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Penelitian ini bertujuan untuk mengetahui apakah : (1) promosi di media
sosial berpengaruh signifikan terhadap minat beli ulang produk skincare Somethinc
dengan dimediasi kepuasan konsumen, (2) persepsi kualitas berpengaruh signifikan
terhadap minat beli ulang produk skincare Somethinc dengan dimediasi kepuasan
konsumen, (3) inovasi produk berpengaruh signifikan terhadap minat beli ulang
produk skincare Somethinc dengan dimediasi kepuasan konsumen. Populasi dalam
penelitian ini adalah konsumen yang pernah memakai produk skincare Somethinc
minimal dua kali dalam tiga bulan terakhir dan berdomisili di Daerah Istimewa
Yogyakarta. Teknik pengambilan sampel menggunakan purposive sampling.
Peneliti memperoleh data dengan membagikan kuesioner secara online melalui
google form kepada 100 responden. Analisis data dalam penelitian ini
menggunakan Partial Least Square (PLS) dengan menggunakan aplikasi WarpPLS
7.0. hasil penelitian ini adalah : (1) promosi di media sosial berpengaruh signifikan
terhadap minat beli ulang dengan dimediasi sebagian oleh kepuasan konsumen, (2)
persepsi kualitas berpengaruh signifikan terhadap minat beli ulang dengan
dimediasi sebagian oleh kepuasan konsumen, (3) inovasi produk berpengaruh
signifikan terhadap minat beli ulang dengan dimediasi sebagian oleh kepuasan
konsumen.
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This study aims to find out whether: (1) promotion on social media has a
significant influence towards repurchase interest in Somethinc skincare products
mediated by consumer satisfaction, (2) perceived quality has a significant influence
towards repurchase interest in Somethinc skincare products mediated by consumer
satisfaction, (3) product innovation has a significant influence towards the repurchase
interest of Somethinc skincare products mediated by consumer satisfaction. The
population in this study is the consumers who lives in Special Region of Yogyakarta
and have used Somethinc skincare products at least twice in the last three months. The
sampling technique used purposive sampling. Researchers obtained data by distributing
online questionnaires via google form to 100 respondents. Data analysis in this study
used Partial Least Square (PLS) using the WarpPLS 7.0 application. The results of this
study are: (1) promotion on social media had a significant influence towards repurchase
intention partially mediated by consumer satisfaction, (2) perceived quality has a
significant influence towards repurchase interest partially mediated by consumer
satisfaction, (3) product innovation has a significant influence on repurchase interest
partially mediated by consumer satisfaction.
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