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ABSTRACT: The urgency of this study is to determine the role of consumer 

satisfaction as a mediating variable between product attributes and price on the 

purchase interest of smartphones among millennials. This study obtains the 

data using a survey through 240 online questionnaires with a quantitative 

approach. The PLS-SEM statistics are initiated with the outer model's quality 

tests and the inferential statistics in the inner model. Based on data analysis on 

the effect of mediation, it can be seen that consumer satisfaction is not able to 

mediate the relationship between product attributes and purchase intention. 

Meanwhile, in the pattern of the relationship between price and purchase 

intention, it turns out that consumer satisfaction can be a mediating variable. 
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INTRODUCTION 

The use of smartphones is currently growing exponentially, as well as 
becoming a requirement in daily life. The original use of mobile phones may 
only be for creating phone calls or transmitting messages relative to the 
previous period, but nowadays, smartphones have expanded from the area of 
utility to satisfy social needs (Sudirman, Halim, Pakpahan, et al., 2020). Current 
technological developments provide space for consumers to choose a variety of 
smartphone product brands. The combination of brands available in the market 
has supplied mobile phone brands to create attractive features for customers 
(Choudhury & Gulati, 2020). Maintaining the existence of satisfaction from a 
customer is one of the goals of all business companies. The position of 
smartphones as a means of communication has now become a fundamental 
need for society. The existence of a smartphone product is very dependent on 
brand management managed by the company and industry (Ramaseshan & 
Stein, 2014). Manifestation in the form of an emotional bond between customers 
and the attributes used by the product is part of the effort to carry out the ideal 
branding process (Ilyas et al., 2020). 

Each product can be perceived differently according to the attribute 
contribution to the level of satisfaction (Ahmad & Barukab, 2020). Not only is 
the role of smartphones a means of communication, but now it has become a 
critical necessity for society (Hoffmann et al., 2020). This condition illustrates 
the urgency of the product attributes needed to find out which product 
properties contribute to customer satisfaction (Imtiaz & Islam, 2020). Lin et al. 
(2017) also stated that current products are developed following market needs 
with an orientation to consumer desires so that the creation of quality product 
attributes is essential. Several studies say that consumer satisfaction is more or 
less influenced by the characteristics of a product (Biswas et al., 2020) and has 
implications for a consumer's buying interest (Lee et al., 2017). However, 
several studies have concluded different things, such as the results of the 
research presented (Soujanya & Daniel, 2020), who reported that there was no 
significant effect of the existence of product attributes on customer satisfaction 
and the study results (Cho et al., 2020), which says that there is no significant 
effect of the presence of product attributes on purchase intention.  

Price is an essential element in consumer purchases, so it dramatically 
influences consumer judgment when making purchases (Herrmann et al., 2007). 
The primary factor behind an individual's happiness is primarily determined 
by an estimation of the price of a good when a transaction is made (Wantara & 
Tambrin, 2019). Price discounts significantly affect high product prices and 
increase product value (Katt & Meixner, 2020). The benchmark of customer 
satisfaction can measure price stability after getting the product by reviewing 
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the price first before initiating to buy back the product (Sudirman, Halim, & 
Pinem, 2020). Research has proven that price affects consumer satisfaction 
(Oktarini, 2019); (Zhong & Moon, 2020) and has a contribution to consumer 
purchase intentions (Hsu et al., 2017); (Satria, 2017); (Wijaya & Kinder, 2020). 
However, the study results (Kurniawati et al., 2019), conveying that the fixing 
of a price does not have a significant contribution to the level of customer 
satisfaction, and in other studies, price penetration does not affect purchase 
intention, according to the research results (Khaleeli et al., 2021). 

Reflecting on one's customer satisfaction is a crucial part of any 
organization that wants to increase its customer commitment and generate 
better business revenue (Masud et al., 2011). Customers want to find relevant 
data from different products by equating and carrying out an assessment before 
purchasing terms (Ali, 2016). The impression of poor scores is due to a lack of 
consistency with prior standards that can contribute to the amount of 
satisfaction received (Nugroho et al., 2015). In general, if the perceived value 
exceeds the cost to buy, the consumer is satisfied and tends to make a 
repurchase decision (Chi, 2018). Several studies have shown that a consumer's 
satisfaction has contributed to increased purchase intention (Chen, 2013; Resti, 
Devi; Soesanto, 2016). On the other hand, a study is being carried out (Putra et 
al., 2020), discovering various outcomes, notably that consumer loyalty does not 
substantially impact the urge or motivation to purchase a customer. 

The urgency of this study is to answer the gaps in the results of previous 
studies, which convey different research results about product attributes, 
prices, and consumer satisfaction with purchase intention. The new thing 
shown from this research is the use of research samples from the perceptions of 
millennial generation respondents. There is a lack in the study examining 
smartphone product attributes and price as determining factors for a person to 
repeat purchasing activities after obtaining satisfaction. Researchers have the 
opportunity to conduct further research related to customer buying interest 
based on the conversation above. 

THEORETICAL REVIEW 

Product Attribute 

The attributes attached to the product are essential components that can 
encourage consumers to make purchases (Suhatman et al., 2020). There are 
elements in product characteristics that consumers generally desire and need, 
such as prices, brands, packages, and other product characteristics (Evanita & 
Trinanda, 2017). Furthermore, opinions about product attributes were also 
expressed by (Ann et al., 2018), which says the product's appearance, such as 
color, size, weight, material composition, after-sales service is part of the 
tangible product attributes. As for the intangible qualities characterized by 
everything that cannot be touched and felt, such as reliability, beauty, quality, 
and price (Hoffmann et al., 2020). Meanwhile, according to (Kang et al., 2014), 
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several vital factors drive the success of smartphones, including the reliability 
of the browser, application features, navigation interface, and fashionable 
design. 

Further research results (Goh et al., 2016) support the two previous 
studies, with research results that point to the significance of product attributes 
in influencing consumer satisfaction of smartphone users. The same thing was 
conveyed by (Martins et al., 2019) with the flow experience theory approach; 
the results of the study state that product attributes in the form of web design 
quality have a strong enough influence on purchase interest. Further study 
results (Toufani et al., 2017) through the approach of the theory of consumption 
values and the theory of consumer values, results of the study are contrary to 
the results of previous studies, which state that product attributes (color, 
design, overall appearance, texture, beauty, and shape) do not affect purchase 
intention. Therefore, based on some of the results of previous research, this 
study leads to the development of a hypothesis: 

H1: Product attributes affect customer satisfaction 

H3: Product attributes affect purchase intention 

Price 

Price is the amount of value that customers exchange for a product's 
utility (Handoko, 2017). Price markers have an advantageous position in how to 
change objects with special pricing procedures. Price is like a determinant of 
sales and is often linked to a customer's financial capacity (Lie et al., 2019). 
Furthermore, price is something that is sacrificed or given up to obtain a 
product or service. Interpretation of discounted prices is about lower prices and 
getting the same service as the price ratio that consumers receive when buying 
products (Bhatti, 2018). Prices for the industry are used as a determinant of 
marketing creation and are always linked to the financial capacity of customers 
(Lie et al., 2019). Consumers, from a marketing perspective, often judge 
products based on price. Therefore, there is a solid reason why smartphones are 
priced moderately because all smartphone manufacturers claim that their 
products have good features (Sudirman, Halim, & Pinem, 2020). Studies 
conducted by (Rama, 2020), by using the measurement of price reliability, price 
confidence, price transparency, relative price, price-quality ratio, price fairness, 
convey that price has a crucial role in influencing consumer satisfaction. Next, 
research (Pandey et al., 2020) describes the consequence of prices based on 
variations like the product when buying online product categories impacts 
customer satisfaction, trust, and loyalty. The same thing was conveyed (Ali 
Qalati et al., 2019) with research on the impact of prices on customer satisfaction 
in the telecommunications sector. Sharing prices has a powerful influence on 
customer satisfaction when purchasing telecommunications products. Studies 
conducted by (Bringula et al., 2018) with the theory of planned behavior (TPB) 
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approach revealed that the price offer was initially considered when buying a 
smartphone. Likewise, with research (Satriawan & Setiawan, 2020), the study 
results found that the perceived price and quality positively and significantly 
affect purchase intention and purchase decision of Xiaomi smartphones. This 
finding is not supported by research (Wong, 2019) conducted in Hong Kong, 
that price is not a significant factor affecting the purchase interest of a 
Smartphone. Therefore, based on some of the results of previous research, this 
study leads to the development of a hypothesis: 

H2: Price affects customer satisfaction 

H4: Price affects buying interest 

Customer Satisfaction 

Satisfaction is an after-purchase evaluation after using a product to 
evaluate the actual performance of a product related to expectations and 
expectations before purchasing (Hasan, 2013). The relationship between 
expectations of using development and implementing reality after using the 
product is one form of manifestation that appears when the connection is as 
expected or not as expected (Nugroho et al., 2015). Customer satisfaction is a 
fundamental goal of a company in carrying out its business activities so that it 
is expected to bring profit to the company (Hasan, 2013). The relationship 
between expectations of using a product and the implementation of reality after 
using the product is one form of manifestation that appears when the 
connection is as expected or not as expected (Hossain & Zhou, 2018). According 
to (Zephan, 2018), Consumer satisfaction can be understood as the difference 
between customer expectations before consumption and realization after 
consuming a product or service so that the feeling of satisfaction after using a 
product is expected to have implications for the company's long-term survival 
(Sudirman, Sherly, et al., 2020). Studies conducted by (Dash et al., 2021) with 
the topic of Marketing to Millennials: Marketing 4.0, customer satisfaction, and 
purchase intention state that consumer satisfaction has a powerful influence on 
purchase interest. The same thing was conveyed by (Ilyas et al., 2020), with the 
results of the research discussion explaining that consumer satisfaction has a 
significant effect on purchase intention. The two previous studies were also 
supported by the results of the studies presented by (Hsiao et al., 2016), through 
the approach of the theory of reasoned action (TRA), planned behavior (TPB), 
and technology acceptance model (TAM), which states that a person's intention 
to use a product is strongly influenced by the level of satisfaction received. 
Therefore, based on some of the results of previous research, this study leads to 
the development of a hypothesis: 

H5: Consumer satisfaction affects purchase intention 
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Purchase Intention 

Purchase interest can be defined as someone's inclination to use or buy a 
product obtained by a company where this attention is established after the 
initial consumption activity that the customer tries to do (Hsu et al., 2012). 
Furthermore, purchase intention is the desire of a customer to buy because the 
customer wants that product or service that causes action and perception 
(Madahi & Sukati, 2012). The reflection of the desire to buy can be observed at 
the stage of the customer in sorting out among several brand options, after 
which he finally makes a purchase that comes from many considerations 
(Murtingsih et al., 2019). The plan to purchase a product can be reflected as an 
effort from a mental statement that describes buying interest (Japarianto & 
Adelia, 2020). A situation that reflects a person's intention to purchase a 
product or service from a company or industry can occur because of a strong 
desire and impulse that arises from the mind (Wilson et al., 2019). It explains 
that someone's buying interest is influenced by product attribute factors, price, 
and customer satisfaction. Therefore, based on some of the results of previous 
research, this study leads to the development of a hypothesis: 

H6: Customer satisfaction mediates the relationship between product attributes 
on purchase intention 

H7: Customer satisfaction mediates the relationship between price and purchase 
intention 

METHODOLOGY   

Methods with a quantitative approach to causality are used in this study. 
For data analysis using the PLS-SEM concept, which consists of two processes 
(1) the research data is analyzed for its validity and reliability using the 
Cronbach's alpha test, composite reliability, outer loading, and average variance 
extracted. Then (2) confirmatory factor analysis to check the fit of the model and 
model reliability and discuss the hypothesis through the variance-based 
Structural Equation Model (SEM) (Hair, 2014). The questionnaire distributed 
online is used as a medium for collecting data in the field. The population in 
this study were all consumers who use smartphones in Pematangsiantar City. 
The sampling technique used nonprobability sampling using the purposive 
sampling method (Ghozali, 2014). From the questionnaires distributed online 
using social media, 328 respondents obtained data. However, only 240 
respondents (73.17%) met the criteria to be sampled because they had filled in 
the data, answered questions completely, and met the characteristics of research 
respondents. For the construct measurement of the first exogenous variable, the 
product attribute consists of the item price, quality, brand, fashionableness, 
prestige, attractiveness, trustworthiness (Chang, 2011; Y. Wang et al., 2018). The 
second exogenous variable, namely price, consists of item's affordability of 



Jurnal Minds: Manajemen Ide dan Inspirasi  

June, Vol. 8 No.1, 2021: 49-68                                                                                                                                                                       

 

  55 
 

costs, prices are following product quality, price competitiveness, price 
compatibility with product advantages (Herrmann et al., 2007; Kotler & 
Armstrong, 2008). The mediation variable, namely customer satisfaction, 
consists of items, feel service quality, professional feel competence, feel the 
experience with the product, feel contented with the services (Zhou, 2011; Dash 
et al., 2021). The endogenous variable of buying interest consists of intent to 
purchase, search information about, always talk about smartphones, the 
purchase is beneficial, and recommend buying (Cheong & Morrison, 2008; 
Kaushal & Kumar, 2016). 

Respondent Description 

Respondents in this study were consumers who used smartphones. 
Respondents in this study can be categorized into several characteristics, 
namely: gender, age, employment status, income level, and the brand of 
smartphone used. 

Table 1. Description of Respondents 

Category Detail amount Percentage 

Gender 
Men 104 43.4% 

Woman 136 56.7% 

Age 

24-27 72 30% 

28-31 106 44.2% 

32-35 44 18.3% 

36-39 18 7.5% 

Job status 

College student 6 2.5% 
Teacher / Lecturer 27 11.25% 

Employees 98 40.83% 
Government employees 70 29.17% 

Entrepreneur 39 16.25% 

Income Within a 
Month 

<1 million 6 2.5% 
1 million - 5 million 125 52.09% 
5 million - 10 million 64 26.66% 

> 10 million 45 18.75% 

Smartphone 
Brand Used 

 

Samsung 43 17.92% 
iPhone 47 19.58% 
Vivo 82 34.17% 
Oppo 54 22.5% 
Others 14 5.83% 

Outer Model Measurement 

In measuring the outer model, the tests carried out are validity and 
reliability tests. The loading factor and AVE determine convergent validity 
testing with the condition that the loading factor is above 0.7 and the AVE value 
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is 0.5 (Hair, 2014). However, for research still in the development stage, the 
acquisition of a loading factor value between 0.50 and 0.60 is still acceptable 
(Ghozali, 2014). Model reliability testing, according to (Hair et al., 2014), seen 
from the value of Cronbach's alpha and composite reliability (CR), which has a 
value greater than 0.7, which is presented using table 2: 

Table 2. Outer Model Measurement 
Construct / item Loadings Alpha CR AVE 

Product Attribute  0.979 0.982 0.889 
PA1 0.947    
PA2 0.873    
PA3 0.940    
PA4 0.954    
PA5 0.951    
PA6 0.962    
PA7 0.968    
Price  0.727 0.829 0.552 
PR1 0.821    
PR2 0.830    
PR3 0.606    
PR4 0.692    

Customer Satisfaction  0.993 0.995 0.979 
CS1 0.982    
CS2 0.994    
CS3 0.993    
CS4 0.988    

Purchase Intention  0.945 0.958 0.819 
PI1 0.873    
PI2 0.905    
PI3 0.931    
PI4 0.887    
PI5 0.926    

 

In the validity test presented in table 2, it is known that the value of each 
loading factor on each indicator of exogenous and endogenous variables has a 
value above 0.7, and likewise, for the acquisition of the AVE value, the value is 
above 0.5. Furthermore, the value for each of the above reliability, for each 
endogenous variable, namely, product attributes, price, and customer 
satisfaction, obtained a composite reliability value above 0.7 and for exogenous 
variables, namely, purchase interest also got a composite reliability value above 
0, 7. Then the Cronbach's alpha for all endogenous and exogenous variables 
obtained a deal above 0.7, proving that all research variables have good 
reliability numbers. 
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Inner Model Measurement 

Inner model measurement is done by bootstrapping research data using 
SmartPLS 3.2.9. There are two results obtained from bootstrapping; the first is 
the significance of the two related variables and the study's R-square. The R-
square value is a value that shows the ability of exogenous variables to build 
endogenous variables. According to (Chin et al., 2008), there are three 
categories of R-square values if the R-square value is 0.19, the relationship 
between exogenous variables forming endogenous variables is weak, if it is 
0.33, it means the connection is moderate, and if the value is 0.67 it indicates 
that the relationship is strong. While (Sarwono, 2016) states that if the R-square 
value is more than 0.67, the relationship between endogenous and exogenous is 
powerful.  

By the R-square value for the customer satisfaction variable, this study found 
an R2 of 0.212 and purchase intention is 0.238, which importance lies in the 
value range below 0.33, so it can be concluded that all exogenous variables in 
explaining endogenous are weak. Furthermore, to prove the hypothesis testing, 
a significance test is used to determine the relationship between exogenous 
variables and endogenous variables. The criterion for significance is seen from 
the p-value. With a significance level of 5%, if the p-value between exogenous 
and endogenous variables is less than 0.05, the exogenous variable significantly 
affects endogenous variables; on the contrary, if the value is more significant 
than 0,5. 

Table 3. Path Coefficients Test Results 

Path Between Variables Coeff. t-value p-value Conclusion 

Product Attribute >> 
Customer Satisfaction 

0.177 2,911 0.004 H1 Accepted 

Price >> Customer Satisfaction 0.345 5,469 0.000  H2 Accepted 

Product Attribute >> Purchase 
Intention 

0.140 2,077 0.038 H3 Accepted 

Price >> Purchase Intention 0.299 4,558 0.000 H4 Accepted 

Customer Satisfaction >> 
Purchase Intention 

0.165 2,347 0.019  H5 Accepted 

Product Attribute >> purchase 
intention mediated by 
customer satisfaction 

0.029 1,674 0.095 H6 Denied 

Price >> purchase intention 
mediated by customer 

satisfaction 

0.057 2,138 0.033 H7 Accepted 
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Based on the processed data presented in table 3, the significance test of the 
direct relationship between exogenous and endogenous variables can be said 
that overall exogenous variables significantly affect endogenous variables. 
Thus, all hypothesis development in research can be well accepted. 
Furthermore, to obtain conclusions regarding the effect of mediation, an 
indirect effect test was conducted between endogenous and exogenous 
variables mediated by consumer satisfaction. From the indirect impact results,  
it is concluded that consumer satisfaction cannot mediate the relationship 
between product attributes and purchase intention. In contrast, the relationship 
between price and purchase intention shows that consumer satisfaction can 
meditate. 

 

DISCUSSION 

Product attributes have a positive and significant effect on customer 
satisfaction. Product attributes can provide a clear picture of the quality of a 
product. It is necessary to have a deep understanding of consumers to compare 
expectations with desired expectations (Qomariah, 2018). Studies (Kang et al., 
2014) states that the product attribute is a development that involves 
determining the benefits to be provided. In theory, it can be proven that 
product attributes can give gifts to customers and customer satisfaction. The 
results of this study are in line with the research results (Y. Wang et al., 2018), 
with the customer behavior theory approach, which states that there is a 
significant effect of product attributes on washing machine products on the 
level of customer satisfaction. The same thing was conveyed from the research 
results (Toufani et al., 2017), which shows that product attributes, such as color, 
design, overall appearance, texture/touch, beauty, shape, have a significant 
effect on the satisfaction of purchasing smartphone products. The results of this 
research are also supported by the results of the study (Choudhury & Gulati, 
2020), with the orientation of the Kano model, which finds four types of 
attributes such as water resistance, wireless charging, fingerprint sensor, sound 
control facilities are included in the category affecting consumer satisfaction. 

Price has a positive and significant effect on customer satisfaction based 
on the coefficient path test results in Table 3. According to (Han et al., 2015), 
there is a possibility that the price suitability can support customer satisfaction 
after achieving the level of profit that the customer wants. In general, customers 
want to use the price as a marker of happiness because the customer wants to 
review the price of a product being offered before carrying out the activity to 
buy (Sudirman, Halim, & Pinem, 2020). The urgency of the price of a product is 
oriented towards strategic effectiveness in marketing so that unstable price 
changes will cause sensitivity to satisfaction (Y.-H. Wang & Chen, 2016). 
Various types of smartphone products are offered to the market, providing 
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many choices for consumers. Smartphone manufacturers are currently 
competing to provide mobile phones with advanced features but at relatively 
low prices (Satriawan & Setiawan, 2020). This condition drives the level of 
consumer satisfaction when buying smartphone products with price quotes that 
match the level of consumer income acceptance. The results of this study are in 
line with (Pandey et al., 2020) that the impact of varying prices according to the 
nature of the product affects the level of customer satisfaction. On the other 
hand, studies explain that the provision of fairness in prices for online 
transportation services significantly contributes to influencing user satisfaction 
(Sudirman, et al., 2020). This finding is also supported by other results (Ali 
Qalati et al., 2019), using the customer behavior theory approach, which shows 
that customer satisfaction will tend to be better if they receive a price quote 
relevant to the quality of the product. 

The data in Table 3 shows that product attributes have a positive and 
significant effect on purchase intention. The activity of purchasing a product or 
service that a customer has tried on a product or service more than once or 
more in an organized manner is called buying interest (Putri et al., 2020). 
Purchase interest is a consumer stimulant to repurchase or encourage someone 
to buy back (Nuraeni, 2014). The characteristics possessed by a product are 
tested for consistency when a customer is affected by everything that is owned 
ult wants to generate a willingness to use the product (Kang et al., 2014). 
Furthermore, the aesthetic elements wrapped in the appearance of a 
smartphone's product attributes can lead to purchasing intentions by private 
buyers (Toufani et al., 2017). This result is supported by research from 
(Popovich & Hamilton, 2020), which convey precisely the attributes weighted 
more heavily in the decision to place an item on the intermediate selection list 
then are given lighter weight in the decision to buy in retail. The same thing 
was also expressed by (Nation & Schlegelmilch, 2020), which conveys a linear 
and rational consumer decision-making process by focusing on product 
attributes with the slogan emphasizing environmental aspects of sustainability. 
Further research (Lee et al., 2017) focuses on purchase interest in online stores, 
highlighting that the product attribute factors have positive and significant 
benefits on customer purchases. 

Price has a positive and significant effect on purchase intention based on 
the path coefficient test results. The price factor is crucial to influence and 
attract consumers' considerations and choices to buy products (Bhatti, 2018). 
The review of the customers stands as the product evaluation. As a result, it 
implies a strong purchase desire, and possibly carrying out purchasing 
activities will also be greater (Wong, 2019). Furthermore, with the 
correspondence between perceived price and the benefits received, namely the 
manifestation of satisfaction with something received, the result creates an 
interest in repurchasing the product. The results of this study are in line with 
previous research that the price factor on smartphone products has a significant 
impact on consumer purchasing decisions (Sudirman, Halim, Pakpahan, et al., 
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2020). This finding is also supported by research results (Japarianto & Adelia, 
2020) that the price offered on the E-Commerce platform has a significant 
influence on consumer purchase interest. Apart from the two previous studies, 
finding from (Santoso, 2018) also corroborates the results of this study, with the 
results of research concluding that the reflection of consumer buying interest in 
automatic products is more or less influenced by the price offer given.  

The path coefficient test data in Table 3 also shows that satisfaction has a 
positive and significant effect on purchase intention. To win customers' hearts, 
a marketer needs to develop an understanding of how consumers intend to 
make a purchase (Adji & Semuel, 2014). The intention of the consumer's role in 
purchasing is strongly influenced by the personal interests that arise and the 
perceived satisfaction. The implication of satisfaction with a product tends to 
influence consumer behavior to make repurchases (Japarianto & Adelia, 2020). 
This condition of customer satisfaction arises from the product he uses. The 
higher the consumer's interest in making further purchases (Sari & Lestari 
2019). The results of this research are in line with studies (Hossain & Zhou, 
2018), which conveyed the acceptance of optimal customer satisfaction in the 
use of mobile payments made a significant contribution to buying interest. The 
same thing was represented by (Goh et al., 2016), the acceptance of satisfaction 
by consumers influence that repeated buying interest in smartphone products. 
Findings from (Adji & Semuel, 2014; Neldi et al., 2020) also confirm the results 
of previous studies using the satisfaction variable as a predictor of consumer 
buying interest, and the results have a significant effect. 

The indirect effect data analysis results show that consumer satisfaction 
cannot mediate the relationship between product attributes and purchase 
intention. Most smartphone users are employees and civil servants who 
prioritize the product attributes attached to the smartphone itself. Various types 
of smartphone products are offered to the market, providing many choices for 
consumers. Smartphone manufacturers are currently competing to provide 
mobile phones with advanced features but at relatively low prices (Satriawan & 
Setiawan, 2020). This condition triggers consumers to consider making 
purchases at certain smartphone brands because there are other factors rather 
than paying attention to aspects of the product attributes offered. The results of 
this study are in line with (Kusmayasari, 2014), which states that consumer 
satisfaction cannot provide a mediating effect between the relationship between 
product attributes and purchase intention. On the other hand, the results of this 
study are inconsistent (Goh et al., 2016) through the customer behavior theory 
approach, which concludes that satisfaction partially mediates the relationship 
between product attributes and purchase intention. The manufacturers can 
emphasize product attributes to shorten the effort required for consumers to 
familiarize themselves with the new smartphone. 

The indirect effect data analysis results show that consumer satisfaction 
can mediate the relationship between price and purchase intention. Higher 
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price expectations have implications for the decision-making process. The 
amount and complexity of price expectations depend primarily on customer 
interest, especially on price transparency, price-quality ratios, and relative 
prices, and of course, these dimensions affect satisfaction (Rama, 2020). On 
average, respondents who have a middle income tend to be interested in 
buying smartphone products because the price and level of satisfaction received 
are in a balanced proportion. Besides, physiological techniques and 
communication initiatives may also help sustain consumers through the 
interaction and emotional connection between consumers and product prices 
(Goh et al., 2016). Research conducted (Ali Qalati et al., 2019) also confirms the 
existence of a mediating relationship between consumer purchasing behavior 
between price and customer satisfaction. Other findings that are consistent with 
this study were also presented (Ghassani & Suryoko, 2017); (Palma & 
Andjarwati, 2016) and (Resti, Devi; Soesanto, 2016), which states that consumer 
satisfaction can provide a mediating effect between the relationship between 
price and purchase intention. 

FURTHER STUDY 

 The conduct and results of this research have several limitations, along 

with their substantial contribution to literature review and practice. This 

research only uses product attribute variables and price as predictors of 

satisfaction and purchase interest. For further investigation, it is expected to 

develop and explore customer buying interest with different model theories 

and concepts to gain a broader understanding. Second, the majority of 

respondents live in Pematangsiantar City and its surroundings. Future research 

is expected to reach a more comprehensive geographic range of respondents to 

generalize findings. Therefore, further research is expected to provide better 

contributions practically. 
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