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	Research aim: This research focuses on understanding how customers' willingness to repurchase Somethinc products is influenced by their experience when interacting with the brand Somethinc. their assessment of the product's price, and the level of satisfaction they feel after using the product. The study aims to determine whether these oee factors, both together and separately, have a significant impact on customers' decision to repurchase. It is hoped that the findings from this study can provide insights for Somethinc in designing more effective strategies to attract and retain customers, as well as encourage them to continue making product purchases.
Design/Method/Approach: This research uses quantitative methods. Testing causal relationships with primary data from 96 respondents (based on 18 indicators x 5) uugh Google Form questionnaires, and secondary data from various sources. Research variables include market experience, price perception, consumer satisfaction, and repurchase intention. Data analysis using descriptive statistics, classical assumption test, multiple linear regression, coefficient of determination test, and hypothesis testing with SPSS v22.”
Research Finding: The findings of this research substantiate that the trio of autonomous factors, namely immersive marketing, cost evaluation, and buyer contentment, collectively play a crucial role in enhancing the likelihood of consumers repurchasing Somethinc items.
Theoretical contribution/Originality: This inquiry can augment comprehension of the consumer deliberation paradigm, particularly within the realm of procuring bespoke commodities such as cosmetic merchandise.
Practitionel/Policy implication: By implementing the practical and policy implications described above, Somethinc company can increase customer repurchase intention, strengthen brand position in the market, and achieve sustainable business growth.
Research limitation: This study analyzes The connection between immersive promotion, perceived cost, and consumer contentment as determinants of repurchase intentions in generation Z customers of Somethinc products.
Keywords: Experiential marketing, Price perception, Customer satisfaction and Repurchase intention.
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1. Introduction
Along with the development of increasingly modern times, changes in consumer mindset and habits in terms of skincare have led to the development of dynamic trends in the beauty industry, increasing public awareness of the importance of skincare, both in terms of health and aesthetics. This phenomenon shows a shift in consumer mindset, where skincare and cosmetics are considered an essential part of a modern lifestyle that reflects one's identity and confidence, not just an additional necessity. Furthermore, with the ascendancy of Generation Z as the predominant clientele, an imperative arises to discern their predilections and proclivities in selecting commodities attuned to their dermal attributes and cosmetic requisites. This discernment can furnish invaluable perspicacity for industry stakeholders in formulating more efficacious promotional stratagems. [1][2] . Therefore, an in-depth understanding of Generation Z's behavior and preferences is crucial for the beauty industry to be able to meet their expectations including brands like Somethinc, which offers innovative and evidence-based solutions to meet their needs[3] . 
Somethinc managed to capture Generation Z's attention by leveraging the power of social media and creative content, which is one of the key factors in experiential marketing's influence on repurchase intentions. As a highly digitally connected consumer group, Generation Z tends to respond positively to interactive and engaging brand experiences. With this approach, Somethinc created a memorable experience for consumers by not only offering products, but also providing knowledge about skincare through engaging and informative content on TikTok and Instagram.  [4][5]. 
Experiential marketing factors resulting from interactions with brands can increase The degree of consumer contentment, which will indirectly increase the frequency of repeat purchases. Previous research conducted by[6] Elucidated that experiential marketing exerts an influence on repurchasing determinations. In divergence from revelations in antecedent inquiries, this examination [7] shows that experiential marketing in this study has no effect on repurchase intention. In addition, price is also one of the determining factors for generation Z in determining product choices. They tend to look for more value in the products they buy, and Somethinc fulfills this need by providing products with superior quality but still have affordable prices. [8]. As research conducted by[9] Substantiates that price perception wields a favorable and momentous impact on repurchase proclivity. Conversely, an inquiry undertaken by [10] shows that price perception does not have a significant effect on repurchase intention. An additional element that affects the tendency to make repeat purchases is customer satisfaction, namely when customers feel that the products they buy provide value for money, their level of satisfaction tends to increase, so that it can encourage them to make repeat purchases. According to research conducted by[11] that customer satisfaction affects repurchase intention. In contrast, previous research conducted by[12] Ascertained that patron contentment lacks a favorable or consequential influence on consumer repurchasing inclinations within quick-service eateries employing autonomous ordering apparatuses.
Considering the underlying context and diverse prior research, there are varying conclusions about how immersive marketing, pricing viewpoints, and consumer contentment influence repeat purchasing decisions. Therefore, researchers are interested in exploring whether these three variables have a significant influence on repurchase intentions on Somethinc beauty products. For this reason, the authors conducted a study entitled "The Effect of Experiential Marketing, Price Perception, and Customer Satisfaction on Repurchase Intention in Somethinc Product Customers".
1.1. Statement of Problem
Building upon the preceding analysis, this research emphasizes determining the substantial impact of interactive marketing factors, pricing perception, and consumer fulfillment on the likelihood of repeat purchases of Somethinc products. This study includes analyzing the influence of each variable separately and simultaneously, as well as evaluating both the individual and collective contributions of these variables.

1.2. Research Objectives
This research focuses on understanding how customers' willingness to repurchase Somethinc products is influenced by their experience when interacting with the brand, their assessment of the product's price, and the level of satisfaction they feel after using the product. The study aims to determine whether these three factors, both together and separately, have a significant impact on customers' decision to repurchase. It is hoped that the findings from this study can provide insights for Somethinc in designing more effective strategies to attract and retain customers, as well as encourage them to continue making product purchases.

2. Method
This study uses a quantitative research methodology that focuses on establishing causal relationships. Primary data was collected based on a formula of 18 indicators multiplied by 5 (18 x 5 = 90). During data collection, a total of 96 respondents successfully participated in this study. Therefore, further analysis will be conducted by utilizing data from these 96 respondents. Through a questionnaire (Google Form) given to respondents using a Likert scale, while secondary data is obtained from various sources related to the research topic. Some of the variables studied include market experience, price perception, and consumer satisfaction on repurchase intentions. The analysis techniques used in this study include descriptive statistics, classical assumption test, multiple linear regression analysis, coefficient of determination test, and hypothesis testing, all of which were carried out using SPSS v22 software.

3. Results and Discussion 
3.1  Results
Descriptive Analysis
	The information provided originates from a survey administered by the researcher to individuals who purchase Somethinc products. A total of 96 respondents were classified based on age and gender.
Table 1. Characteristics of Respondents Based on Gender

	Gender
	Number of Respondents
	Percentage

	Women
	93
	96,9%

	Man
	3
	3,1%

	Total
	96
	100%

	Source: Primary data processed in 2024



Referencing Table 1, the findings delineate the responses of 96 participants. with 93 respondents (96.9%) being female while 3 respondents (3.1%) were male. From this data it is known that the users of Somethinc products are predominantly female.
Table 2: Characteristics of Respondents Based on Age
	Age
	Number of Respondents
	Percentage

	16-20 years
	37
	38,5%

	21-27 years old
	59
	61,4%

	Total
	96
	100%

	Source: Primary data processed in 2024



Data from table 4.2 shows that the percentage of respondents aged 16-20 years is 38.5% of the 37 respondents, and the percentage of respondents aged 21-27 years is 61.4% of the 59 respondents. Thus, it can be concluded that all Generation Z respondents aged between 16 and 27 years old meet the research criteria.
Classical Assumption Test
[image: ]
Figure 1. Normality Test Results
Source: SPSSv22 Output Data, 2024
Deriving from the discernments of the data scrutiny executed via SPSS 22, the normality assessment outcomes reveal that the data points align along the diagonal trajectory, implying that the variable dataset adheres to a Gaussian distribution.
Table 3. Multicollinearity Test Results
	Model
	
	Collinearity Statistics

	1
	(Constant)
	Tolerance
	VIF

	
	Experiential Marketing
	.571
	1.752

	
	Price Perception
	.709
	1.410

	
	Customer Satisfaction
	.684
	1.461

	Bound Variable: Repurchase Intention
Source: SPSSv22 Output Data, 2024




In table 3, the multicollinearity test results above state that the tolerance value of Assert that the tolerance coefficient of... the experiential marketing, price perception and customer satisfaction variables is 0.571, 0.709, 0.684, each of these figures is higher than 0.10, and VIF (Variance Inflation Factor) is 1,752, 1,410, 1,461, each of these figures is less than 10. Therefore, it can be inferred that no indications of multicollinearity are present among the aforementioned variables.


Heteroscedasticity test
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Source: SPSS output from primary data processed in 2024
The aforementioned illustration signifies that the data points are symmetrically allocated above and beneath the zero threshold on the Y-axis. This suggests that the regression model does not exhibit signs of heteroscedasticity. Consequently, it can be inferred that this study is unaffected by heteroscedasticity issues.

Multiple Linear Regression Analysis
Table 4. Multiple Linear Analysis Test Results
	Model
	
	Unstandardized 
Coefficients
	Standardized Coefficients

	
	
	B
	Std. 
Error
	Beta

	1
	(Constant)
	2.597
	3.809
	

	
	Experiential Marketing
	.226
	.095
	.248

	
	Price Perception
	.220
	.108
	.190

	
	Customer Satisfaction
	.338
	.087
	.367


Dependent Variable: Repurchase Intention
Source: SPSSv22 output data
Based on Table 4, the constant value of 2.597 indicates that if the experiential marketing (X1), price perception (X2), and customer satisfaction (X3) variables do not have any effect, the Y value remains significant at 2.597. The experiential marketing variable (X1) has a multiple linear regression coefficient of 0.226, This implies that immersive marketing influences repurchase intentions with a coefficient of 0.226. The price perception variable (X2) shows a multiple linear regression coefficient of 0.220, which indicates an influence of 0.220 on repurchase intentions. Conversely, the consumer gratification variable (X3) possesses a multiple linear regression coefficient of 0.338, signifying that customer satisfaction exerts an influence of 0.338 on repurchase inclinations.
Coefficient of Determination
	Table 5. Determination Coefficient Test Results

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.660a
	.435
	.417
	1.91808
	 2.176

	a. Predictors: (Constant), Customer Satisfaction, Experiential Marketing, Price Perception

	b. Dependent Variable: Repurchase Intention
Source: SPSSv22 output data, 2024



In table 5 above, the R square of 0.417 shows that the amount of X1, X2, and X3 explains Y (repurchase intention) by 41.7%, which means that there are other variables of 58.3% that have not been studied in this study.


Hypothesis Testing
T test
Table 6. Partial Test Results (T Test)
	Model
	Variables
	T
	Sig

	1
	(Constant)
	.682
	.497

	
	Experiential Marketing
	2.387
	.019

	
	Price Perception
	2.043
	.044

	
	Customer Satisfaction
	3.878
	.000

	Dependent Variable: Repurchase Intention
Source: SPSSv22 output data, 2024



According to the SPSS results, the t-test findings in this research can be outlined as follows:
1. Referring to Table 6, the significance value for the experiential marketing variable (X1) is 0.019, which is inferior to 0.05, with a t-count of 2.387 surpassing the t-table value of 1.986. Consequently, H0 is refuted, and Ha is substantiated. It can be inferred that experiential marketing exerts a partial influence on repurchase inclination.
2. The significance value for the price perception variable (X2) is 0.044, which is lower than 0.05, with a t-count of 2.043 surpassing the t-table value of 1.986. Consequently, H0 is nullified, and Ha is corroborated. In summation, price perception exerts a partial effect on repurchase inclination.
3. The t-count of 3.878 is greater than the t-table value of 1.986, and the significance value for the customer satisfaction variable (X3) is 0.000, which is less than 0.05. Consequently, Ha is approved and H0 is refused. In conclusion, repurchase intention is somewhat influenced by customer happiness.
F test
Table 7. Simultaneous Test Results
	

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	260.770
	3
	86.923
	23.627
	.000b

	
	Residuals
	338.470
	92
	3.679
	
	

	
	Total
	599.240
	95
	
	
	

	a. Dependent Variable: Repurchase Intention
b. Predictors: (Constant), Customer Satisfaction, Experiential Marketing, Price Perception
Source: SPSSv22 output data, 2024



According to Table 7, the significance level (0.000) is less than 0.05, and the F-count value (23.627) is more than the F-table value (3.23). Consequently, H1 is established and H0 is invalidated. This supports the idea that repurchase intention is significantly influenced by pricing perception, customer satisfaction, and experiential marketing taken together.

3.2 Discussion
This study aimed to assess the impact of experiential marketing, perceived price, and customer satisfaction on consumers' repurchase intentions for Somethinc products. By engaging 96 Generation Z respondents, the research utilized 36 questions to evaluate four key variables. According to the results, each of the three elements significantly increases the possibility that customers will repurchase Somethinc items. The following is a description of each variable:
The Effect of Experiential Marketing (X1) on Repurchase Intention (Y)
The outcomes of the T test reveal a significance value of 0.019 < 0.05, indicating that the experiential marketing variable exerts a favorable and momentous impact on consumers' repurchase inclination for particular merchandise. Experiential marketing strategies allow companies to provide personalized experiences to their customers. This positive experience can build long-term relationships between customers and brands. When consumers have an enjoyable interaction with a product or service, they are more inclined to recommend it and make repeat purchases. A positive experience enhances their perception of the product's or service’s quality, fostering greater trust and long-term engagement. Thus, customers are more likely to become loyal to the brand. This is in line with previous research conducted by[13]  with the title "which states that the positive regression coefficient value indicates a direct relationship between experiential marketing and repurchase intention. In other words, the level of experiential marketing applied at Boutique Sabillah Sukabumi is proportional to the likelihood of customers returning to buy products.
The effect of Price Perception (X2) on Repurchase Intention (X3)
The T-test results indicate a significance value of 0.044 < 0.05, signifying that the price perception variable positively and significantly influences repurchase intention for Somethinc products. With a 95% confidence level, It can be inferred that a statistically substantive association exists between price perception and consumers' propensity to repurchase Somethinc merchandise. This finding indicates that the more positive consumers perceive the price of Somethinc products, the higher the likelihood of consumers repurchasing the product in the future. This positive price perception by continuing to provide added value to the product, such as improving quality, product innovation, or providing better customer service. This aligns with prior studies conducted by [14] entitled "The Effect of Price Perception on Repurchase Desire for Galuh Mas Karawang Coffee (Study on Generation Z)" which shows that positive price perceptions can make customers more interested in making repeat purchases.
The Effect of Customer Satisfaction (X3) on Repurchase Intention (Y)
The T-test results, indicating a significance value of 0.000 < 0.05, provide strong empirical evidence of a statistically significant relationship between customer satisfaction levels and the repurchase intention of Somethinc products. In Somethinc products, high customer satisfaction is often influenced by various factors, such as effective product formulas, attractive packaging, and competitive prices. When consumers feel that Somethinc products can meet or even exceed their expectations, they tend to feel satisfied and loyal to the brand. After that, their loyalty will encourage them to buy again and even recommend the goods to others. Satisfied customers are more likely to buy the same product again. This discovery aligns with prior inquiries undertaken by. [15] with the title "Customer Experience and Customer Satisfaction on Online Product Purchase Intentions.
The influence of Experiential Marketing (X1), Price Perception (X2) and Customer Satifaction (X3) on Repurchase Intention (Y)
The F test findings delineated in Table 7 reveal a significance value of 0.000 < 0.05, signifying that experiential marketing, price perception, and customer satisfaction conjointly wield a favorable and momentous influence on consumers' propensity to repurchase Somethinc merchandise. Experiential marketing plays a role in creating a strong emotional connection with consumers, while positive price perceptions strengthen value perceptions. High customer satisfaction, which is the result of a combination of both factors, is a key factor in encouraging consumers to make repeat purchases.
4. Conclusion
	Based on data analysis obtained from research on repurchase intention of Somethinc products in generation Z. The findings indicate that the experiential marketing variable (X1) significantly impacts the repurchase intention of Somethinc products. Similarly, the price perception variable (X2) and the customer satisfaction variable (X3) also exhibit a significant influence on repurchase intention. Additionally, the simultaneous effect of these independent variables (X1, X2, and X3) on repurchase intention (Y) is confirmed through the F test results, which demonstrate a significant relationship. Based on the Adjusted R Square value, experiential marketing, price perception, and customer satisfaction collectively account for 41.7% of the variance in repurchase decisions, suggesting that the remaining 58.3% is influenced by other factors not explored in this study.
	The findings of this study are anticipated to serve as a valuable reference for Somethinc in identifying which variables require enhancement to further increase consumer interest in selecting and repurchasing Somethinc products.
	This study has several limitations that need to be considered. First, the focus of the study was limited to Somethinc beauty products and respondents from generation Z. Therefore, generalizing the results of this study to other beauty products or different age groups should be done with caution. This study only evaluates the influence of three variables, namely experiential marketing, perceived price, and customer satisfaction, on repurchase intentions. Although this research aimed to examine the combined influence of multiple variables on repurchase intention, limitations in variable scope and research design should be taken into account when interpreting the findings. It is hoped that future research can add other variables to see the interaction between variables and their more comprehensive impact on Somethinc products. Future research can involve a larger sample size, the results of the study will be more generalizable and can represent the overall population of Somethinc consumers.
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