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Abstract: This study aims to determine and analyze effect of packaging design on 

repurchase intention to the Politeknik IT&B Medan using e-commerce applications. This 

type of research is descriptive quantitative and survey research methods. This research is 

conducted on the Politeknik IT&B Medan students using e-commerce applications in the 

Politeknik IT&B Medan. The sample of this study is a population of 47 respondents or the 

Politeknik IT&B Medan students, Department of Business Administration, semester 2 and 

4. The data analysis method use simple linear regression with partial test (t) and coefficient 

of determination (R2). The results show that packaging design has a positive and 

significant effect to the Politeknik IT&B Medan using e-commerce applications. 

Packaging design can explain the repurchase intention variable by 64.1% and the 

remaining 35.9% is explain by other variables not examined in this study.  
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1.    INTRODUCTION 

  

 The icompany idevelops ia imarketing istrategy iabout iits iproducts iby imaking ia 

inumber iof idecisions iregarding iproduct iattributes, ibranding, ipackaging, ilabeling, iand 

iproduct isupport iservices. iProduct iattributes ihere iinclude ithe iquality, ifeatures, istyle, 

iand idesign ithat ithe icompany iwants ito ioffer. iThis iis idone iso ithat iconsumers ican ibe 

iinterested iin ithe iproducts ioffered iby ithe icompany iand iare iinterested iin ibuying ithe 

icompany's iproducts. iIn iaddition, iproduct iattributes iare ialso iuseful ifor idifferentiating 

isimilar iproducts iand igiving ia ideep iimpression ito iconsumers iso ithat iconsumers iwill 
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ihave ibrand iawareness iof ia iproduct ithat iis ialready iembedded iin itheir iminds. 

iWalgren iet ial. i(1995) istates ithat ia ibrand ithat iis iknown iby ibuyers iwill igenerate 

iinterest iin imaking ipurchasing idecisions. iThe iimpact iof ithe isymbol iof ia iproduct 

igives imeaning iin iconsumer idecision imaking ibecause isymbols iand iimages iare 

iimportant iin iadvertising iand ihave ian iinfluence ion iinterest iin ibuying. iAt ithis itime, 

icompetition iin ithe ibusiness iworld iis inot ijust ibrand icompetition ibut ialso ipackaging 

idesign icompetition, iwhere icompanies iare icompeting ito ibe iable ito icreate iunique, 

iattractive iand imemorable ipackaging idesigns iso ithat ithey ican imake ian iimpression ion 

iconsumers' iminds. 

 Kertajaya i(2004) istated ithat itechnology ihas ichanged ithe ifunction iof 

ipackaging. iIn ithe ipast ipeople isaid ipackaging iprotects iwhat iit isells iwhereas inow 

ipackaging isells iwhat iit iprotects. iIntense icompetition iin ibusiness iwill icreate 

iindividual icustomers ibetween iproducts, ibecause icompetition iwill imake iconsumers 

iconfident iin ichoosing iand ibuying iproducts iagainst icertain ibrands ithrough igood 

ipackaging idesign. iTo iconvince ithese iconsumers ito ibe iable ito imake ipurchases, ia 

igood ipackaging idesign istrategy iand igood iproduct imarketing iare ineeded. iOne iof ithe 

igoals iis ito iseize ithe imarket iand iattract iconsumers ito ibuy itheir iproducts ithrough 

iattractive ipackaging idesigns iso ithat ithey ican ibe iof iinterest ito iconsumers. i 

 The iadvancement iof ithe idigital itechnology iera isupports ian iincreasingly 

imodern iway iof iconsumer ishopping. iThis iis iin iaccordance iwith ivarious ievents ithat 

iexist iin itoday's isociety, ione iof iwhich iis ioffline ishopping iwhich ihas iturned iinto 

ionline ishopping. iOffline ishopping iis ia ibuying iand iselling iactivity icarried iout 

idirectly iby isellers iand ibuyers. iOnline ishopping iis icurrently ione iof ithe ioptions ifor 

ibuying ia iproduct ithat iconsumers ineed, ibecause ialong iwith iincreasingly isophisticated 

itechnology iit ican imake iit ieasier ifor ieveryone ito iaccess iall iforms iof iinformation 

ifrom ithe idesired iproduct ionline. iWith ionline ishopping, iit ican imake ishopping ieasier. 

iStarting iwith ithe iemergence iof ia imarketplace ito isocial imedia iwhich iis ialso ia iplace 

ito imarket iand ioffer iproducts ias iwell ias ibuying iand iselling iinteractions. iThe ibenefits 

iof ionline ishopping iinclude ishopping iactivities ithat iare ieasier, imore ipractical, irequire 

ismall icapital, itogether iwith iother ijobs, ieasy itransactions, iand isecure itransactions. 

 Marketplace idevelopment iin iIndonesia iis icurrently igrowing irapidly, ias 

ievidenced iby ithe iemergence iof ivarious ikinds iof imarketplace iapplications ithat ihave 

isignificant iadvantages. iMarketplace iis idefined ias ia iprovider iof iinternet-based ionline 

imedia i(web-based) ias ia iplace ito iconduct ibusiness iactivities iand itransactions ibetween 

ibuyers iand isellers. iBuyers ican ifind ias imany isellers ias ipossible iaccording ito itheir 

ineeds iand icriteria, iso ithat ithey iget iaccording ito imarket iprices. 

 In iline iwith ithe irapid idevelopment iof ithe icompany iand ithe iincreasing ineeds 

iof iconsumers ias iwell ias ithe ilarge inumber iof ipeople's irequests ifor ie-commerce 

iapplications, ithey iare itrying ito icompete iwith iother icompanies ito iprovide ibetter 

ipackaging idesigns ithan ibefore. iThat iway, ie-commerce icompanies iwill imaintain itheir 

iposition ias ia ileading iand itrusted iprovider iof ielectronic igoods iand iservices iso ithat 

iconsumers iwill ihave irepurchase iintentions. i 

 This istudy iaims ito idetermine iand ianalyze ieffect iof ipackaging idesign ion 

irepurchase iintention ito iPoliteknik iIT&B iMedan iusing ie-commerce iapplications. i 
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Literature Ireview 

Packaging iDesign 

 Klimchuk iand iKrasovec i(2007) idefine ithat ipackaging idesign iis ia icreative 

ibusiness ithat ilinks iform, istructure, icolor imaterial, iimagery, itypography, iand idesign 

ielements iwith iproduct iinformation iso ithat iproducts ican ibe imarketed iand iapply ito 

iwrapping, iprotecting, ishipping, iissuing, istoring, iand idistinguishing ia iproduct ithat ican 

iultimately icommunicate ithe ipersonality ior ifunction iof ithe iconsumer iproduct iin ia 

iunique iway. 

 According ito iKotler i(2003), ithere iare i7 i(seven) iproduct idesign iindicators, 

inamely: 

 a.Characteristics iare icharacteristics ithat isupport ithe ibasic ifunctions iof ithe iproduct. 

iMost iproducts ican ibe ioffered iwith iseveral ifeatures. iProduct ifeatures iare ia 

icompetitive itool ifor idifferentiated icompany iproducts. iSome icompanies iare ivery 

iinnovative iin iadding inew ifeatures ito itheir iproducts. iOne iof ithe ikey isuccess ifactors 

iof iJapanese icompanies iis ithat ithey iare iconstantly iimproving icertain ifeatures iof 

iproducts isuch ias iwatches, icars, icalculators iand iothers. iThe iintroduction iof inew 

icharacteristics iis iconsidered ione iof ithe imost ieffective iways iof icompeting. 

 b.Performance, iwhich irefers ito ithe ilevel iof ithe imain icharacteristics iof ithe iproduct 

iwhen ioperating. iBuyers iof iexpensive iproducts iusually icompare ithe iperformance 

i(appearance/performance) iof idifferent ibrands. iBuyers iare iusually iwilling ito ipay imore 

ifor ibetter iperformance ias ilong ias ithe iexcess iprice idoes inot iexceed iperceived ivalue. 

 c.Quality iof iconformity iis ithe idegree ito iwhich iproduct idesign iand ioperating 

icharacteristics iare iclose ito ithe itarget istandard. iQuality iof iconformity iis ithe idegree 

iof iconformity iand icompliance iwith iall iunits iproduced iagainst ithe ipromised itarget 

ispecifications. iIt iis icalled iconformance ibecause iof iits ispecifications. 

 d.Durability iis ia imeasure iof ithe iexpected ioperating itime iof ia iparticular iproduct. iFor 

iexample, iVolvo iadvertises iits icars ias ihaving ithe ihighest iservice ilife ito ijustify iits 

ihigher iprice. iBuyers iare iwilling ito ipay imore ifor ia imore idurable iproduct. 

 e.Testability i(reliability) iis ia imeasure iof ithe iprobability ithat ia iproduct iwill inot 

ifunction iincorrectly ior ifail iwithin ia icertain iperiod iof itime. iBuyers iare iwilling ito 

ipay imore ifor iproducts iwith ia ihigher ireputation ifor ireliability. iThey iwant ito iavoid 

icosts idue ito ibreakdowns iand itime ito irepair. 

 f.Ease iof irepair i(repairability) iis ia imeasure iof ithe iease iof irepair iof ia iproduct ithat 

imalfunctions ior idamages. iThe iideal iease iof irepair iwill iexist iif ithe iuser ican irepair 

ithe iproduct iat ilow ior ino icost iand iwithout itaking itoo ilong. 

 g.Model i(Style) iwhich idescribes ihow ifar ia iproduct ilooks iand iis ipleasing ito 

iconsumers. iModels iprovide isuperior iproduct ispecificity icharacteristics ithat iare 

idifficult ito iimitate. iFor iexample, imany icar ibuyers ipay imore ifor iJaguar icars ibecause 

iof itheir iextraordinary iappearance ieven ithough iJaguar iitself iis inot ivery igood iin 

iterms iof ireliability. 

 

 Repurchase iIntention 

 Repurchase iis ia ipurchase iactivity ithat iis icarried iout imore ithan ionce ior 

iseveral itimes. iSatisfaction iobtained iby ia iconsumer, ican iencourage isomeone ito imake 
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ia irepeat ipurchase, ibe iloyal ito ithe iproduct ior iloyal ito ithe istore iwhere ihe ibought ithe 

iitem iso ithat iconsumers ican itell igood ithings ito iothers. iThe iimportance iof imeasuring 

icustomer irepurchase iinterest iis ito ifind iout ithe idesire iof icustomers ito iremain iloyal 

ior ileave ian iitem iand iservice. 

 Dimensions iof irepurchase iintention: 

 a.Transactional iinterest iis ithe itendency iof iconsumers ito ialways irepurchase ithe 

iproducts ithey ihave iconsumed. 

 b.Referential iinterest iis ithe iwillingness iof iconsumers ito irecommend iproducts ithat 

ihave ibeen iconsumed ito iothers. i 

 c.Preferential iinterest iis iconsumer ibehavior ithat imakes ithe iproduct ithat ihas ibeen 

iconsumed ithe imain ichoice. 

 d.Explorative iinterest iis ithe idesire iof iconsumers ito ialways iseek iinformation iabout 

ithe iproducts ithey iare iinterested iin. iAccording ito iKotler i(2003) iin iKristyatmoko iand 

iAndjarwati i(2013) ithe iformation iof ibuying iinterest ilies iin ithe ieffective istage iafter 

ipassing ithe iconsumer icognitive istage. iSumarwan i(2011) iargues ithat ibuying iinterest 

i(intention) iis ia ibehavior ithat iwill ibe icarried iout iby ia iconsumer i(likehood ior 

itendency). i 

 

2.   RESEARCH iMETHODS 

 

 i iThis itype iof iresearch iis idescriptive iquantitative iand isurvey iresearch 

imethods. iThis itype iof iresearch iis idescriptive iquantitative. iQuantitative idescriptive 

iresearch iis ia imethod iof iexamining ithe istatus iof ia igroup iof ipeople, ia isystem iof 

ithought, ior ia iclass iof ievents iin ithe ipresent iwhich iaims ito imake ia isystematic, 

ifactual iand iaccurate idescription, ipicture, ior ipainting iof ifacts, icharacteristics, iand 

irelationships ibetween iphenomenon iunder iinvestigation i(Pandiangan, i2015). iThis 

iresearch iis ia isurvey iresearch imethod, iwhich iis ia istudy ithat itakes ia isample ifrom ia 

ipopulation iby irelying ion ia iquestionnaire ias ia idata icollection iinstrument i(Pandiangan 

iet ial., i2022). iA isurvey iis ia iresearch imethod iused ifor icollecting idata ifrom ia 

ipredefined igroup iof irespondents ito igain iinformation iand iinsights iinto ivarious itopics 

iof iinterest i(Pandiangan iet ial., i2018). iThey ican ihave imultiple ipurposes, iand 

iresearchers ican iconduct iit iin imany iways idepending ion ithe imethodology ichosen iand 

ithe istudy's igoal i(Pandiangan iet ial., i2021). 

The ipopulation iis ia icomplete igroup iof ielements, iwhich iare iusually ipeople, 

iobjects, itransactions, ior ievents iin iwhich iwe iare iinterested iin istudying ior ibeing ithe 

iobject iof iresearch i(Pandiangan, i2018). iThis iresearch iis iconducted ion ithe iPoliteknik 

iIT&B iMedan istudents iusing ie-commerce iapplications iin ithe iPoliteknik iIT&B iMedan. 

iThe isample iof ithis istudy iis ia ipopulation iof i47 irespondents ior ithe iPoliteknik iIT&B 

iMedan istudents, iDepartment iof iBusiness iAdministration, isemester i2 iand i4. i 

The idata ianalysis imethod iuse isimple ilinear iregression iwith ipartial itest i(t) 

iand icoefficient iof idetermination i(R2). iSimple ilinear iregression iis ia imeasuring itool 

ithat ican ialso ibe iused ito imeasure ithe ipresence ior iabsence iof icorrelation ibetween 

ivariables. iIf iwe ihave itwo ior imore ivariables ithen iit iis iappropriate iif iwe iwant ito 

istudy ihow ithe ivariables iare irelated ior ican ibe ipredicted i(Tobing iet ial., i2018). 
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3.   RESULT 

 

 General iDescription 

The iPoliteknik iIT&B iMedan iaims ito iproduce icompetent igraduates iwho iare 

iready ito iwork iand iable ito icompete iin ithe iworld iof iwork iin ithe iglobalization iera. 

iThe iPoliteknik iIT&B iMedan ibelieves ithat iwhat ithe iPoliteknik iIT&B iMedan istudents 

ineed iare inot ionly iacademic iskills ibut ialso ithe iintelligence iand icreative ithinking iof 

istudents, iof icourse, ithey ialso ineed ito ibe isharpened. 

The iPoliteknik iIT&B iMedan iprovides ithe imost idifferent ilearning isystem iwith 

iinteresting iextracurricular iactivities iand ikeeps iup iwith ithe itimes. iThe ilearning isystem 

iat ithe iPoliteknik iIT&B iMedan iemphasizes ipractical ilearning iand iis ifilled iwith ifun 

iactivities isuch ias iextracurricular iactivities, iseminars, ioutbound itraining, iorientation 

ibased ion iteam icohesiveness iand icharacter ibuilding, icampus ievents isuch ias 

ihalloween iparties, ichristmas iparties, icharity, iand iothers. 

The ivision iof ithe iPoliteknik iIT&B iMedan iis ito ibecome ia ihigher ieducation 

iinstitution ithat iexcels iin iproducing igraduates iwith isuperior iknowledge iand iskills, 

iwith iprofessionalism iand ia iglobal iperspective ireflected iby iour iinstitution, iand iable 

ito icompete iand iface ithe ichallenges iof itheir iprofession iat ithe inational iand 

iinternational ilevels. iMeanwhile, ithe imissions iof ithe iPoliteknik iIT&B iMedan iare: 

 1.Produce iand idevelop ihuman iresources iwith isound imoral iand iethical iprinciples. 

 2.Produce iskilled iworkers iwho iare iqualified, ientrepreneurial, iindependent, ihelp 

imaintain iculture iand ithe ienvironment, iare iable ito icontribute ito iprogress iin ithe 

icountry's isocial iand ieconomic idevelopment. 

 3.Develop iand iinstitute icustomized iprofessional ieducation iprograms ito imeet icurrent 

iscience iand itechnology istandards. 

 4.Provide ieducation, iteaching, iresearch iand icommunity iservice iby imaintaining 

icooperation iwith ivarious iparties, iboth iwithin iand ioutside ithe icountry. 

 5.Maintain isustainable icooperation iwith igovernment iagencies, ibusinesses, iprofessional 

iassociations iand icommunities, iboth ilocal iand inational. 

  i 

 Hypothesis iTest 

 Hypothesis itesting iin ithis istudy isimple ilinear iregression iusing ithe istatistical 

ipackage ifor isocial isciences i(SPSS) iprogram. iRegression ianalysis iaims ito idetermine 

ithe ieffect iof ipackaging idesign ion irepurchase iintention. iHypothesis itesting iwas 

icarried iout iwith ia isignificance itest iat i=0.05 ifor ithe ipartial itest i(t) iand icoefficient iof 

idetermination i(R2). i 

 

 Partial iTest i(t) i i 

 

Table i1. i iPartial iTest i(t) iResults i 

Coefficientsa 

Model Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

t Sig. 

B Std. iError Beta 
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1 

(Constant) .884 4.957  .179 .850 

Packaging 

iDesign 

.311 .175 .482 3.156 .000 

      

a. iDependent iVariable: iRepurchase iIntention 

 

 The iresults ishow ithat ipackaging idesign ihas ia ipositive iand isignificant ieffect 

ito i the iPoliteknik iIT&B iMedan iusing ie-commerce iapplications. 

 

Coefficient iof iDetermination i(R2) i 

 

Tabel i2. iCoefficient iof iDetermination i(R2) iResults 

Model iSummaryb 

Model R R iSquare Adjusted iR iSquare Std. iError iof ithe 

iEstimate 

1 .584a .614 .587 2.38544 

a. iPredictors: i(Constant), iPackaging iDesign 

b. iDependent iVariable: iRepurchase iIntention 

 

 Packaging idesign ican iexplain ithe irepurchase iintention ivariable iby i64.1% iand 

ithe iremaining i35.9% iis iexplain iby iother ivariables inot iexamined iin ithis istudy. 

 

4.   CONCLUSION iAND iSUGGESTION i 

 

 The iresults ishow ithat ipackaging idesign ihas ia ipositive iand isignificant ieffect 

ito ithe iPoliteknik iIT&B iMedan iusing ie-commerce iapplications. iPackaging idesign ican 

iexplain ithe irepurchase iintention ivariable iby i64.1% iand ithe iremaining i35.9% iis 

iexplain iby iother ivariables inot iexamined iin ithis istudy. i i i i 

 Based ion ithe iconclusions iabove, ithere iare iseveral isuggestions ithat ican ibe 

isubmitted iby iresearchers iare ias ifollows: 

 1.It iis ihoped ithat ithe icompany iwill ifurther iimprove ithe ipackaging idesign ifor 

iconsumers. iCompanies ican ido ipromotions iby iutilizing iexisting isocial imedia iand 

idistributing ibrochures ito ipotential iplaces. iIn iaddition, ithe icompany iis iexpected ito ibe 

iable ito ifoster igood irelationships iwith iconsumers, ifor iexample ipaying iattention ito 

iconsumers ion itheir ibirthdays. iThis istrategy iis iexpected ito ibe iable ito icreate ipositive 

iperceptions ifrom iconsumers iof ithe icompany iand iof icourse iwill iincrease ithe iintensity 

iof iconsumers ito italk iabout ithe iadvantages ithey iget iwhen ibuying ie-commerce 

iproducts iand irecommend ithem ito iother ipotential iconsumers. 

 2.Based ion ithe iresults iof ithe istudy, iit iis iknown ithat ithe ieffect iof ipackaging idesign 

ion irepurchase iintention iis i64.1%. iThis ishows ithat ithere iare iother ifactors ithat 

iinfluence irepurchase iintention. iIt iis ihoped ithat ifurther iresearchers iwill ifind iout iother 

ifactors ithat iinfluence irepurchase iintention iother ithan ithose icontained iin ithis istudy 

isuch ias ibrand iimage. i 
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