
86 

 

REFERENCE 

Abedian, M., Amindoust, A., Maddahi, R., & Jouzdani, J. (2022). A game theory 

approach to selecting marketing-mix strategies. Journal of Advances in 

Management Research, 19(1), 139–158. https://doi.org/10.1108/JAMR-10-

2020-0264 

Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., & Qasem, Z. (2018). 

The effect of telepresence, social presence and involvement on consumer 

brand engagement: An empirical study of non-profit organizations. Journal of 

Retailing and Consumer Services, 40, 139–149. 

https://doi.org/10.1016/j.jretconser.2017.09.011 

Alifah, R., Berliana, V., & Furrie, W. (2024). Analysis of PT Paragon Innovation 

and Technology Corporate Social Responsibility Assistance Program for 

Palestine. Indonesian Journal of Contemporary Multidisciplinary Research 

(MODERN), 3(1), 223–228. https://doi.org/10.55927/modern.v3i1.7660 

Almeida, D. R. O. De, Guedes, P. A., Silva, M. M. O. Da, Silva, A. L. B. V. E., 

Lima, J. P. S. D. M., & Teichrieb, V. (2015). Interactive Makeup Tutorial 

Using Face Tracking and Augmented Reality on Mobile Devices. Proceedings 

- 2015 17th Symposium on Virtual and Augmented Reality, SVR 2015, 220–

226. https://doi.org/10.1109/SVR.2015.39 

Anjani, F., Riyanto, S., & Sutomo. (2023). Pengaruh citra merek dan kualitas 

produk terhadap minat beli konsumen kosmetik Wardah pada Toko Sheminime 

(Vol. 3, Issue 1). https://eksishum.untara.ac.id/index.php/eksishum 

Arta, I. G. S., & Yasa, N. N. K. (2019). THE ROLE OF PURCHASE INTENTION 

ON MEDIATING THE RELATIONSHIP OF E-WOM AND E-WOM 

CREDIBILITY TO PURCHASE DECISION. Russian Journal of Agricultural 

and Socio-Economic Sciences, 86(2), 33–39. 

https://doi.org/10.18551/rjoas.2019-02.06 

Ayu Trisna Febrianty, P., Gst Ayu Jesika Sita Devi N, I. P., Putu Dera Yanthi, N., 

& Dewi Pitaloka Cahyadi, N. (2024). How to Cite: Augmented reality users: 

The effect of virtual try on, live streaming and e-service quality on online 



 

87 

 

 

purchase intention mediated by customer satisfaction. In Tennessee Research 

International of Social Sciences (Vol. 6, Issue 2). 

Azevedo, P., Dos Santos, T. O., & De Aguiar, E. (2016). An Augmented Reality 

Virtual Glasses Try-On System. Proceedings - 18th Symposium on Virtual and 

Augmented Reality, SVR 2016, 1–9. https://doi.org/10.1109/SVR.2016.12 

Baytar, F., Chung, T., & Shin, E. (2020). Evaluating garments in augmented reality 

when shopping online. Journal of Fashion Marketing and Management, 24(4), 

667–683. https://doi.org/10.1108/JFMM-05-2018-0077 

Bebber, S., Milan, G. S., De Toni, D., Eberle, L., & Slongo, L. A. (2017). 

Antecedents of Purchase Intention in the Online Context. Journal of 

Relationship Marketing, 16(1), 82–98. 

https://doi.org/10.1080/15332667.2016.1242396 

Carmigniani, J., Furht, B., Anisetti, M., Ceravolo, P., Damiani, E., & Ivkovic, M. 

(2011). Augmented reality technologies, systems and applications. Multimedia 

Tools and Applications, 51(1), 341–377. https://doi.org/10.1007/s11042-010-

0660-6 

Chen, Y., Wang, Q., Chen, H., Song, X., Tang, H., & Tian, M. (2019). An overview 

of augmented reality technology. Journal of Physics: Conference Series, 

1237(2). https://doi.org/10.1088/1742-6596/1237/2/022082 

Coyle, J. R., & Thorson, E. (2001). The effects of progressive levels of interactivity 

and vividness in web marketing sites. Journal of Advertising, 30(3), 65–77. 

https://doi.org/10.1080/00913367.2001.10673646 

Desai, V., & Vidyapeeth, B. (2019). Fostering Innovation, Integration and 

Inclusion Through Interdisciplinary Practices in Management. 

Dessy Yunita, Ahmad Nazaruddin, & Lisnawati. (2023). Membangun Loyalitas 

Online: Pengaruh Kepercayaan Merek, Keterikatan Merek dan Penerimaan 

Teknologi. JKBM (JURNAL KONSEP BISNIS DAN MANAJEMEN), 9(2), 

188–201. https://doi.org/10.31289/jkbm.v9i2.8848 

Djaali. (2021). Metodologi Penelitian Kuantitatif. 

Dubey, U. K. B., & Kothari, D. P. (2022). Research Methodology; Techniques and 

Trends. 



 

88 

 

 

Dwi Viohafeni, Z., Aliyah, K. N., Ekonomi, F., & Bisnis, D. (2023). Pengaruh Fitur 

Virtual Try-On, Online Customer Review, dan Persepsi Harga Terhadap 

Keputusan Pembelian Kosmetik Pada Aplikasi Shopee. Journal of Economics 

and Business Research, 2(2), 214–226. 

Eka Hartati, Q., Khoiril Mala, I., & Author, C. (2024). PENGARUH DIGITAL 

MARKETING TERHADAP PERILAKU KONSUMEN DI INDONESIA. 

Jurnal Pendidikan Sejarah Dan Riset Sosial Humaniora, 4(2), 2621–119. 

Esmark, C. L., Noble, S. M., Bell, J. E., & Griffith, D. A. (2016). The effects of 

behavioral, cognitive, and decisional control in co-production service 

experiences. Marketing Letters, 27(3), 423–436. 

https://doi.org/10.1007/s11002-015-9348-z 

Fenanda, Z. I., Triwijayati, A., & Wahyono, S. A. (2024). THE EFFECT OF 

USING VIRTUAL TRY-ON ON PURCHASE INTENTION WITH 

ELECTRONIC WORD OF MOUTH AS A MEDIATION VARIABLE 

(CONSUMER PERSPECTIVE OF E-COMMERCE INDONESIA). Journal 

of Sustainable Technology and Applied Science (JSTAS), 5(1), 6–17. 

Geraldine, Y. M., & Susanti, A. (2021). Point Pengaruh Merek, Kualitas Produk, 

Media Sosial dan Harga Terhadap Minat Beli Konsumen Pada Produk Brand 

Wardah. https://ejournals.umma.ac.id/indeks.php/point 

Ghozali, I. (2014). Structural Equation Modelling; Metode Alternatif Dengan 

Partial Least Square (PLS) (4th ed.). 

Ginting, N. F. H. (2023). Manajemen Pemasaran. 

Hasibuan, R. R., Fathurohman, A., Setyanugraha, R. S., & Masrokhah, S. (2022). 

Analysis of the Effect of Brand Equity on Buying Interest in Paragon’s 

Products. International Journal of Economics, Business and Management 

Research, 06(06), 57–70. https://doi.org/10.51505/ijebmr.2022.6605 

Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., & Keeling, D. I. (2017). 

Augmenting the eye of the beholder: exploring the strategic potential of 

augmented reality to enhance online service experiences. Journal of the 

Academy of Marketing Science, 45(6), 884–905. 

https://doi.org/10.1007/s11747-017-0541-x 



 

89 

 

 

Hilken, T., Heller, J., Chylinski, M., Keeling, D. I., Mahr, D., & de Ruyter, K. 

(2018). Making omnichannel an augmented reality: the current and future state 

of the art. In Journal of Research in Interactive Marketing (Vol. 12, Issue 4, 

pp. 509–523). Emerald Group Holdings Ltd. https://doi.org/10.1108/JRIM-

01-2018-0023 

Huang, T. L., & Liao, S. L. (2017). Creating e-shopping multisensory flow 

experience through augmented-reality interactive technology. Internet 

Research, 27(2), 449–475. https://doi.org/10.1108/IntR-11-2015-0321 

Indiran, L. A. P., Putri, A. A. S., Fu, C., & Dungog, J. A. (2024). Virtual try-on 

application and fashion purchase intentions among gen Z consumers in 

Malaysia. In Driving Green Marketing in Fashion and Retail (pp. 194–212). 

IGI Global. https://doi.org/10.4018/979-8-3693-3049-4.ch012 

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis: Konvergensi 

Teknologi Komunikasi dan Infromasi (D. Sumayyah, Ed.). 

Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the TikTok 

application and its influence on the purchase intention of somethinc products. 

Asia Pacific Management Review, 28(2), 174–184. 

https://doi.org/10.1016/j.apmrv.2022.07.007 

Indrawati, Rabbani, P. A., & Kurnia. (2021). Using Text Mining to Improve Service 

Quality Effort: a Case on Indonesia Beauty E-Commerce. IEEE. 

Indriantoro, N., & Supomo, B. (2018a). Metode Penelitian Bisnis. ANDI. 

Indriantoro, N., & Supomo, B. (2018b). Metode Penelitian Bisnis. ANDI. 

Jan, A., Chang, F. K., & Li, E. Y. (2023). Understanding the Virtual Experiential 

Value and Its Effect on Travel Intention. International Journal of Internet 

Marketing and Advertising, 19(3/4). 

https://doi.org/10.1504/ijima.2023.10057234 

Javornik, A. (2016). ‘It’s an illusion, but it looks real!’ Consumer affective, 

cognitive and behavioural responses to augmented reality applications. 

Journal of Marketing Management, 32(9–10), 987–1011. 

https://doi.org/10.1080/0267257X.2016.1174726 



 

90 

 

 

Jufriyanto, Moh., Muslimah, T. B., & Setiawan, A. (2024). Evaluasi Pemasaran 

Berbasis 4P terhadap Kepuasan Konsumen dengan SEM-PLS (Structural 

Equation Modelling-Part Least Square). Jurnal Media Teknik Dan Sistem 

Industri, 8(2), 104. https://doi.org/10.35194/jmtsi.v8i2.4242 

Kasuma, T. S., & Oktarina, R. (2024). Pengaruh Pemanfaatan Fitur Virtual Try-On 

Berbasis Augmented Reality pada Aplikasi Tiktok dalam Pemilihan Produk 

Cushion Oleh Mahasiswa di Fakultas Pariwisata dan Perhotelan Universitas 

Negeri Padang. Jurnal Kajian Dan Penelitian Umum, 2(5), 87–98. 

https://doi.org/10.47861/jkpu-nalanda.v2i5.1305 

Khumaeroh, F. A., Yanusa, N., Yulianto, A., Riono, S. B., Manajemen, P. S., 

Ekonomi, F., & Bisnis, D. (2023). Analisis Pengaruh Kualitas Produk, Harga 

dan Promosi terhadap Keputusan Pembelian Kosmetik Wardah (Studi Kasus 

di Toko Kosmetik Levina Beauty Brebes). In JECMER: Journal of Economic, 

Management and Entrepreneurship Research (Vol. 1, Issue 4). 

Kim, H. Y., Song, J. H., & Lee, J. H. (2019a). When are personalized promotions 

effective? The role of consumer control. International Journal of Advertising, 

38(4), 628–647. https://doi.org/10.1080/02650487.2019.1593721 

Kim, H. Y., Song, J. H., & Lee, J. H. (2019b). When are personalized promotions 

effective? The role of consumer control. International Journal of Advertising, 

38(4), 628–647. https://doi.org/10.1080/02650487.2019.1593721 

Kim, J., & Forsythe, S. (2008). Adoption of virtual try-on technology for online 

apparel shopping. Journal of Interactive Marketing, 22(2), 45–59. 

https://doi.org/10.1002/dir.20113 

Kotane, I., Znotina, D., & Hushko, S. (2019). ASSESSMENT OF TRENDS IN 

THE APPLICATION OF DIGITAL MARKETING. Scientific Journal of 

Polonia University, 33(2), 28–35. https://doi.org/10.23856/3303 

Kotler, P., Kartajaya, H., & Setiawan, I. (2024). Marketing 6.0. John Wiley & Sons, 

Inc. 

Kristi, K., & Kusumawati, N. (2021, May 24). Technology Acceptance and 

Customer Perception of Augmented Reality (AR) in Indonesian Beauty 

Industry. https://doi.org/10.4108/eai.22-7-2020.2307916 



 

91 

 

 

Kurniawan, A. R. (2018). Dasar Dasar Marketing. QUADRANT. 

Kurniawan, A. R. (2021). Marketing 101. 

Kusumawati, M., & Rahmawan, G. (2021). Factors Influence of Purchase Intention 

on Beauty Product. https://ijersc.org/ 

Laras, J., Safitri, G., & Oktafani, F. (2022). Analisis Penerimaan Augmented 

Reality Pada Wardah Virtual Try On dengan Pendekatan Technology 

Acceptance Model (TAM). SEIKO : Journal of Management & Business, 5(2). 

https://doi.org/10.37531/sejaman.vxix.464 

Larasati, D. R., & Fadillah, A. (2022). Pengaruh Kepercayaan Merek Dan Promosi 

Penjualan Terhadap Minat Beli Online Di E-Commerce Shopee. Jurnal 

Informatika Kesatuan, 2(1), 35–48. https://doi.org/10.37641/jikes.v2i1.1381 

Liu, S., & Napitupulu, T. A. (2020). ANALYZING FACTORS AFFECTING 

SATISFACTION AND PURCHASE INTENTION TOWARDS MOBILE 

AUGMENTED REALITY E-COMMERCE APPLICATIONS IN 

INDONESIA. Journal of Theoretical and Applied Information Technology, 

98, 22. www.jatit.org 

Lombard, M., Biocca, F., Freeman, J., Ijsselsteijin, W., & Schaevits, R. J. (2015). 

Telepresence Theory, Measurement & Technology. 

Martarahayu, S., Hermawan, A., & Winarno, A. (2019). Decision Factors for 

Purchasing Local Cosmetic Products. 11(21). https://doi.org/10.7176/EJBM 

Maulidyah, N. H., Latief, F., & Nurhaeda. (2023). PENGARUH LABELISASI 

HALAL DAN KUALITAS PRODUK TERHADAP MINAT BELI KOSMETIK 

WARDAH PADA TOKO SATU SAMA HERTASNING MAKASSAR. https://e-

jurnal.nobel.ac.id/index.php/NMaR 

McLean, G., & Wilson, A. (2019). Shopping in the digital world: Examining 

customer brand engagement through augmented reality mobile applications. 

Mussa, M. H. (2022). CUSTOMER EXPERIENCE’ ROLE IN THE 

RELATIONSHIP BETWEEN AUGMENTED REALITY AND PURCHASE 

INTENTION ممم مممم مممم ممممممم م مممممممم م  

 The Role of Customer Experience in the 2022 ممممم ممممم

urchase Intention in Times ofRelationship between Augmented Reality and P 



 

92 

 

 

19: An Applied Study on the Online Retail Sector in Egypt-COVID 

CUSTOMER EXPERIENCE’ ROLE IN THE RELATIONSHIP BETWEEN 

CUSTOMER EXPERIENCE’ ROLE IN THE RELATIONSHIP BETWEEN.  

Musyaffi, A. M., Khairunnisa, H., & Respati, D. K. (2022). KONSEP DASAR 

STRUCTURAL EQUATION MODEL- PARTIAL LEAST SQUARE (SEM-PLS) 

MENGGUNAKAN SMARTPLS. 

Nanjundeswaraswamy, T. S., & Divakar, S. (2021). DETERMINATION OF 

SAMPLE SIZE AND SAMPLING METHODS IN APPLIED RESEARCH. 

Proceedings on Engineering Sciences, 3(1), 25–32. 

https://doi.org/10.24874/PES03.01.003 

Nawangsari, S., & Kusumawati, N. A. (2023). THE INFLUENCE OF BRAND 

TRUST, PRODUCT QUALITY, PRICE AND SOCIAL MEDIA 

MARKETING ON INTEREST TO REPURCHASE WARDAH COSMETIC 

PRODUCTS under a Creative Commons Attribution-NonCommercial 4.0 

International License (CC BY-NC 4.0). Jurnal Ekonomi, 12(01), 2023. 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Nuriswan, A. D. (2023). 2 (1). 

Paim, L., & Khatibi, A. (2011). Understanding consumer’s internet purchase 

intention in Malaysia. In Article in AFRICAN JOURNAL OF BUSINESS 

MANAGEMENT. http://www.academicjournals.org/AJBM 

Pantano, E., & Servidio, R. (2012). Modeling innovative points of sales through 

virtual and immersive technologies. Journal of Retailing and Consumer 

Services, 19(3), 279–286. https://doi.org/10.1016/j.jretconser.2012.02.002 

Park, M., & Yoo, J. (2020). Effects of perceived interactivity of augmented reality 

on consumer responses: A mental imagery perspective. Journal of Retailing 

and Consumer Services, 52. https://doi.org/10.1016/j.jretconser.2019.101912 

Pasaribu, R. M., & Pasaribu, H. D. S. (2021). Customer Experience as A Mediation 

of Omnichannel Retailers of Wardah Beauty Products on Repurchase 

Intentions. In International Journal of Marketing & Human Resource 

Research (Vol. 2, Issue 3). www.wardahbeauty.com/id 



 

93 

 

 

Patnaik, A. (2024). Exploring The Evolution Of Virtual Try-On Technologies: A 

Comprehensive Review From A User-Centric Perspective. Educational 

Administration: Theory and Practice, 8271–8287. 

https://doi.org/10.53555/kuey.v30i4.2723 

Prasetio, A., Witarsyah, N. A., & Indrawati. (2024). The effect of e-WOM on 

purchase intention in e-commerce in Indonesia through the expansion of the 

information adoption model. International Journal of Data and Network 

Science, 8(3), 1959–1968. https://doi.org/10.5267/j.ijdns.2024.1.017 

Pratama Afrianto, A., & Irwansyah, I. (2021). EKSPLORASI KONDISI 

MASYARAKAT DALAM MEMILIH BELANJA ONLINE MELALUI 

SHOPEE SELAMA MASA PANDEMI COVID-19 DI INDONESIA. Jurnal 

Teknologi Dan Sistem Informasi Bisnis, 3(1), 10–29. 

https://doi.org/10.47233/jteksis.v3i1.181 

Priansa, D. J. (2017). Komunikasi Pemasaran Terpadu. CV Pustaka Setia. 

Putri, S. I., Yulianti, E., Saputra, G. G., Ningrum, H. F., Ekonomi, F., Bisnis, D., 

Sultan, U., Tirtayasa, A., Jendral, U., & Yani, A. (2022). Faktor Penentu 

Minat Beli Konsumen Melalui E-Commerce Berbasis Marketplace. 

https://ejournal2.pnp.ac.id/index.php/jipb 

Ramadhan, M. A., Nugroho, I., & Wisnu, A. A. (2022). THE IMPACT OF 

ONLINE REVIEWS ON ONLINE PURCHASE INTENTION IN 

TOKOPEDIA (JAKARTA). Jurnal Ekonomi Trisakti, 2(2), 395–406. 

https://doi.org/10.25105/jet.v2i2.14077 

Rosmayati, S., Sudirman, A., Anne, H., Arifudin, O., Rijal, K., Alaydrus, S., & 

Rusmana, F. D. (2020). Perilaku konsumen dan Perkembangannya di Era 

Digital. 

Salma Dhianita, & Popy Rufaidah. (2024). The Role of Virtual Try-On Augmented 

Reality of Cosmetic Products on Purchase Intention Mediated by Brand Trust. 

Jurnal Manajemen Bisnis, 11(2), 1111–1123. 

https://doi.org/10.33096/jmb.v11i2.797 

Sarwono, J. (2013). Statistik Multivariat Aplikasi untuk Riset Skripsi. 



 

94 

 

 

Scholz, J., & Duffy, K. (2018). We ARe at home: How augmented reality reshapes 

mobile marketing and consumer-brand relationships. Journal of Retailing and 

Consumer Services, 44, 11–23. 

https://doi.org/10.1016/j.jretconser.2018.05.004 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business. 

www.wileypluslearningspace.com 

Septina, A., Anggraini, I., Jayanti, E. P., Wichdati, F. I., Hasana, W., & Windayani, 

N. R. (n.d.). ANALISIS PERILAKU DAN KECERDASAN KONSUMEN 

TERHADAP KONSUMSI PRODUK KOSMETIK KECANTIKAN. 

Setianingsih, F. E., & Aziz, F. (2022). Pengaruh Media Sosial Marketing Tiktok 

Terhadap Minat Beli Online di Shopee. Jurnal Administrasi Bisnis, 11(2), 25–

34. https://doi.org/10.14710/jab.v11i2.42602 

Shafwa, A. N. B., & Kumalasari, R. A. D. (2024). PENGGUNAAN VITUAL TRY-

ON : PENGARUH ENJOYMENT DAN INNOVATIVENESS PADA NIAT BELI 

KOSMETIK ONLINE. 8(3). 

Sholihin, M., & Ratmono, D. (2013). Analisis SEM-PLS dengan WarpPLS 3.0. 

Sholihin, M., & Ratmono, D. (2020). Analisis SEM-PLS dengan WarpPLS 7.0 (2nd 

ed.). 

Sinha, R. (2018). A COMPARATIVE ANALYSIS OF TRADITIONAL MARKETING 

V/S DIGITAL MARKETING. https://doi.org/10.13140/RG.2.2.30569.83048 

Song, H. K., Baek, E., & Choo, H. J. (2020). Try-on experience with augmented 

reality comforts your decision: Focusing on the roles of immersion and 

psychological ownership. Information Technology and People, 33(4), 1214–

1234. https://doi.org/10.1108/ITP-02-2019-0092 

Steuer, J. (1992). Defining Virtual Reality: Dimensions Determining Telepresence. 

Journal of Communication, 42(4), 73–93. https://doi.org/10.1111/j.1460-

2466.1992.tb00812.x 

Suhendar, H. A., & Tolle, H. (2022). Pengembangan Aplikasi Augmented Reality 

Clothing untuk Meningkatkan Minat Beli Konsumen terhadap Bisnis Clothing 

Line Kyouka (Vol. 6, Issue 3). http://j-ptiik.ub.ac.id 



 

95 

 

 

Sukesi, & Akbar Hidayat, W. G. P. (2019). Managing the Halal industry and the 

purchase intention of Indonesian Muslims the case of Wardah cosmetics. 

Journal of Indonesian Islam, 13(1), 200–229. 

https://doi.org/10.15642/JIIS.2019.13.1.200-229 

Sunyoto, D. (2014). Dasar Dasar Manajemen Pemasaran : Konsep, Strategi dan 

Kasus. 

Sustaningrum, R. (2023). PURCHASE INTENTION GENERASI Z PADA 

PRODUK KOSMETIK DENGAN TEKNOLOGI AUGMENTED REALITY 

PADA MASA PANDEMI. Jurnal Ilmiah Ekonomi Bisnis, 28(3), 405–419. 

https://doi.org/10.35760/eb.2023.v28i3.7170 

Taan, H., Manajemen, J., & Ekonomi, F. (2021). Kemudahan Penggunaan dan 

Harga … 89 e. Journal Ekonomi Bisnis Dan Akuntansi, 8(1), 89–96. 

Ulfa, R. (2021). Variabel penelitian dalam penelitian pendidikan. 

van Esch, P., & Stewart Black, J. (2021). Artificial Intelligence (AI): 

Revolutionizing Digital Marketing. Australasian Marketing Journal, 29(3), 

199–203. https://doi.org/10.1177/18393349211037684 

Verhagen, T., Vonkeman, C., Feldberg, F., & Verhagen, P. (2013). Making online 

products more tangible and likeable : The role of local presence as product 

presentation mechanism Research Memorandum 2013-3 Tibert Verhagen. 

Wang, M., Sun, L. L., & Hou, J. D. (2021). How emotional interaction affects 

purchase intention in social commerce: the role of perceived usefulness and 

product type. Psychology Research and Behavior Management, 14, 467–481. 

https://doi.org/10.2147/PRBM.S301286 

Wathieu, L., Brenner, L., Carmon, Z., Chattopadhyay, A., Wertenbroch, K., Drolet, 

A., Gourville, J., Muthukrishnan, A. V, Novemsky, N., & Ratner, R. K. (2002). 

Consumer Control and Empowerment: A Primer. In Marketing Letters (Vol. 

13). 

Whang, J. Bin, Song, J. H., Choi, B., & Lee, J. H. (2021). The effect of Augmented 

Reality on purchase intention of beauty products: The roles of consumers’ 

control. Journal of Business Research, 133, 275–284. 

https://doi.org/10.1016/j.jbusres.2021.04.057 



 

96 

 

 

Wijanto, S. H. (2008). Structural Equating Modeling. 

Wulandari, R., Rahmat Ghofur, A., & Adriansyah, W. (2024). The Beauty of a 

Local Brand that Becomes Queen in Its Own Country: A BrandmorphosisTM 

Analysis of Wardah. Jobmark: Journal of Branding and Marketing 

Communication, 5(2), 93–107. https://doi.org/10.36782/jobmark.v4i2.394 

Yang, J., & Lin, Z. (2024). From screen to reality: How AR drives consumer 

engagement and purchase intention. Journal of Digital Economy, 3, 37–46. 

https://doi.org/10.1016/j.jdec.2024.07.001 

Yasmin, A., Tasneem, S., & Fatema, K. (2015). international-journal-of-

management-science-and-business-administration ISSN 1849-5419 (print). 

International Journal of Management Science And Business Administration, 

1(5), 69–80. http://researchleap.com/category/ 

Yim, M. Y. C., Chu, S. C., & Sauer, P. L. (2017a). Is Augmented Reality 

Technology an Effective Tool for E-commerce? An Interactivity and 

Vividness Perspective. Journal of Interactive Marketing, 39, 89–103. 

https://doi.org/10.1016/j.intmar.2017.04.001 

Yim, M. Y. C., Chu, S. C., & Sauer, P. L. (2017b). Is Augmented Reality 

Technology an Effective Tool for E-commerce? An Interactivity and 

Vividness Perspective. Journal of Interactive Marketing, 39, 89–103. 

https://doi.org/10.1016/j.intmar.2017.04.001 

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the Factors Affecting 

Customer Purchase Intention. Type: Double Blind Peer Reviewed 

International Research Journal Publisher: Global Journals Inc, 15. 

Yuan, M., Khan, I. R., Farbiz, F., Yao, S., Niswar, A., & Foo, M. H. (2013). A 

mixed reality virtual clothes try-on system. IEEE Transactions on Multimedia, 

15(8), 1958–1968. https://doi.org/10.1109/TMM.2013.2280560 

Zlatanova, D. S. (2002). Augmented Reality Technology. 

  

 


	REFERENCE

