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ABSTRACT

Halimah (2025). The Effect of Augmented Reality Marketing on Pre-
Purchase Cognitive Dissonance, Purchase Intention, and Willingness To Pay More

on Maybelline Lipstick Products on the Shopee E-Commerce Platform. Advisor:
Nuril Huda.

This research aims to analyze: (1) The influence of Augmented Reality
Marketing on Purchase Intention, (2) The influence of Augmented Reality
Marketing on Pre-Purchase Cognitive Dissonance, (3) The influence of Pre-
Purchase Cognitive Dissonance on Purchase Intention, (4) The influence of Pre-
Purchase Cognitive Dissonance on Willingness to Pay More, (5) The influence of
Purchase Intention on Willingness to Pay More.

This research uses quantitative methods and data collection through
questionnaires distributed online. The population in this study, namely the people
of Banjarmasin City who are female who have the Shopee application and know the
virtual try-on feature based on Augmented Reality Marketing on Maybelline lipstick
products. Sampling was carried out using purposive sampling technique as many
as 251 respondents with the criteria: having used the Augmented Reality
Marketing-based virtual try-on feature on Maybelline lipstick products and being
at least 17 years old. The research data were analyzed using a Structural Equation
Modeling (SEM) approach based on Partial Least Square (PLS) using SmartPLS
software.

The Results of this research indicate that: (1) Augmented Reality Marketing
has a positive and significant influence on Purchase Intention, (2) Augmented
Reality Marketing has a negative and significant influence on Pre-Purchase
Cognitive Dissonance, (3) Pre-Purchase Cognitive Dissonance has a negative and
significant influence on Purchase Intention, (4) Pre-Purchase Cognitive
Dissonance has no influence on Willingness to Pay More, (5) Purchase Intention
has a positive and significant influence on Willingness to Pay More.

Keywords: Augmented Reality Marketing, Pre-Purchase Cognitive Dissonance,
Purchase Intention, Willingness to Pay More
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ABSTRAK

Halimah (2025). Pengaruh Augmented Reality Marketing terhadap Pre-
Purchase Cognitive Dissonance, Purchase Intention, dan Willingness To Pay More
pada Produk Lipstik Maybelline di Platform E-Commerce Shopee. Pembimbing:
Nuril Huda.

Penelitian ini bertujuan untuk menganalisis: (1) Pengaruh Augmented
Reality Marketing terhadap Purchase Intention, (2) Pengaruh Augmented Reality
Marketing terhadap Pre-Purchase Cognitive Dissonance, (3) Pengaruh Pre-
Purchase Cognitive Dissonance terhadap Purchase Intention, (4) Pengaruh Pre-
Purchase Cognitive Dissonance terhadap Willingness to Pay More, (5) Pengaruh
Purchase Intention terhadap Willingness to Pay More.

Penelitian ini menggunakan metode kuantitatif dan pengumpulan data
melalui kuesioner yang disebarkan secara online. Populasi pada penelitian ini, yaitu
masyarakat Kota Banjarmasin yang berjenis kelamin perempuan yang memiliki
aplikasi Shopee dan mengetahui adanya fitur virtual try-on berbasis Augmented
Reality Marketing pada produk lipstik Maybelline. Pengambilan sampel dilakukan
dengan teknik purposive sampling sebanyak 251 responden dengan kriteria: pernah
menggunakan fitur virtual try-on berbasis Augmented Reality Marketing pada
produk lipstik Maybelline dan berusia sekurang-kurangnya 17 tahun. Data
penelitian dianalisis menggunakan pendekatan Structural Equation Modeling
(SEM) berbasis Partial Least Square (PLS) menggunakan software SmartPLS.

Hasil penelitian ini menunjukkan bahwa: (1) Augmented Reality Marketing
berpengaruh positif dan signifikan terhadap Purchase Intention, (2) Augmented
Reality Marketing berpengaruh negatif dan signifikan terhadap Pre-Purchase
Cognitive Dissonance, (3) Pre-Purchase Cognitive Dissonance berpengaruh
negatif dan signifikan terhadap Purchase Intention, (4) Pre-Purchase Cognitive
Dissonance tidak berpengaruh terhadap Willingness to Pay More, (5) Purchase
Intention berpengaruh positif dan signifikan terhadap Willingness to Pay More.

Kata Kunci: Augmented Reality Marketing, Pre-Purchase Cognitive Dissonance,
Purchase Intention, Willingness to Pay More
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