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ABSTRACT
Keywords: Background: The repurchase rate in community pharmacies reflects consumer
Community pharmacy loyalty and product satisfaction and may be used to optimize product assortment and
Repurchase rate display strategies. However, empirical evidence on repurchase behavior is limited
Customer loyalty in Korea due to low utilization of point-of-sale systems and the lack of identifiable
Self-care customer data in over-the-counter transactions. This study analyzed repurchase

rates of high-selling pharmacy products and examined factors associated with
repurchase behavior.

Methods: Repurchase rates were calculated using real-world sales data from 10
panel pharmacies. The top 100 products were selected from 2024 data across 428
pharmacies. Product category and other variables were assessed using analysis of
variance and multivariable analysis to identify factors influencing repurchase.
Results: The mean repurchase rate of the top 100 products was 13.3%. Among the
top 10 products, Bacchus-D, Mytamin Up, Pankol-S oral solution, Balance
Potency: Immune, and Ketotop Plaster showed higher-than-average repurchase
rates, whereas external preparations such as Noscarna Gel and Acnon Cream
showed lower rates. Products associated with continuous pharmacist education had
higher repurchase rates (17.8% vs. 12.2%, p<0.001), although product category
remained the only significant predictor in multivariable analysis (p<0.001). Health
functional foods demonstrated a notably higher repurchase rate of 22.9%. Among
private-brand products, DailyBase rTG Omega-3 1000 showed the highest
repurchase rate (24.39%).

Conclusion: Although over-the-counter medicines constituted most high-selling
products, items intended for long-term health maintenance showed higher
repurchase rates. Strategic product selection emphasizing preventive health and
strengthened pharmacist counseling may support sustained consumer trust and
loyalty.
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Table 1. Repurchase rates of the top 10 selling products
Sales Rank Product Name Number of Sales Number of Repeat Purchases Repurchase Rate (%)
1 B IAC|2H100mI 3545 743 21.0
2 Ef0[24l=H500mg 108 7265 649 89
3 OolEHI 746 240 322
4 MAZH~FH 75ml 2353 269 14
5 TEoj|ALH=A 30ml 1875 251 13.4
6 WHAIEIAOIZ 542 90 16.6
7 o3=3 749 49 6.5
8 TR 20ml 1617 213 13.2
9 AT 209 794 40 5.0
10 HESSAE 3404 1077 205 19.0
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Fig. 1. Repurchase rates by pharmacist education support
status
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Table 2. Repurchase rates of Hubase brand products

Product Name Number of Sales

HiZalHo|A LEIX20[TI3 1000 164
WAHAVHHHSFES) 316
HOISHIOIE Z2HO|QEA 620
TISEH-0|AZ A 228
HHATEIAOIZ 542
THRSHHO|AZ 2{A75m| 734
AIRISHO|AS A 506
Lol MR (LZEM) 2,525
L30T 898
LESTTAME(12U) 4,169
LERZCHEUE(12UE) 4,569
EERLZAENE(12S) 2,676
LTHOD (30K 1,511

THQl TEAMS(HAIRIZH) 2474
EIQl O HZE(0|2IEH) 2,402

N
Number of Repeat Purchases Repurchase Rate (%)

40 24.39%

77 24.37%

148 23.87%

44 19.30%

90 16.61%

108 14.71%

73 14.43%

296 11.72%

101 11.25%

459 11.01%

481 10.53%

230 8.59%

119 7.88%

191 7.72%

180 7.49%
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Table 3. Factors influencing repurchase rates A
Variables F-value p-value
Product category 7.52 <0.001
Sales rank 1.68 0.1923
Sales volume 2.80 0.0659
Pharmacist education provided 212 0.1266
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