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Abstract: Repurchase intention serves as a crucial indicator for assessing consumer loyalty to a brand or 

product. The purpose of this study is to examine the impact of social media, online customer reviews, and price 

on consumers’ repurchase intention toward kebaya products available on the TikTok Shop platform, with 

particular emphasis on the local brand Outfit Nusant. This research applies a quantitative method, utilizing 

non-probability sampling through purposive sampling. The sample includes 385 respondents who have 

previously purchased Outfit Nusant products via TikTok Shop. Data were obtained using questionnaires and 

analyzed with SPSS version 16. Findings reveal that social media, online customer reviews, and price exert a 

positive and significant influence on consumers’ repurchase intention for kebaya products in TikTok Shop 

Outfit Nusant. 
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INTRODUCTION 

The advancement of digital technology has intensified business competition, both at 

the macro and micro levels. The increasing number of business actors provides consumers 

with a wide range of product choices according to their preferences. To compete effectively 

in an expanding market, companies must implement appropriate marketing strategies to 

attract consumer interest, which ultimately transforms into purchasing decisions. 

In the fashion industry, lifestyle changes, rising purchasing power, and the growth of 

digital platforms significantly influence consumer behavior. One emerging phenomenon is 

social commerce through TikTok Shop, where consumers are not only exposed to 

entertainment content but are also encouraged to make purchases. Outfit Nusant, a local 

brand from Ngawi, presents a modern ethnic fashion concept that combines elements of 

Indonesian cultural heritage with current fashion trends. Although the brand has a 

considerable number of TikTok followers, sales data for Outfit Nusant show significant 

fluctuations, highlighting the need to analyze factors affecting consumers’ repurchase 

intentions. 

One important factor is social media. According to Putri et al. (2023), social media 
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has a positive and significant influence on consumer purchasing intentions because it enables 

direct interaction, enhances brand awareness, and strengthens customer engagement. 

Creative, consistent, and trend-aligned content on social media has the potential to encourage 

repeat purchases. 

In addition, online customer reviews play a major role in influencing purchasing 

decisions. Farki et al. (2016) state that online reviews are part of electronic word of mouth 

(e-WOM) and are considered credible and objective sources of information for prospective 

consumers. Research by Rohmatulloh & Sari (2021) indicates that customer reviews have a 

significant effect on purchasing intentions, as they enhance consumer trust and confidence 

in a product. However, other studies (Syahrani & Utami, 2020) found that reviews do not 

always have a significant impact, making it interesting to investigate further in the context 

of TikTok Shop. 

Another determining factor is price. According to Kotler & Keller (2015), price is a 

crucial element in the marketing mix because it directly affects company revenue and 

consumer purchasing decisions. Research by Prastiwi & Ningsih (2021) shows that price has 

a significant effect on repurchase intentions among Shopee consumers, while Kusuma et al. 

(2019) reported the opposite. In the context of Outfit Nusant, although the prices offered are 

relatively competitive compared to competitors, this alone is insufficient to ensure consumer 

loyalty, so the price factor needs to be examined academically. 

Based on the description above, this study is important to analyze the influence of 

social media, online customer reviews, and price on the repurchase intentions of kebaya 

products on TikTok Shop Outfit Nusant. The results of this research are expected to provide 

a foundation for developing more effective digital marketing strategies for local fashion 

SMEs, enabling them to increase consumer loyalty and strengthen competitiveness in the 

digital era. 

 

METHOD 

This research employs a quantitative approach, applying classical assumption tests 

to ensure the validity of the regression model used in data analysis. Multiple linear regression 

was utilized to evaluate the extent to which each independent variable influences the 

dependent variable, namely consumers’ repurchase intention for Outfit Nusant kebaya 

products on TikTok Shop. The sampling method applied was purposive sampling, in which 

respondents were selected based on specific predetermined criteria, with a total of 384 
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participants. According to Sugiyono (2020), purposive sampling is a sampling technique 

conducted deliberately based on particular characteristics that align with the research 

objectives. In this study, the criteria included individuals residing in Indonesia, aged between 

18 and 35 years, who are active social media users and have purchased Outfit Nusant 

products via TikTok Shop. 

Data were collected through an online questionnaire distributed using Google Forms. 

Respondents were chosen based on their activity on social media and prior purchasing 

experience with Outfit Nusant. The study incorporates three independent variables Social 

Media, Online Customer Review, and Price dependent variable Repurchase Intention. The 

data analysis was conducted using IBM SPSS Statistics version 25, which aimed to examine 

both partial and simultaneous effects of the independent variables on consumers’ repurchase 

intention. This methodological framework provides a comprehensive understanding of the 

digital marketing factors influencing consumer loyalty toward Outfit Nusant in the context 

of TikTok Shop. 

 

RESULTS AND DISCUSSION 

Validity Test 

A validity test serves as an assessment to determine how valid a measurement 

instrument is. As explained by Sugiyono (2020), an instrument is deemed valid when the 

computed r value exceeds the r table value. On the other hand, if the computed r value is 

below the r table threshold, the item is considered invalid. The validity of each indicator can 

be evaluated using the table presented below: 

Table 1. Variable Validity Test 

No Item r Count r table Description 

1.  X1.1 0,409 0,100 Valid 

2.  X1.2 0,591 0,100 Valid 

3.  X1.3 0,669 0,100 Valid 

4.  X1.4 0,629 0,100 Valid 

5.  X2.1 0,569 0,100 Valid 

6.  X2.2 0,589 0,100 Valid 

7.  X2.3 0,672 0,100 Valid 

8.  X2.4 0,711 0,100 Valid 
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9.  X2.5 0,642 0,100 Valid 

10.  X2.6 0,521 0,100 Valid 

11.  X3.1 0,530 0,100 Valid 

12.  X3.2 0,547 0,100 Valid 

13.  X3.3 0,570 0,100 Valid 

14.  X3.4 0,568 0,100 Valid 

15.  X3.5 0,490 0,100 Valid 

16.  X3.6 0,542 0,100 Valid 

17.  X3.7 0,512 0,100 Valid 

18.  X3.8 0,534 0,100 Valid 

19.  Y1 0,547 0,100 Valid 

20.  Y2 0,569 0,100 Valid 

21.  Y3 0,578 0,100 Valid 

22.  Y4 0,575 0,100 Valid 

23.  Y5 0,531 0,100 Valid 

24.  Y6 0,559 0,100 Valid 

25.  Y7 0,537 0,100 Valid 

26.  Y8 0,397 0,100 Valid 

Source: SPSS 25 

Based on the results of the validity test in Table 1 above, all test items for each 

variable show valid results. This meets the requirement of the r-table value of 0.100, 

meaning that all questionnaire statements can be applied and are reliable in this research 

data. 

 

Reliability Test 

Reliability testing is a method used to assess the extent to which a questionnaire, 

serving as an indicator of a variable, can produce consistent results. An instrument is 

considered reliable if respondents’ answers to the questions remain consistent or stable over 

different periods of time (Sugiyono, 2020). In this study, reliability testing was conducted 

using Cronbach’s Alpha. A Cronbach’s Alpha value greater than 0.60 indicates that the 

instrument is reliable, while a value below 0.60 indicates it is not reliable. The results show 

that all variables in this study have Cronbach’s Alpha values exceeding 0.60. 
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Table l2. lReliability lTest 

No Variabel Nilai 

lCronbach 

lAlpha 

Angka 

lKritis 

Keterangan 

1.  Social Media 0,648 0,60 Reliable 

2.  Online lCustomer 

lReview 

0,680 0,60 Reliable 

3.  Price 0,647 0,60 Reliable 

4.  Repurchase 

Intention 

0,646 0,60 Reliable 

Source: lProcessed lPrimary lData l 

Based lon lTable l2, lit lcan lbe lseen lthat lall lvariables lhave lCronbach’s lAlpha 

lvalues lgreater lthan l0.60, lthus lall lquestionnaires lfor lthe lresearch lvariables lcan lbe 

ldeclared lreliable. 

 

Normality test 

Normality ltesting lis lconducted lto lassess lwhether lthe ldata lof lthe lexamined 

lvariables lfollow la lnormal ldistribution. lAccording lto lGhozali l(2018), lthis lstudy 

lemployed lthe lOne lSample lKolmogorov-Smirnov lTest lto levaluate lnormality. lThe 

lcriterion lstates lthat lif lthe lsignificance lvalue l(sig) lis lless lthan l0.05, lthe ldata lis 

lconsidered lnot lnormally ldistributed. 

Table l3. lNormality lTest 

One-Sample lKolmogorov-Smirnov lTest 

    
Unstandardized 

lResidual 

N 385 

Normal lParametersa 

Mean .0000000 

Std. 

lDeviation 
181.522.414 

Most lExtreme 

lDifferences 

Absolute .047 

Positive .047 
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Negative -.030 

Kolmogorov-Smirnov lZ .916 

Asymp. lSig. l(2-tailed) .371 

a. lTest ldistribution lis lNormal.   

Source: lProcessed lPrimary lData l 

According lto lGhozali l(2018), lresidual ldata lis lconsidered lnormally ldistributed 

lif lthe lKolmogorov-Smirnov lsignificance lvalue l(Asymp. lSig) lis lgreater lthan l0.05. 

lBased lon lthe lKolmogorov-Smirnov ltest lon lthe lresiduals, lthe lsignificance lvalue 

lobtained lwas l0.371 l(p-value l> l0.05), lindicating lthat, lstatistically, lthe lresidual ldata 

lis lnormally ldistributed. 

 

Multicollinearity Ltest  

The lmulticollinearity ltest lis lconducted lto lassess lwhether lthere lis la lhigh 

lcorrelation lamong lthe lindependent lvariables lin la lmultiple lregression lmodel. 

lAccording lto lGhozali l(2018), lmulticollinearity lcan lbe ldetected lby lexamining lthe 

lTolerance land lVariance lInflation lFactor l(VIF) lvalues. lA lmodel lis lconsidered lfree 

lfrom lmulticollinearity lif lthe lTolerance lvalue lis lgreater lthan l0.10 land lthe lVIF lvalue 

lis lless lthan l10. 

Table l4. lMulticollinearity lTest 

 Coefficientsa  

Model Collinearity 

lStatistics 

Keterangan 

Toleran

ce 

VIF  

1 

Media lSosial 0,761 1.313 No lMulticollinearity lOccurs 

Online 

lCustomer 

lReview 

0,684 1.462 

No lMulticollinearity lOccurs 

Harga 0,731 1.402 No lMulticollinearity lOccurs 

Source: lProcessed lData l 

From lTable l4, lit lcan lbe lseen lthat lall lvariables lhave lTolerance lvalues lgreater 

lthan l0.10 land lVIF lvalues lless lthan l10, lindicating lthat lthere lare lno lsigns lof 

lmulticollinearity lin lthis lregression lmodel. lTherefore, lthe lindependent lvariables lcan 
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lbe lused ltogether lin lthe lregression lanalysis. 

 

Heteroscedasticity Ltest 

The lpurpose lof lthe lheteroscedasticity ltest lis lto ldetect lthe lpresence lof lunequal 

lvariance lin lthe lresiduals lwithin lthe lregression lmodel lbeing lanalyzed. lThe lmethod 

lapplied lin lthis ltest lis lthe lGlejser lapproach, lwhich linvolves lregressing lthe labsolute 

lresidual lvalues l(Abs_RES) lagainst leach lindependent lvariable. lAccording lto lGhozali 

l(2018), la lregression lmodel lis lconsidered lreliable lif lno lsigns lof lheteroscedasticity 

lare lfound, lindicated lby lGlejser ltest lsignificance lvalues lexceeding l0.05. 

Table 5. lHeteroscedasticity lTest 

  

 

 

 

 

 

 

 

 

Source:lProcessed lPrimary lData l 

Based lon lthe lresults lof lthe lGlejser ltest lin lTable l5, lit lis lproven lthat leach lvariable 

lused lin lthis lstudy lhas la lsignificance lvalue l(α) l> l0.05. lTherefore, lit lcan lbe 

lconcluded lthat lthere lis lno lheteroscedasticity lproblem lin lthis lresearch. 

 

Multiple linear regression 

Multiple llinear lregression lanalysis lis lapplied lwhen la lresearch lmodel lcontains 

lmore lthan lone lindependent lvariable, lwith lthe laim lof ldetermining lthe lextent lof 

linfluence leach lindependent lvariable lhas lon lthe ldependent lvariable. lThis ltechnique 

lserves lto lsimultaneously lassess lthe lcontribution lof leach lindependent lvariable lto lthe 

ldependent lvariable. lThus, lmultiple llinear lregression lanalysis lis lused lto lexamine lthe 

lrelationship land limpact lof lindependent lvariables lon lthe ldependent lvariable lin la 

lstudy. 

 

Variabel 

lIndependen 
≥ lα Sig Keterangan 

Social Media 0,5 0,741 
No lHeteroscedasticity 

lOccurs 

Online lCustomer 

lReview 
0,05 0,299 

No lHeteroscedasticity 

lOccurs 

Price 0,05 0,379 
No lHeteroscedasticity 

lOccurs 
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Table l6. lMultiple lLinear lRegression 

Coefficientsa 

Model Unstandardized 

lCoefficients 

Standardized 

lCoefficients 
t Sig. 

B 

Std. 

lError Beta 

1 (Constant) 2.480 1.598   7.812 .000 

Media lSosial .243 .090 .129 2.714 .007 

Online lCustomer 

lReview .199 .052 .194 3.862 .000 

Harga .371 .047 .391 7.964 .000 

a. lDependent lVariable: lMinat lMembeli lKembali 

Source: lProcessed lPrimary lData l 

Based lon lthe lresults lof lthe lmultiple llinear lregression lanalysis lin lTable l6, lthe ldata 

lprocessing lusing lSPSS l25 lshows: 

Y l= la l+ lb₁X₁ l+ lb₂X₂ l+ lb₃X₃ l+ lb₄X₄ l+ le 

Y l= l2.972 l+ l0.192X₁ l+ l0.474X₂ l+ l0.438X₃ l+ le 

Explanation: 

1. The lconstant l(α) lis l2.480, lwhich lindicates lthat lif lthe lindependent lvariables 

l(social lmedia, lonline lcustomer lreview, land lprice) lare lzero l(constant), lthe 

ldependent lvariable l(repurchase lintention) lwill lhave la lvalue lof l2.480. 

2. The lcoefficient lfor lsocial lmedia l(X1) lis l0.243 lwith la lsignificance lvalue lof 

l0.007 l< l0.05, lshowing la lpositive lrelationship. lThis lmeans lthat lthe lsocial 

lmedia lvariable l(X1) lhas la lpositive land lsignificant leffect lon lrepurchase 

lintention l(Y). lIn lother lwords, levery lone-unit lincrease lin lsocial lmedia, lholding 

lother lvariables lconstant, lwill lincrease lrepurchase lintention lby l0.243 lunits. 

3. The lcoefficient lfor lonline lcustomer lreview l(X2) lis l0.199 lwith la lsignificance 

lvalue lof l0.000 l< l0.05, lalso lshowing la lpositive leffect. lThis lindicates lthat lthe 

lonline lcustomer lreview lvariable l(X2) lpositively land lsignificantly linfluences 

lrepurchase lintention l(Y). lEach lone-unit lincrease lin lonline lcustomer lreview, 

lwhile lother lvariables lremain lconstant, lwill lraise lrepurchase lintention lby l0.199 

lunits 
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4. The lcoefficient lfor lprice l(X3) lis l0.371 lwith la lsignificance lvalue lof l0.000 l< 

l0.05, ldemonstrating la lpositive leffect. lThis lsuggests lthat lthe lprice lvariable 

l(X3) lhas la lpositive land lsignificant limpact lon lrepurchase lintention l(Y). lEvery 

lone-unit lincrease lin lprice, lassuming lother lvariables lare lconstant, lwill lincrease 

lrepurchase lintention lby l0.371 lunits. 

 

Partial Ltest L(T-Test) 

The lt-test l(partial ltest) lin lmultiple llinear lregression lanalysis lis lused lto 

lexamine lthe lsignificance lof leach lregression lcoefficient. lIts lpurpose lis lto ldetermine 

lwhether lthe lindependent lvariables l(social lmedia, lonline lcustomer lreview, land lprice) 

lindividually lhave lan leffect lon lthe ldependent lvariable l(repurchase lintention). 

lAccording lto lGhozali l(2018), lan lindependent lvariable lis lconsidered lto lhave la 

lsignificant leffect lif lthe lsignificance llevel l< l0.05. lUsing la lsignificance llevel lof lα l= 

l0.05, lthe lt-table lvalue lobtained lis l1.966. lThis lt-table lvalue lis lthen lcompared lwith 

lthe lcalculated lt-values lpresented lin lthe lfollowing ltable: 

Table l7. lT-test 

Coefficientsa 

Model Unstandardized 

lCoefficients 

Standardized 

lCoefficients 
t Sig. 

B 

Std. 

lError Beta 

1 (Constant) 2.480 1.598   7.812 .000 

Media lSosial .243 .090 .129 2.714 .007 

Online 

lCustomer 

lReview .199 .052 .194 3.862 .000 

Harga .371 .047 .391 7.964 .000 

a. lDependent lVariable: lMinat lMembeli lKembali 

Source: lProcessed lData l 

Based lon lthe lresults lof lthe lpartial ltest l(t-test) lin ltable l7, lit lcan lbe lconcluded 

lthat: 

1. For lthe lsocial lmedia lvariable l(X1), lthe lcalculated lt-value lis lgreater lthan lthe 

lt-table lvalue, l2.714 l> l1.966, lwith la lsignificance lof l0.007 l< l0.05. lThis 
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lindicates lthat lH1 lis laccepted, lmeaning lthat lpartially, lsocial lmedia lhas la 

lpositive land lsignificant leffect lon lrepurchase lintention l(Y). lTherefore, 

lhypothesis l1 lis lsupported. lIt lcan lbe lconcluded lthat lthe lhigher lthe lintensity 

land lquality lof lsocial lmedia luse, lthe lgreater lits limpact lon lconsumers’ 

lintention lto lrepurchase lkebaya lon lTikTok lShop lOutfit lNusant. lIn lother 

lwords, lengaging, linteractive lpromotional lcontent, lalong lwith lpositive lreviews 

land ltestimonials lon lsocial lmedia, lcan lbuild lconsumer ltrust land lencourage 

lrepeat lpurchases. 

2. For lthe lonline lcustomer lreview lvariable l(X2), lthe lcalculated lt-value lis lgreater 

lthan lthe lt-table lvalue, l3.862 l> l1.966, lwith la lsignificance lof l0.000 l< l0.05. 

lThis lmeans lH2 lis laccepted, lindicating lthat lpartially, lonline lcustomer lreviews 

lhave la lpositive land lsignificant leffect lon lrepurchase lintention l(Y), lthus 

lsupporting lhypothesis l2. lIt lcan lbe lconcluded lthat lthe lmore lpositive land 

lconvincing lthe lavailable lonline lcustomer lreviews lare, lthe lgreater ltheir 

linfluence lon lconsumers’ lintention lto lrepurchase lkebaya lon lTikTok lShop 

lOutfit lNusant. lIn lother lwords, lhonest, ldetailed, land lpositive lreviews lfrom 

lprevious lcustomers lcan lenhance lconsumer ltrust land lencourage lrepeat 

lpurchase ldecisions. 

3.  lFor lthe lprice lvariable l(X3), lthe lcalculated lt-value lis lgreater lthan lthe lt-table 

lvalue, l7.964 l> l1.966, lwith la lsignificance lof l0.000 l< l0.05. lThis lindicates 

lthat lH3 lis laccepted, lmeaning lthat lpartially, lprice lhas la lpositive land 

lsignificant leffect lon lrepurchase lintention l(Y), lthereby lsupporting lhypothesis 

l3. lIt lcan lbe lconcluded lthat lthe lmore laffordable land lappropriately lvalued lthe 

lprice lis, lthe lgreater lits leffect lon lconsumers’ lintention lto lrepurchase lkebaya 

lon lTikTok lShop lOutfit lNusant. lIn lother lwords, lcompetitive lpricing lthat 

lmatches lproduct lquality land lconsumer lexpectations lcan lenhance lloyalty land 

ldrive lrepeat lpurchases. 

 

Coefficient Lof Ldetermination Ltest 

The lcoefficient lof ldetermination lis lused lto lmeasure lthe lextent lto lwhich 

lvariations lin lthe ldependent lvariable lcan lbe lexplained lby lthe lpresence lof 

lindependent lvariables lin la lregression lmodel. lAccording lto lGhozali l(2018), lthe lR² 

lvalue lranges lfrom l0 lto l1, lwhere la lvalue lcloser lto l1 lindicates lthat lthe lindependent 
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lvariables lhave la lgreater linfluence lon lthe ldependent lvariable. lIn lother lwords, lthe 

lhigher lthe lR² lvalue, lthe lgreater lthe lability lof lthe lregression lmodel lto lexplain 

lchanges lor lvariations lin lrepurchase lintention. lThe lresults lof lthe lcoefficient lof 

ldetermination ltest lin lthis lstudy lare lpresented lin lthe ltable lbelow. 

Table l8. lResults lof lthe lDetermination lCoefficient lTest 

Model lSummary 

Model R R lSquare 
Adjusted lR 

lSquare 

Std. lError lof 

lthe lEstimate 

1 .587a .345 .340 182.236 

a. lPredictors: l(Constant), lHarga, lMedia lSosial, lOnline 

lCustomer lReview 

Source: lProcessed lData  

Based lon lthe ltable labove, lthe lresults lof lthe lcoefficient lof ldetermination ltest 

lshow lthat lthe lR lSquare lvalue lis l0.345. lThis lindicates lthat lthe lregression lmodel 

lbuilt lwith lthe lvariables lof lsocial lmedia, lonline lcustomer lreviews, land lprice lis lable 

lto lexplain l34.5% lof lthe lvariation lin lrepurchase lintention. lIn lother lwords, lthese 

lindependent lvariables lcontribute lsignificantly lto lexplaining lchanges lin lthe ldependent 

lvariable, lwhile lthe lremaining l65.5% lis linfluenced lby lother lfactors lnot lincluded lin 

lthis lstudy’s lmodel. 

Meanwhile, lthe lAdjusted lR lSquare lvalue lof l0.340 lindicates lthat lafter 

laccounting lfor lthe lnumber lof lindependent lvariables lused lin lthe lmodel, l34% lof lthe 

lvariation lin lrepurchase lintention lcan lstill lbe lexplained lby lthese lthree lindependent 

lvariables. lSince lthe lAdjusted lR lSquare lis lvery lclose lto lthe lR lSquare, lit lcan lbe 

lconcluded lthat lthe lregression lmodel lused lis ladequate land lfeasible lfor lpredicting lthe 

lrepurchase lintention lof lkebaya lon lthe lTikTok lShop lOutfit lNusant lapplication. 

 

Discussion 

The lInfluence lof lSocial lMedia lon lRepurchase lInterest 

Based lon lthe lt-test lresults, lthe lSocial lMedia lvariable lhas la lpositive land 

lsignificant leffect lon lthe lrepurchase lintention lof lkebaya lproducts lon lTikTok lShop 

lOutfit lNusant. lThe lt-count lvalue lexceeds lthe lt-table, lindicating lthat lthe lhigher lthe 

lquality land lintensity lof lsocial lmedia lusage, lthe lgreater lthe llikelihood lthat 

lconsumers lwill lmake lrepeat lpurchases. lTherefore, lthe lfirst lhypothesis lof lthis lstudy 

https://e-journal.citakonsultindo.or.id/index.php/index


 

 

  

Copyright at authors some right reserved this work is licensed Under a 

   Creative Commons Attribuation-ShareAlike 4.0 International License. 

 

  CITACONOMIA : Economic and Business Studies    
 

12   
 

 

lis laccepted. lThese lfindings lare lin lline lwith lthe lresearch lof lG. lA. lPutri let lal. 

l(2023) land lAmin let lal. l(2021), lwhich lsuggest lthat lsocial lmedia lplays la lcrucial lrole 

lin lincreasing lrepurchase lintention, lespecially lwhen lsupported lby ltrust land lcustomer 

lexperience. 

The linfluence lof ldigital lpromotion lthrough lsocial lmedia lis lalso lproven lto lbe 

lsignificant lon lconsumers’ lrepurchase lintentions lfor lkebaya lproducts lat lTikTok lShop 

lOutfit lNusant. lThe lmore leffective lthe lpromotion lcarried lout lthrough ldigital 

lplatforms, lthe lhigher lthe lconsumer linterest lin lmaking lrepeat lpurchases. lAccordingly, 

lthe lsecond lhypothesis lof lthis lstudy lis laccepted. lThis lresult laligns lwith lNabillah let 

lal. l(2023), lwhich lshows lthat lengaging land lcredible ldigital lpromotions lcan lshape 

lpositive lconsumer lperceptions land lenhance ltheir lwillingness lto lrepurchase. 

 

The lInfluence lof lOnline lCustomer lReviews lon lRepurchase lIntention 

Based lon lthe lt-test lresults, lthe lOnline lCustomer lReview lvariable lhas la 

lpositive land lsignificant leffect lon lthe lrepurchase lintention lof lkebaya lproducts lon 

lTikTok lShop lOutfit lNusant. lThe lt-count lexceeds lthe lt-table, lindicating lthat lthe 

lmore lpositive land lconvincing lthe lonline lreviews lfrom lconsumers lare, lthe lhigher lthe 

llikelihood lthat lconsumers lwill lmake lrepeat lpurchases. lTherefore, lthe lsecond 

lhypothesis lof lthis lstudy lis laccepted. lThese lfindings lare lconsistent lwith lthe lresearch 

lof lSibgatullah let lal. l(2023) land lPerkasa l& lWardhani l(2023), lwhich lstate lthat 

lcustomer lreviews lplay la lcrucial lrole lin lincreasing lrepurchase lintention, lespecially 

lwhen lsupported lby ltrust land lthe lquality lof linformation. 

Credible lcustomer lreviews lprovide la lrealistic loverview lof lthe lproduct, 

lincluding lmaterial lquality, lsize, land lseller lservice, lallowing lconsumers lto lfeel lmore 

lconfident lin lmaking lrepeat lpurchases. lThese lresults lare lalso lsupported lby lthe 

lstudies lof lMulyati l& lGesitera l(2020). 

 

Effect lof lPrice lon lRepurchase lIntention 

Based lon lthe lt-test lresults, lthe lPrice lvariable lhas la lpositive land lsignificant 

leffect lon lthe lrepurchase lintention lof lkebaya lproducts lat lTikTok lShop lOutfit lNusant. 

lThe lt-count lvalue lexceeds lthe lt-table, lindicating lthat lthe lmore lconsumers lperceive 

lthe lprice las lfair land laligned lwith lproduct lquality, lthe lhigher lthe llikelihood lof 

lrepeat lpurchases. lTherefore, lthe lthird lhypothesis lin lthis lstudy lis laccepted. lThese 
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lfindings lare lconsistent lwith lthe lstudies lby lAnjellia l& lHerawati l(2022) land lAbhista 

l& lPrijati l(2024), lwhich lemphasize lthat lcompetitive lpricing land lgood lproduct lquality 

lplay la lcrucial lrole lin lbuilding lconsumer lloyalty land lrepurchase lintention. 

Consumers’ lperception lthat lthe lprice lreflects lthe lproduct’s lbenefits land 

lquality lencourages lsatisfaction land llong-term lloyalty. lShoppers ltend lto lfeel lmore 

lconfident land lsatisfied lif lthey lbelieve lthey lare lreceiving lmaximum lvalue lfor ltheir 

lmoney. lThis lis lfurther lsupported lby lManurung l& lHadian l(2022). 

 

CONCLUSION 

Based lon lthe lresults lof lthe lanalysis land ldiscussion, lthis lstudy lconcludes lthat lSocial lMedia, 

lOnline lCustomer lReview, land lPrice leach lhave la lpartial lpositive land lsignificant 

linfluence lon lthe lrepurchase lintention lof lOutfit lNusant lkebaya lproducts lon lTikTok lShop. 

 

SUGGESTION 

For lfuture lresearch, lit lis lrecommended lthat lthe lfollowing lbe lconsidered: 

1. Additional lvariables lthat lmay lalso linfluence lrepurchase lintention, lsuch las 

lbrand lawareness, lproduct lquality, lor lconsumer ltrust. lThese lvariables lcould 

lprovide la lmore lcomprehensive lunderstanding lof lthe lfactors lthat ldrive 

lrepurchase lintention lfor lOutfit lNusant lon lTikTok lShop. 

2. Apply la lmixed-method lapproach lby lcombining lquantitative land lqualitative 

ltechniques, lfor lexample lincorporating lin-depth linterviews, lto lbetter lcapture 

lconsumer lmotivations land lperceptions lrelated lto lsocial lmedia, lonline 

lcustomer lreviews, land lprice. 

3. Conduct lcomparative lstudies linvolving lother lfashion lbrands lor lin ldifferent 

lregions, lto lidentify lwhether lthe lfactors linfluencing lrepurchase lintention lin 

lOutfit lNusant lconsumers lare lconsistent lacross lmarkets lor lspecific lto lthe 

lTikTok lShop lecosystem. 
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