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ABSTRAK 

 
Syarifah Nada Fauzana, 2220420320066, 2024. Pengaruh Product 

Quality, Discount & Interactivity terhadap Repurchase Intention melalui Customer 

Satisfaction pada Live Streaming Shopping, di bawah bimbingan Hairudinor. 

Penelitian ini bertujuan untuk menguji dan mengetahui pengaruh langsung 

dan tidak langsung antara Product Quality, Discount & Interactivity dalam 

Repurchase Intention melalui Customer Satisfaction pada Live Streaming 

Shopping.  

Penelitian ini menggunakan metode penelitian kuantitatif dengan tipe 

eksplanatory dan mengunakan metode analisis data SmartPLS dengan cara 

pengumpulan data melalui penyebaran kuisioner kepada masyarakat Indonesia 

yang pernah belanja melalui platform live streaming dengan sampel sebanyak 113 

responden. 

Hasil pengujian ini membuktikan bahwa Product Quality berpengaruh 

signifikan terhadap Customer Satisfaction. Discount berpengaruh signifikan 

terhadap Customer Satisfaction. Interactivity berpengaruh signifikan terhadap 

Customer Satisfaction. Product Quality berpengaruh tidak signifikan terhadap 

Repurchase Intention. Interactivity berpengaruh tidak signifikan terhadap 

Customer Satisfaction. Customer Satisfaction berpengaruh signifikan terhadap 

Repurchase Intention. Dan Product Quality, Discount & Interactivity berpengaruh 

tidak langsung terhadap Repurchase Intention melalui Customer Satisfaction. 

 

Kata Kunci: Product Quality, Discount, Interactivity, Customer Satisfaction, 

Repurchase Intention. 
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ABSTRACT 

 
Syarifah Nada Fauzana, 2220420320066, 2024. The influence of Product 

Quality, Discount & Interactivity on Repurchase Intention through Customer 

Satisfaction on Live Streaming Shopping, under the guidance of Hairudinor. 

This research aims to test and determine the direct and indirect influence 

between Product Quality, Discount & Interactivity on Repurchase Intention 

through Customer Satisfaction on Live Streaming Shopping.  

This research uses quantitative research methods with an explanatory type 

and uses the SmartPLS data analysis method by collecting data through 

distributing questionnaires to Indonesian people who have shopped via live 

streaming platforms with a sample of 113 respondents. 

The results of this test prove that Product Quality has a significant effect on 

Customer Satisfaction. Discounts have a significant effect on Customer 

Satisfaction. Interactivity has a significant effect on Customer Satisfaction. Product 

Quality has no significant effect on Repurchase Intention. Interactivity has no 

significant effect on Customer Satisfaction. Customer Satisfaction has a significant 

effect on Repurchase Intention. And Product Quality, Discount & Interactivity have 

an indirect effect on Repurchase Intention through Customer Satisfaction. 

 

Keywords: Product Quality, Discount, Interactivity, Customer Satisfaction, 

Repurchase Intention. 
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