indonesia 

 

Corresponding Email: *sautpandiangan@rocketmail.com 

 

Received: 02 March 2023              Accepted: 18 May 2023              Published: 26 June 2023 

 

 Abstract: iThis istudy iaims ito idetermine iand ianalyze ieffect iof ipackaging idesign iand 

ie-satisfaction ion irepurchase iintention iwith iquality iof iservice ias ian iintervening 

ivariable ito ithe iPoliteknik iUnggulan iCipta iMandiri istudents iusing ie-commerce 

iapplications. iThis iresearch iis ia itype iof iquantitative iresearch iwith icausality 

iresearch idesign. iThis iresearch iis iconducted ion ithe iPoliteknik iUnggulan iCipta 

iMandiri istudents iusing ie-commerce iapplications. iThe iresearch iperiod iis ifrom 

iSeptember i2022 ito icompletion. iPopulation iin ithis istudy iare ithe iPoliteknik 

iUnggulan iCipta iMandiri istudents, iall imajors iwith ia itotal iof i50 istudents iwho ihad 

ishopped iat ileast itwice iusing ie-commerce iapplications. iSample iof ithis istudy iis ia 

ipopulation iof i50 istudents ifrom ithe iPoliteknik iUnggulan iCipta iMandiri. iThe idata 

ianalysis imodel iin ithis istudy iused ipath ianalysis. iThe iresults ishow ithat ipackaging 

idesign ihas ia ipositive iand isignificant ieffect ion iquality iof iservice. iE-satisfaction 

ihas ia ipositive iand isignificant ieffect ion iquality iof iservice. iPackaging idesign ihas ia 

ipositive iand isignificant ieffect ion irepurchase iintention. iE-satisfaction ihas ia ipositive 

iand isignificant ieffect ion irepurchase iintention. iQuality iof iservice ihas ia ipositive 

iand isignificant ieffect ion irepurchase iintention. iQuality iof iservice iis iable ito 

iintervene ipackaging idesign ion irepurchase iintention. iQuality iof iservice iis iable ito 

iintervene ie-satisfaction ion irepurchase iintention. 

 

 Keywords: Packaging IDesign, IE-Satisfaction, IQuality Iof IService, 

Repurchase.IIntention. 

 

1. INTRODUCTION 

 

The iadvancement iof ithe idigital itechnology iera isupports ian iincreasingly imodern iway 

of iconsumer ishopping. iThis iis iin iaccordance iwith ivarious ievents ithat iexist iin itoday's 
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society, ione iof iwhich iis ioffline ishopping iwhich ihas iturned iinto ionline ishopping. 

Offline ishopping iis ibuying iand iselling iactivities icarried iout idirectly iby isellers iand 

buyers. iOnline ishopping iis icurrently ian ioption ifor ibuying ia iproduct ithat iconsumers 

need, ibecause ias itime igoes ion, ithis iincreasingly isophisticated itechnology ican imake iit 

easier ifor ieveryone ito iaccess iall iforms iof iinformation iabout ithe iproduct ithey iwant 

online. iWith ionline ishopping, iit ican imake ishopping ieasier. iStarting iwith ithe 

emergence iof ithe imarketplace ito isocial imedia iwhich iis ialso ia iplace ito imarket iand 

offer iproducts ias iwell ias ibuying iand iselling iinteractions. iThe ibenefits iof ionline 

shopping iinclude ishopping iactivities ithat iare ieasier, imore ipractical, irequire ismall 

capital, icarry iout iother ijobs, ieasy itransactions, iand isecure itransactions. Marketplace 

development iin iIndonesia iis icurrently igrowing irapidly, ias ievidenced iby ithe emergence 

of ivarious ikinds iof imarketplace iapplications ithat ihave isignificant iadvantages. 

Marketplace iis idefined ias ione iof ithe iproviders iof iinternet-based ionline imedia i(web-

based) ias ia iplace ito icarry iout ibusiness iactivities iand itransactions ibetween ibuyersand 

sellers. iBuyers ican isearch ifor ias imany isellers ias ipossible iaccording ito itheir ineeds 

and icriteria, iso ithey iget iaccording ito imarket iprices. The iincreasing inumber iof ie-

commerce iapplications ithat iexist itoday, imakes ithe imap iof icompetition ito iwin ithe 

hearts iof iconsumers ieven itighter, iin ithe iPlay iStore ialone imany ie-commerce 

applications ican ibe idownloaded iand iused ifree iof icharge iby iconsumers. iE-commerce 

applications ithat ican iwin ithe ihearts iof iconsumers iand igrow irapidly iare imarked iby 

the ilarge inumber iof ipurchases ithat ioccur iin ithese iapplications iand igenerate iinterest 

in repurchasing iin ithe ifuture. 

 

Repurchase iintention iis icustomer isatisfaction imeasured ibehaviorally iby iasking whether 

the icustomer iwould ishop iagain ior iuse ithe icompany's iservices (Tjiptono, 2014:43). iIn 

the icase iof ie-commerce iapps, icustomers ifeel isatisfied iwhen ithey ishop through ithe 

app, iand ithey ishow itheir iintention ito imake irepeat ipurchases ieven afterimaking a 

purchase. iRepeat ipurchase iintent iis iinfluenced iby ipackaging idesign, satisfaction iwith 

using ie- commerce iapplications, icalled ie-satisfaction, iand iquality iof service. Data ion 

the itop i5 imarketplace ivisitors iin iIndonesia ifrom i2019 ito i2020 shows that the inumber 

of imarketplace ivisitors iin ithe i3rd iquarter iof i2019 iwith 214,183,700 visitors, i4th 

quarter iof i2019 iwith i235,383,200 ivisitors, i1st iquarter iof 2020 with 220,966,600 

visitors, iand i2nd iquarter iof i2020 iwith i255,161,000 ivisitors. It can be said that ithe 

marketplace ihas iincreased ievery iquarter, ieven ithough iit ihas experienced an decline iin 

the i1st iquarter iof a iyear. This istudy iaims ito idetermine iand analyze effect iof packaging 

design iand ie-satisfaction ion irepurchase iintention iwith quality iof service as an 

intervening ivariable to ithe iPoliteknik iUnggulan iCipta iMandiri students using ie-

commerce iapplications.  

 

Literature review 

Packaging Design: Klimchuk iand iKrasovec (2007) ishow ithat ipackaging idesign 

combines ishape, istructure, icolor imaterials, iimagery, itypography, iand idesign ielements 

with iproduct iinformation ito isell, ipackage, iprotect, iship, idonate, iand iotherwise iuse the 
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product. We idefine iit as ithe icreative ibusiness iof imaking iit iusable iand iso ion. To 

preserve iand idifferentiate iproducts ithat ican iultimately iuniquely iconvey ithe icharacter 

and ifunction iof iconsumer iproducts. 

Klimchuk iand iKrasovec (2007) ilist iseveral igoals iin ipackaging idesign: i 

1. Display ithe iunique icharacteristics iof ithe iproduct.  

2. Enhance iproduct iaesthetics iand ivalue.  

3. Maintain iproduct ibrand iconsistency.  

4. Emphasize ithe idifference ibetween iproduct irange iand iproduct iline.  

5. Development iof ipackage ishape iaccording ito icategory. 

6. We iuse inew imaterials iand idevelop iinnovative istructures ito ireduce icosts, iprotect                        

I   the ienvironment, ior iimprove ifunctionality. 

 

 E-Satisfaction: Providing ithe ibest iservice ito icustomers ibrings imany ibenefits ito ithe 

icompany. When an icompany iprovides iexcellent icustomer iservice, ithe icustomer iis 

isatisfied iand iwill icome iback ito ithe icompany, iand ithe ibenefits iof ithe icustomer iwill 

ibe ipassed ion ito iothers. Its ia ifree ipromotional itool ifor ibusinesses ithat ican igive iyour 

ibusiness iconfidence iby ireceiving ipositive ifeedback ifrom iyour icustomers.  According 

ito iLaksanai(2008:97), isatisfaction iand idissatisfaction icompare icustomer iexpectations 

iwith ithe ireality iof ithe icompany's igoals, icustomer-perceived iof iquality iof iservice. 

 

 Quality of Service: According to Kotler (2009:138), servicesimeans activities or 

iperformances iprovided iby ione iparty ito ianother iparty ithat iare iintangible iin inature 

iand ido inot iresult iin iany iproprietary irights. Essentially, ievery iinteraction iwithia 

icustomer iis ia iform iof icustomer icare. This iinteraction ican itake imany iforms, 

iincluding iphone icalls, iletters, iemails, iand ieven iface-to-face imeetings. All iof ithese 

iforms iof icustomer icontact iare iequally iresponsible ifor ihow iconsumers iperceive a 

ibusiness iand ihow isatisfied ithey iare iwith idoing ibusiness iwith ithat ibusiness ioverall. 

iSo customer iservice iis ireally iabout imeeting icustomer ineeds iand iexceeding 

iexpectations. Quality iof iservice iis ia imeasure iof isuccess ithat iprovides ia iguarantee iof 

icustomer isatisfaction.iQuality iof iservice iallows iconsumers ito iprovide iobjective 

ievaluations ito iincrease icustomer isatisfaction. 

 

 Repurchase iIntention: According ito iHellier iet ial. i(2003:1764) irepurchase iintention 

imeans ian iindividual's ievaluation iof irepurchasing iservices ifrom ithe isame icompany, 

itaking iinto iaccount ithe iindividual's icurrent isituation iand igood imood. Repurchase 

iintention iis icustomer isatisfaction imeasured ibehaviorally iby iasking iwhether ia 

icustomer iwould ishop iagain ior iuse ia icompany's iservices (Tjiptono, i2014:43). Kotler 

iand iKeller i(2009:244) iargue ithat iconsumers imay ibe isatisfied ior idissatisfied iafter 

ipurchasing ia iproduct iand imay iact iafter ipurchase. Satisfied icustomers ibuy iproducts 

iagain, ipraise itheir ipurchases iin ifront iof iothers, ipay ilittle iattention ito icompeting 

ibrands iand iadvertising, iand ibuy iother iproducts ifrom ithe isame icompany. Based ion 

ithe iabove idefinition, iwe iconclude ithat irepeat ipurchase iintent iis ithe irepeated, 

ipositively ienjoyable iand ipositively iattituded ipurchasing ibehavior iover a iperiod iof 
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itime ithat ia iconsumer iperforms iafter ipurchasing ia iproduct ior iservice ifor ithe ifirst 

itime ican ibe iattached. Products iand iservices ibased ion ipast iexperience.  

 

2. RESEARCH iMETHODS 

 

This iresearch iis a itype iof iquantitative iresearch iwith icausality iresearch idesign. 

Causality iresearch idesign iis a istudy idesign iconstructed ito iexamine ipossible icausal 

relationships ibetween ivariables (Pandiangan, i2018; iPandiangan, i2022; iPandiangan iet 

al., 2023). Causality iresearch idesign iis iused ito iunderstand iwhich ivariables iare 

influencing (independent ivariables), iwhich ivariables iare ioutcomes (dependent ivariables), 

and ithe irelationship ibetween iindependent iand idependent ivariables. The istudy idesign is 

considered iconsistent iwith ithis istudy ivariables idetermined iin ithis istudy (Pandiangan, 

2015; iKurdhi iet ial., i2023; iRatnawita iet ial., i2023). This iresearch iis conducted ion ithe 

Politeknik iUnggulan iCipta iMandiri istudents iusing ie-commerce applications. iThe 

research iperiod iis ifrom iSeptember i2022 ito icompletion. Population is a igeneralized 

domain imade iup iof iobjects ior isubjects ithat iexhibit icertain propertiesor characteristics 

that iare ispecified iby iresearchers ifor itheir istudy iand from which conclusions ican ibe 

drawn i(Pandiangan iet ial., i2018; iPandiangan, i2022; Sudirman iet al., i2023). iPopulation 

in ithis istudy iare ithe iPoliteknik iUnggulan iCipta Mandiri students, iall imajors iwith ia 

total iof i50 istudents iwho ihad ishopped iat ileast twice using e-commerce iapplications. 

Sampling itechnique iuses ia isaturated isample. Saturated sample is ia isampling itechnique 

that iuses iall imembers iof ithe ipopulation ias samples. Saturated samples iare ioften iused 

when ithe ipopulation iis irelatively ismall, such ias less than i30 of her, ior iin istudies where 

you iwant ito igeneralize iwith ivery small errors (Pandiangan iet al., i2021; iPandia iet ial., 

2018). iSample iof ithis istudy iis ia population of 50 istudents from ithe iPoliteknik 

Unggulan iCipta iMandiri. The idata analysis imodel inithis istudy used ipath ianalysis. iPath 

analysis ipatterns iof relationships between variables to determine the idirect ior iindirect 

impact iof ia iset iof independent variables on a dependent ivariable. Based ion ithe iproblem 

formulation iand research hypotheses, we find ithat ithere iis ia causal irelationship ibetween 

the ivariables by describing ithe correlation icoefficients representing ithe idirect iand 

indirect ieffects (Pandiangan iet ial., 2022; iTobing iet ial., 2018). 

 

3. RESULT  

 

Path iAnalysis Results 

The ifirst isubstructure iand ithe isecond isubstructure iin ithe study are ipart iof ithe ipath 

analysis.A idirect ieffect iis ian ieffect ithat iresults ifrom ia iregression between istudy 

variables. iThe iindirect ieffect iis ithe iresult iof imultiplying ithe idirect effect iof ithe 

independent ivariable ion ithe iintervening ivariable iby ithe ieffect iof ithe intervening 

variable ion ithe idependent ivariable. iThe ioverall ieffect iis ithe isum iof idirect and 

indirect ieffects. 
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Table i1. iResearch iHypothesis iTesting 

No. Hypothesis 
Path 

iCoefficient 
P-Value Conclusion 

1. 

Packaging idesign ihas ia ipositive 

iand isignificant ieffect ion iquality 

iof iservice. 

0.031 0.000 Accepted 

2. 

E-satisfaction ihas ia ipositive iand 

isignificant ieffect ion iquality iof 

iservice. 

0.438 0.000 Accepted 

3. 

Packaging idesign ihas ia ipositive 

iand isignificant ieffect ion 

irepurchase iintention. 

0.154 0.048 Accepted 

4. 

E-satisfaction ihas ia ipositive iand 

isignificant ieffect ion irepurchase 

iintention. 

0.675 0.000 Accepted 

5. 

Quality iof iservice ihas ia ipositive 

iand isignificant ieffect ion 

irepurchase iintention. 

0.455 0.000 Accepted 

Source: iResearch iResults i(2022) i i 

 

Table i2. iIntervening iResearch iHypothesis iTesting 

No. Hypothesis 
Path 

iCoefficient 

Direct iEffect i</> 

iIndirect iEffect 
Conclusion 

6. 

Quality iof iservice 

iis iable ito 

iintervene 

ipackaging idesign 

ion irepurchase 

iintention. 

0.411 
Direct iEffect i0.147 i> 

iIndirect iEffect i-0.013 
Accepted 

7. 

Quality iof iservice 

iis iable ito 

iintervene ie-

satisfaction ion 

irepurchase 

iintention. 

0.644 
Direct iEffect i0.214 i> 

iIndirect iEffect i-0.176 
Accepted 

Source: iResearch iResults i(2022

The iresults ishow ithat ipackaging idesign ihas a ipositive iand isignificant ieffect ion quality 

of iservice. iE-satisfaction ihas ia ipositive iand isignificant ieffect ion iquality iof service. 

Packaging idesign ihas ia ipositive iand isignificant ieffect ion irepurchase intention. iE-

satisfaction ihas ia ipositive iand isignificant ieffect ion irepurchase iintention. Quality iof 
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service ihas ia ipositive iand isignificant ieffect ion irepurchase iintention. Quality iof service 

is iable ito iintervene ipackaging idesign ion irepurchase iintention. Quality iof iservice iis 

able ito iintervene ie-satisfaction ion irepurchase iintention. 

 

4. CONCLUSION iAND iSUGGESTION 

 

The iresults ishow ithat ipackaging idesign ihas a ipositive iand isignificant ieffect ion quality 

of iservice. E-satisfaction ihas aipositive iand isignificant ieffect ion iquality iof 

service.iPackaging idesign ihas a ipositive iand isignificant ieffect ion irepurchase intention. 

E-satisfaction ihasia ipositive iand isignificant ieffect ion irepurchase iintention. Quality iof 

service ihasia ipositive iand isignificant ieffect ion irepurchase iintention. Quality iof service 

is iable ito iintervene ipackaging idesign ion irepurchase iintention. Quality iof service iis 

able ito iintervene ie-satisfaction ion irepurchase iintention.  

 

The isuggestions iin ithis istudy iare: 1.It iis irecommended ithat ie-commerce iapplication 

development icompanies imake istrict iregulations ifor isellers iin ie-commerce iapplications 

regarding ithe itime iin iwhich ipackaging iand idelivery iof igoods icannot iexceed ithe 

specified itime, iif iit iexceeds ithe ispecified itime, ithe isellers imust ibe isanctioned. iThis 

is idone iso ithat iaccuracy iin iterms iof idelivery itime ican ibe ifurther iincreased. 2.It iis 

recommended ithat ie-commerce iapplication idevelopment icompanies iadd ia ilive chat 

feature ito ithe iapplication iso ithat icustomer icomplaints ican ibe iheard iand iacted upon 

wherever ithe icustomer iis. iIn iaddition, ipersonnel iin ithe icustomer icare idivision must 

be iincreased iin iorder ito iminimize ithe iexistence iof iqueues ior iwaiting ilists from 

customers iwho iwish ito iimmediately ireport ithe iproblems ithey iare ifacing. iE-commerce 

application idevelopment icompanies iare ialso iadvised ito iopen ibranch ioffices or 

representatives iin ieach icity, iat ileast ibig icities iin ieach iprovince, iso ithat customers feel 

close ito itheir ie-commerce iapplications iand icustomers iwho iwant ito directly report 

problems iimmediately, ican iface ito iface iwith irepresentatives iof ie-commerce 

applications iand isolve iproblems. 3.Due ito iresearcher ilimitations, iit iis ihoped ithat 

subsequent iresearchers iwill ibe iable to further irefine ithis istudy iusing ielements iother 

than ithose istudied iby ithat researcher. For iexample, ibrand iloyalty, ibrand iawareness, 

brand iequity, iand ibrand association. 
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