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RINGKASAN

TAMARA FITRIANA FARUHA. Pengaruh Augmented Reality terhadap Purchase
Intention Kosmetik Make Over dalam Kerangka Stimulus—Organism—Response.
Dibimbing oleh MA’MUN SARMA dan INDRA REFIPAL SEMBIRING.

Perdagangan kosmetik melalui e-commerce memberikan kemudahan dalam
mengakses berbagai produk, tetapi keterbatasan konsumen dalam mengevaluasi
kesesuaian shade, tekstur, dan tampilan produk sebelum pembelian dapat
menimbulkan ketidakpastian. Augmented Reality (AR) melalui teknologi virtual
try-on  menawarkan pengalaman evaluasi produk secara digital, tetapi
efektivitasnya dalam membentuk purchase intention bergantung pada karakteristik
teknologi dan proses evaluasi yang terbentuk pada pengguna. Oleh karena itu,
penelitian ini bertujuan menganalisis pengaruh interactivity, vividness, dan novelty
terhadap purchase intention produk Make Over melalui Make Over Virtual Try On,
serta menjelaskan peran perceived ease of use, perceived usefulness, dan
satisfaction dalam proses pembentukan niat pembelian, termasuk mekanisme
pengaruh langsung dan tidak langsung karakteristik AR terhadap perceived
usefulness melalui perceived ease of use.

Penelitian mengintegrasikan kerangka Stimulus—Organism—Response (S—O—
R) dan Technology Acceptance Model (TAM). Interactivity, vividness, dan novelty
diposisikan sebagai stimulus, sedangkan perceived ease of use dan perceived
usefulness merepresentasikan evaluasi kognitif serta satisfaction merepresentasikan
evaluasi afektif pada tahap organism. Purchase intention diposisikan sebagai
response perilaku. Penelitian menggunakan pendekatan kuantitatif eksplanatori
terhadap 160 pengguna Make Over Virtual Try On di Jabodetabek yang berusia
minimal 17 tahun dan pernah menggunakan fitur tersebut pada periode Januari—
April 2026. Data dikumpulkan secara daring melalui kuesioner menggunakan non-
probability sampling dengan metode quota sampling serta dianalisis menggunakan
analisis deskriptif dan Structural Equation Modeling—Partial Least Squares (SEM-
PLS).

Karakteristik responden menunjukkan bahwa pengguna Make Over Virtual
Try On didominasi oleh perempuan berusia 20-27 tahun yang berdomisili di
Jakarta, berpendidikan S1/D4, serta bekerja sebagai pegawai swasta. Mayoritas
responden memiliki pendapatan Rp3.000.000 hingga kurang dari Rp6.000.000 per
bulan, menggunakan Make Over Virtual Try On kurang dari lima kali, dan membeli
produk Make Over sebanyak satu hingga dua kali setelah menggunakan fitur
tersebut. Hasil analisis deskriptif menunjukkan bahwa seluruh variabel berada pada
kategori setuju. Purchase intention memperoleh skor rataan tertinggi, diikuti oleh
satisfaction dan perceived ease of use. Hasil tersebut menunjukkan bahwa
responden memiliki kecenderungan niat pembelian yang positif, disertai tingkat
kepuasan yang baik serta persepsi bahwa Make Over Virtual Try On mudah
digunakan dalam mendukung evaluasi produk sebelum pembelian.

Hasil pengujian menunjukkan bahwa interactivity berpengaruh positif dan
signifikan terhadap perceived ease of use dan perceived usefulness, sedangkan
vividness dan novelty berpengaruh positif dan signifikan terhadap perceived
usefulness, tetapi tidak terhadap perceived ease of use. Selanjutnya, perceived ease
of use berpengaruh positif dan signifikan terhadap perceived usefulness, sedangkan



perceived ease of use dan perceived usefulness berpengaruh positif dan signifikan
terhadap satisfaction. Satisfaction menjadi faktor dengan pengaruh paling kuat
terhadap purchase intention. Pada pengujian pengaruh tidak langsung, perceived
ease of use terbukti memediasi pengaruh interactivity terhadap perceived
usefulness. Sebaliknya, perceived ease of use tidak memediasi pengaruh vividness
dan novelty terhadap perceived usefulness. Temuan tersebut menunjukkan bahwa
tateractivity memiliki peran yang lebih luas karena membentuk persepsi manfaat
melalui jalur langsung dan tidak langsung, sedangkan vividness dan novelty
terutama membentuk persepsi manfaat secara langsung.

Secara keseluruhan, penelitian menunjukkan bahwa pembentukan purchase
intention melalui Make Over Virtual Try On berlangsung secara bertahap, dimulai
dari karakteristik AR, dilanjutkan dengan evaluasi terhadap kemudahan dan
manfaat fitur, kemudian pembentukan satisfaction, hingga munculnya niat
pembelian. Temuan ini memperluas penerapan integrasi TAM dan S—O-R dalam
konteks AR kosmetik dengan menunjukkan bahwa setiap karakteristik AR
memiliki mekanisme pengaruh yang berbeda. Implikasi manajerial diarahkan pada
penguatan interactivity melalui kontrol percobaan dan perbandingan shade yang
lebih mudah, peningkatan vividness melalui penyajian visual yang lebih informatif,
serta pengembangan novelty melalui pengalaman yang lebih personal dan relevan.
Strategi tersebut dapat diperkuat melalui integrasi Make Over Virtual Try On
dengan Mastershade agar eksplorasi produk secara digital didukung oleh
pendampingan yang lebih personal dalam menentukan shade. Optimalisasi tersebut
diharapkan meningkatkan perceived ease of use, perceived usefulness, dan
satisfaction, sehingga pada akhirnya memperkuat purchase intention terhadap
produk Make Over.

Kata kunci: augmented reality, purchase intention, SEM-PLS, stimulus—organism—
response.



SUMMARY

TAMARA FITRIANA FARUHA. The Effect of Augmented Reality on Purchase
Intention of Make Over Cosmetics within the Stimulus—Organism—Response
Framework. Supervised by MA’MUN SARMA and INDRA REFIPAL
SEMBIRING.

The growth of cosmetic e-commerce has increased consumers’ access to a
wide range of products; however, it has also created uncertainty because consumers
are unable to directly evaluate the suitability of shades, textures, and product
appearances before making a purchase. Augmented Reality (AR) through virtual
try-on technology provides a digital means of product evaluation, yet its
effectiveness in generating purchase intention depends on the characteristics of the
technology and the evaluation processes formed during user interaction. Therefore,
this study aimed to analyze the effects of interactivity, vividness, and novelty on
purchase intention toward Make Over products through the use of Make Over
Virtual Try On. The study also examined the roles of perceived ease of use,
perceived usefulness, and satisfaction in the formation of purchase intention,
including the direct and indirect effects of AR characteristics on perceived
usefulness through perceived ease of use.

This study integrated the Stimulus—Organism—Response (S—O—R) framework
and the Technology Acceptance Model (TAM). Interactivity, vividness, and
novelty were positioned as stimuli, while perceived ease of use and perceived
usefulness represented users’ cognitive evaluations and satisfaction represented
their affective evaluation at the organism stage. Purchase intention was positioned
as the behavioral response. This study employed a quantitative explanatory
approach involving 160 Make Over Virtual Try On users residing in the Greater
Jakarta area who were at least 17 years old and had used the feature between January
and April 2026. Primary data were collected online through a questionnaire using
non-probability sampling with a quota sampling method. The data were analyzed
using descriptive analysis and Partial Least Squares Structural Equation Modeling
(PLS-SEM).

The respondent profile indicated that Make Over Virtual Try On users were
predominantly female, aged 20-27 years, residing in Jakarta, holding a bachelor’s
degree or equivalent qualification, and working in the private sector. Most
respondents had a monthly income ranging from IDR 3,000,000 to less than IDR
6,000,000, had used Make Over Virtual Try On fewer than five times, and had
purchased Make Over products one to two times after using the feature. The
descriptive analysis showed that all research variables were categorized as agreed.
Purchase intention had the highest mean score, followed by satisfaction and
perceived ease of use. These findings indicate that respondents demonstrated a
positive intention to purchase, were generally satisfied with the feature, and
perceived Make Over Virtual Try On as easy to use in supporting product
evaluation before purchase.

The hypothesis testing results showed that interactivity had positive and
significant effects on both perceived ease of use and perceived usefulness.
Vividness and novelty had positive and significant effects on perceived usefulness
but did not significantly affect perceived ease of use. Furthermore, perceived ease



of use had a positive and significant effect on perceived usefulness, while both
perceived ease of use and perceived usefulness positively and significantly
influenced satisfaction. Satisfaction had the strongest effect on purchase intention.
The indirect-effect analysis further demonstrated that perceived ease of use
mediated the relationship between interactivity and perceived usefulness. In
contrast, perceived ease of use did not mediate the effects of vividness and novelty
on perceived usefulness. These findings indicate that interactivity plays a broader
role by shaping perceived usefulness through both direct and indirect mechanisms,
whereas vividness and novelty primarily enhance perceived usefulness through
direct effects.

Overall, the findings demonstrate that purchase intention through Make Over
Virtual Try On is formed through a sequential process, beginning with AR
characteristics, followed by users’ cognitive evaluations of ease of use and
usefulness, affective evaluation in the form of satisfaction, and ultimately purchase
pitention. This study extends the application of the integrated TAM and S—-O-R
framework in the context of cosmetic AR by demonstrating that different AR
characteristics operate through distinct mechanisms. The managerial implications
emphasize strengthening interactivity by improving users’ control over product
trials and shade comparisons, enhancing vividness through more informative visual
representations, and developing novelty through more personalized and relevant
user experiences. These strategies may be reinforced by integrating Make Over
Virtual Try On with the Mastershade initiative, thereby combining digital product
exploration with more personalized assistance in identifying suitable shades. Such
improvements are expected to enhance perceived ease of use, perceived usefulness,
and satisfaction, ultimately strengthening consumers’ purchase intention toward
Make Over products.

Keywords: augmented reality, purchase intention, SEM-PLS, stimulus—organism—
response.
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