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Abstract 

This study aims to examine the Brand Experience (B-Experience) and Brand Attitude (B-Attitude) effect 

on Repurchase Intention (Repurchase-Int) with Brand Equity (B-Equity) as a mediating variable. The 

population was all users of Apple iPhone products in Banda Aceh City. Determination of the number of 

samples for Structural Equation Modeling (SEM) analysis using the formula 10 times the number of 

indicator variables totaling 22 indicators used which amounted to 220 samples. The results showed B-

Experience and B-Attitude have a direct effect on B-Equity; B-Experience, B-Attitude, and B-Equity have 

a direct effect on Repurchase-Int; and B-Equity partially mediates the effect of B-Experience and B-

Attitude on Repurchase-Int. These findings all explain that the model tested in this research is accepted, 

meaning that everything is following research expectations and becomes the premise for future research 

that wants to develop a theory related to the variables in the model.  
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1. Introduction 

The advancements in mobile phone technology have transformed them from mere communication devices 

to essential tools for daily activities such as work, checking emails, and more. This reliance on smartphones 

has significantly increased the demand for them. In 2016, the number of smartphone users in Indonesia 

reached 132.7 million, surpassing 50% of the country's population. This growing demand has led to 

intense competition among manufacturers to innovate and improve smartphone products. Additionally, 

in 2017, a report from an internet market research company in Indonesia revealed that 90% of Indonesian 

internet users accessed the internet through their smartphones (tribunnews.com). According to eMarketer 

research, the number of smartphone users worldwide increased from 1.57 billion in 2014 to an estimated 

2.87 billion in 2020. Indonesia is ranked 6th out of 50 countries for having one of the highest numbers of 

smartphone users. 

 

Source: GoodStats (2022 

Figure 1. Smartphone Usage in 2018-2022 (million). 
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Based on the graph above, the development of internet & smartphone users has increased significantly from 

2018 to peak in 2022, almost all Indonesians use smartphones. Today, there are many options for 

smartphones on the market. Apple is one of the brands experien c i n g  increasing sales. On June 29, 

2007, Apple made a groundbreaking decision to enter the mobile phone competition by introducing the  

iPhone. It is a smartphone that runs on Apple's iOS operating system. Apple products are well-known 

worldwide, including in Indonesia. The range of Apple products makes it easier for consumers to choose 

according to their needs, and this also encourages them to purchase other Apple products to complement 

their existing devices. Apple smartphones are positioned in the upper middle market segment and are 

popular due to their quality and ability to meet consumer needs. While Apple smartphones initially used the 

iPhone OS, they have since transitioned to the iOS mobile operating system. However, Apple experienced a 

decrease in sales in the first quarter of 2020. 

 

Table 1. Smartphone Market Share in Indonesia 

Brand 2018 2019 2020 2021 2022 

Samsung 12% 18% 20% 19% 18% 

Apple 53% 37% 20% 19% 18% 

Huawei 9% 13% 15% 14% 15% 

Xiaomi 7% 9% 12% 15% 16% 

Oppo 5% 7% 9% 10% 9% 

Source: Suara.com (2023) 

 

In Table 1.1, we can see the smartphone sales data for Indonesia from 2018 to 2022. The data shows a 

decline in Apple's market share, dropping from 53% in 2018 to 37% in 2019, and further declining to 18% 

from 2020 to 2022. This decline is an interesting phenomenon to study, as it contradicts the overall increase 

in smartphone sales in the industry. One possible reason for the decline in iPhone sales could be consumer 

dissatisfaction with the product, leading to a lack of repurchase intention (Repurchase-Int). Repurchase-Int 

refers to a customer's willingness to buy a product again. Kotler and Keller (2016) revealed that 

Repurchase-Int is closely linked to a customer's motivation to use or buy a specific product. Each customer's 

motivation for purchase varies, and it is based on their satisfaction with the product and its relevant 

attributes. Based on the results of the pre-survey, it is evident that respondents generally have a positive 

interest in repurchasing with an average value of 3.83, which is higher than 3.41. However, there are still 

some indicators showing low average values, particularly that respondents do not repurchase iPhone 

products once they have used them. This suggests that Repurchase-Int has not reached the expected level. 

              Brand equity (B-Equity) is a crucial factor influencing Repurchase-Int in product marketing. 

Marketers can gain a competitive advantage and differentiate their products from competitors through a 

successful brand. Building B-Equity is an integral part of establishing a brand. Repurchase-Int reflects 

consumers' desire and action to repurchase a product due to the satisfaction they receive from it. The 

emergence of Repurchase-Int in consumers is influenced by B-Equity factors. Saribu (2019) found that B-

Equity affects Repurchase-Int. Based on the results of the pre-survey, it is known that B-Equity is perceived 

by respondents to be good with an average value of 3.74> 3.41. However, there are still indicators that have 

a low average value, namely, respondents think that the iPhone is not a product used by millennial young 

people and that the quality of iPhone products has ordinary quality. 

              The next factor that influences Repurchase-Int is brand experience (B-Experience). A good 

consumer experience and felt by consumers is a multisensory stimulated experience. According to several 

researchers, Pertiwi (2017), Ekaputri (2016) and Ayu et al (2014) found that B-Experience affects 

Repurchase-Ints. Based on the pre-survey, it is known that the B-Experience is perceived by respondents to 

be good with an average value of 4.09> 3.41. However, there are still indicators that have a low average 

value, namely, respondents consider the iPhone to be less attractive as a whole (sight, feeling, touching, 

hearing). 

               The next factor to consider is brand attitude (B-Attitude). According to Kotler & Keller (2016: 

141), B-Attitude represents the most abstract of brand associations. B-Attitude encompasses the actions and 

behaviors of consumers related to a brand, incorporating the attributes and benefits of the brand in 
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question. Product attributes that offer distinct advantages over similar products can increase consumer 

intentions. This has been evidenced in the research findings of Kim & Kim (2016), which indicate that B-

Attitude significantly influences repurchase decisions. Therefore, this study posits that B-Attitude has a 

substantial impact on Repurchase-Int. Based on the pre-survey results, the B-Attitude is perceived by 

respondents to be good with an average value of 3.94> 3.41. However, there are still indicators that have a 

low average value, namely, respondents do not fully like everything about iPhone products and respondents 

think that iPhone products are not the best products at this time. 

 

2. Literature Review 

2.1. Repurchase intention (Repurchase-Int) 

(Megantara 2016) stated Repurchase-Int is the intention of a customer to buy a product that has been 

purchased in the past. Repurchase-Int is the action of consumers to want to buy or not buy a product (Kotler, 

2015: 81).  Repurchase-Int is closely related to the motives he has for using or buying certain products. This 

purchase motive is different for each customer. Kotler and Keller (2016: 141) concluded that Repurchase-

Int is measured through the following indicators: 

1. Transactional intention 

The intention  to repurchase a product that has been consumed 

2. Referential intention 

An intention that describes a person who tends to recommend a product that he has purchased to 

others. 

3. Preferential intention 

Intention describes the behavior of a person who always has the first choice in the product 

he has consumed. 

4. Explorative intention 

Intention describes the behavior of a person who will seek information from a product that 

he intends to support product trust from the product he has subscribed to. 

 

2.2. Brand Equity (B-Equity) 

According to Brakus et al. (2009) and Aaker (2014: 8), B-Equity refers to the collection of brand 

assets and liabilities associated with a brand, its name, and its symbol. These elements either increase 

or decrease the value that a product or service provides to the company or its customers. Shimp (2012: 

33) further explains that B-Equity is the  value of a brand that leads to strong brand awareness and 

positive and possibly unique brand associations. These associations are what consumers remember 

about certain brands. According to Aaker (2014: 4) indicators of B-Equity can be grouped into five 

indicators, namely: 

1. Brand awareness, which shows the ability  of a prospective buyer to recognize or recall that a 

brand is part of a certain product category. 

2. Brand association, which reflects a brand's image of a certain impression concerning habits, 

lifestyle, benefits, product attributes, geography, price, competitors, celebrities, and others. 

3. Perceived quality, namely, reflects customer perceptions of the overall quality of a product or 

service concerning the expected intention. 

4. Brand loyalty reflects the level of consumer attachment to a product brand. 

5. Other proprietary brand assets. 

. 

2.3 Brand Experience (B-Experience) 

B-Experience, as described by Brakus et al. (2009), refers to the subjective internal response of consumers, 

including sensations, feelings, cognition, and behavioral reactions, that are triggered by brand-related stimuli 

such as packaging, communication, and the environment. This experience influences consumer memories 

and behavior, impacting consumer knowledge and potentially affecting satisfaction and loyalty. It 

encompasses all product, shopping, service, and usage experiences, and is shaped by consumer interactions 

with brands. Additionally, consumers play a role in creating B-Experiences by sharing brand information, 

promotions, and events with others (Mathew & Thomas, 2018; Tim et al., 2002). Brakus et al., (2009) 

explained there are four indicators of B-Experience, namely: 
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a. Sensory experience 

Sensory experience is the sensory effects provided by a particular brand based on what it looks, 

sounds, touches, tastes, and smells. 

b. Affective experience 

Affective experience describes the feelings and emotional bonds between customers and brands 

that are generated from a brand. 

c. Behavioral experience 

Behavioral experiences include physical experiences, lifestyle, and brand-based interactions. 

d. Intellectual experience 

Intellectual experience includes the brand's ability to promote similar or different thoughts with 

consumers. 

 

2.4. Brand Attitude (B-Attitude) 

B-Attitude refers to consumers' beliefs about the attributes and benefits of a product or service, as well as 

their evaluative assessment of whether the product is good or bad. Faircloth et al. (2015) describe B-

Attitude as the attitude/behavior of communication and brand interaction with consumers that influence the 

brand image. Kotler and Keller (2016: 82) define B-Attitude as consumers' overall evaluation of brands, or 

brand image, in terms of quality and satisfaction. Sumiati (2016: 21) suggests that B-Attitude encompasses 

how strongly they feel about brands. Park and Ki (2021) stated attitudes towards brands can be measured 

through the following indicators, namely: 

1. Like or dislike the product 

Attitude is related to feelings of liking or disliking a product. When someone likes a certain 

product, he will buy it, otherwise, if he doesn't like it, he will buy another product. 

2. Satisfaction with service 

Satisfaction is an impression of performance and expectations, if it is below expectations then 

consumers will not be satisfied, and if it meets expectations then consumers will feel satisfied. 

3. Opinion 

Opinions will influence consumer attitudes toward an object. Certain opinions can cause 

consumers to behave in ways that seem inconsistent with their attitudes. 

4. Trust in a brand 

Trust in a brand is defined as the customer's willingness to rely on a brand with the risks faced 

because of the expectation that the brand will cause positive things. 

5. Consumer evaluation of the brand 

Evaluation is one of the activities in the consumer decision-making process, playing an important 

role in predicting consumer purchasing behavior. 

 

3. Method 

The study focused on iPhone users in Banda Aceh. The sample, which is a small representation of the entire 

research population, was selected using non-probability sampling, specifically purposive sampling. This 

method involves choosing subjects based on specific characteristics that are believed to be closel y  related 

to known population traits. In this study, the number of samples was determined using the formula of 10 

times the number of indicators, which totaled 22 indicators, resulting in a sample size of 220 (Ferdinand, 

2013: 36). The data collected for analysis purposes includes primary data. Researchers used Structural 

Equation Modeling (SEM) to test the model for the direct effect test, and the Sobel test for the indirect 

effect test. The hypotheses to be tested are as follows. 

H1 : B-Experience Affects B-Equity 

H2 : B-Attitude Affects B-Equity 

H3 : B-Experience Affects Repurchase-Int 

H4 : B-Attitude Affects Repurchase-Int 

H5 : B-Equity Affects Repurchase-Int 

H6 : B-Experience Affects Repurchase-Int Through B-Equity 

H7 : B-Attitude Affects Repurchase-Int Through B-Equity 
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4. Result and Discussion 

4.1 Result 

 

Figure 1. SEM Testing Result 

 

4.2. Hypothesis Testing 

The hypothesis was tested based on the Critical Ratio (CR) value as in  Table 2 below. 

Table 2 

Standardized Regression 

Influence Estima

te 

S.E

. 

C.R

. 

P R- 

Squ

are 

B-

Equ

ity 

<-

-- 

B-

Experi

ence 

,747 ,092 10,9

96 

**

* 

 

0,70

4 

B-

Equ

ity 

<-

-- 

B-Attitude ,132 ,054 2,3

32 

,0

20 

Repur

chase-

Int 

 

<-

-- 

B-

Experi

ence 

 

,336 
 

,112 
 

4,2

82 

 

**

* 

 

Repur

chase-

Int 

<-

-- 

B-Attitude ,189 ,079 3,7

29 

**

* 

0,78

4 

Repur

chase-

Int 

<-

-- 

B-Equity ,446 ,078 6,0

39 

**

* 

 

Source: Primary Data Processed, (2024) 

 

4.2.1. B-Experience on B-Equity (H1) 

The B-Experience impact test on B-Equity provides CR 10.996 with p 0.000, explaining that B-Experience 

affects increasing B-Equity. The magnitude is 0.747 or 74.7%, describing that a better B-Experience can 

make a better B-Equity. 
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4.2.2 B-Attitude on B-Equity (H2) 

The B-Attitude impact test on B-Equity provides CR 2.332 with p 0.020, meaning B-Attitude affects 

increasing B-Equity. The magnitude is 0.132 or 13.2%, explaining that a higher level of B-Attitude will 

further increase B-Equity. 

 

4.2.3 B-Experience on Repurchase-Int (H3) 

The B-Experience impact test on Repurchase-Int provides CR 4.282 with p 0.000, meaning B-Experience 

affects Repurchase-Int. The magnitude is 0.336 or 33.6%, revealing the higher the level of B-Experience 

will increase Repurchase-Int. 

 

4.2.4. B-Attitude on Repurchase-Int (H4) 

The B-Attitude impact test on Repurchase-Int provides CR 3.729 with p 0.000, meaning B-Attitude 

influences Repurchase-Int. The magnitude is 0.189, explaining the better the B-Attitude, the higher the 

Repurchase-Int. 

 

4.2.5 B-Equity on Repurchase-Int (H5) 

The B-Equity impact test on Repurchase-Int provides CR 6.039 with p 0.000, meaning that B-Equity 

a f f e c t s  Repurchase-Int. The magnitude is 0.446 or 44.6%, indicating that the higher the B-Equity will 

have a direct influence on Repurchase-Int. 

 

4.2.6 B-Experience on Repurchase-Int through B-Equity (H6) 

According to the Sobel test, the result is 4.675 with a p-value of 0.000. This indicates that B-Equity serves 

as a mediating variable between B-Experience and Repurchase-Int. Therefore, because B-Equity acts as a 

mediating variable, B-Experience significantly influences Repurchase-Int, Thus, the role of B-Equity in 

mediating the B-Experience on Repurchase-Int is considered partially mediating. Partial mediation suggests 

that the B-Experience affects Repurchase-Int either directly or through B-Equity. 

 

Table 3: Sobel Test for B-Experience As a mediator in H6 

 

 
 

 

4.2.7 B-Attitude on Repurchase-Int through B-Equity (H7) 

Based on the Sobel test, the result is 2.247 with a p-value of 0.024. This indicates that B-Equity serves 

as a mediator on B-Attitude influence on Repurchase-Int. Since B-Equity acts as a mediating variable 

and B-Attitude significantly impacts Repurchase-Int, the role of B-Equity in mediating the B-Attitude 

on Repurchase-Int is considered partial. Partial mediation implies that the B-Attitude affects 

Repurchase-Int either directly or through B-Equity. 

 

Table 4: Sobel Test for B-Attitude As mediator in H7 
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5. Conclusion 

The findings revealed that 

1) B-Experience affects B-Equity. 

2) B-Attitude affects B-Equity. 

3) B-Experience affects Repurchase-Int. 

4) B-Attitude affects Repurchase-Int 

5) B-Equity affects Repurchase-Int 

6) B-Equity mediates the B-Experience on Repurchase-Int (partially) 

7) B-Equity mediates the B-Attitude on Repurchase-Int (partially) 

 

These findings all explain that the model tested in this research is accepted, meaning that everything is 

following research expectations and becomes the premise for future research that wants to develop a theory 

related to the variables in the model. Limitations exist in the variables in the model and the subject of this 

research. These findings are useful academically for strengthening theory, and practically for business actors 

related to iPhone products, to consider variables related to this research to further strengthen them. 
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