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ABSTRACT

This research aimed to study the factors of price, perceived product quality, perceived
enjoyment, reputation, and perceived interactivity affecting the repurchase intention of
consumers purchasing products through live commerce. The Questionnaires were distributed to
four hundred and fourteen people who had purchased products from watching live streaming
through online platforms. Most participants were 26-to-30-year old female. Most held a
bachelor's degree with an average income between 15,000 to 25,000 baht and company
employees. Most of the average frequency per month of purchasing products from watching live
streaming is 1-3 times. The most frequent platform for purchases is Shopee Live. And, the latest
channel through which shopping for products was Tiktok Live. Descriptive statistics and multiple

linear regression were used to test hypotheses.

Analysis results of the repurchase intention levels of the sample group in terms of price,
perceived product quality, perceived enjoyment, reputation, and perceived interaction, with price
being the most influential factor. Regression analysis showed the factors of price, perceived
product quality, perceived enjoyment, reputation, and perceived interactivity explained 51.20%
of the repurchase intention. Repurchase intention was found reputation to have the greatest
impact on repurchase intention (,B = .292, p <.001), followed by perceived enjoyment,
perceived interactivity, perceived product quality, and price impact (B = .186, p < .001, [3 =

165, p < .001, B = 147, p = .032 and B = .145, p = .015) accordingly.

Keywords: Price, Perceived Product Quality, Perceived Enjoyment, Reputation, Perceived

Interactivity, Repurchase Intention, Live commerce, Live Streaming
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