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ABSTRACT

Melva Selvi Hadayati (2025). The Influence of Augmented Reality (AR) Shopee
Beautycam and Online Customer Reviews on Purchase Decisions with Brand
Awareness as an Intervening Variable (Study of Maybelline Consumers on Shopee E-

Commerce).
Advisor: M. Yudy Rachman.

This research aims to test and analyze: (1) The influence of augmented reality
shopee beautycam on purchase decisions (2) The influence of augmented reality shopee
beautycam on brand awareness (3) The influence of online customer reviews on
purchase decisions (4) The influence of online customer reviews on brand awareness
(5) The influence of brand awareness on purchase decisions (6) Brand awareness
mediates the relationship between augmented reality shopee beautycam and purchase
decisions (7) Brand awareness mediates the relationship between online customer
reviews and purchase decisions.

This research uses a quantitative method by data collection using
questionnaires distributed online. The study population consists of consumers who
have purchased or used Maybelline cosmetics on the Shopee e-commerce platform.
Sampling was conducted using the Purposive Sampling technique, involving 100
respondents. The research data was analyzed using the Structural Equation Model
(SEM) approach based on Partial Least Squares (PLS) with the SmartPLS 4.0 software.

The results of this study indicate that, Augmented Reality Shopee Beautycam
does not have a significant influence on Purchase Decision, Augmented Reality Shopee
Beautycam has a positive and significant influence on Brand Awareness, Online
Customer Reviews have a positive and significant influence on Purchase Decision,
Online Customer Reviews have a positive and significant influence on Brand
Awareness, Brand Awareness has a positive and significant influence on Purchase
Decision, Brand Awareness mediates the relationship between Augmented Reality and
Purchase Decision, and Brand Awareness mediates the relationship between Online
Customer Reviews and Purchase Decision among Maybelline consumers on the Shopee
e-commerce platform.

Keyword: Augmented Reality, Online Customer Reviews, Brand Awareness, Purchase
Decision
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ABSTRAK

Melva Selvi Hadayati (2025). Pengaruh Augmented Reality (AR) Shopee
Beautycam dan Online Customer Review Terhadap Purchase Decision Dengan Brand
Awareness Sebagai Variabel Intervening (Studi Pada Konsumen Maybelline di E-
Commerce Shopee).

Pembimbing: M. Yudy Rachman.

Penelitian ini memiliki tujuan untuk menguji dan menganalisis: (1) Pengaruh
augmented reality shopee beautycam terhadap purchase decision (2) Pengaruh
augmented reality shopee beautycam terhadap brand awareness (3) Pengaruh online
customer review terhadap purchase decision (4) Pengaruh online customer review
terhadap brand awareness (5) Pengaruh brand awareness terhadap purchase decision
(6) Brand awareness memediasi hubungan antara augmented reality shopee beautycam
terhadap purchase decision (7) Brand awareness memediasi hubungan antara online
customer review terhadap purchase decision.

Penelitian ini menggunakan metode kuantitatif dengan pengumpulan data
menggunakan kuesioner yang disebarkan secara online. Populasi penelitian ini adalah
konsumen yang pernah membeli atau pengguna kosmetik Maybelline pada e-
commerce shopee. Pengambilan sampel dilakukan dengan teknik Purposive Sampling
sebanyak 100 responden. Data penelitian analisis menggunakan pendekatan Structural
Equation Model (SEM) berbasis Partial Least Square (PLS) dengan menggunakan
software SmartPLS 4.0.

Hasil penelitian ini menunjukan bahwa, Augmented Reality Shopee Beautycam
tidak berpengaruh signifikan terhadap Purchase Decision, Augmented Reality Shopee
Beautycam berpengaruh positif dan signifikan terhadap Brand Awareness, Online
Customer Review berpengaruh positif dan signifikan terhadap Purchase Decision,
Online Customer Review berpengaruh positif dan signifikan terhadap Brand
Awareness, Brand Awareness berpengaruh positif dan signifikan terhadap Purchase
Decision, Brand Awareness memediasi hubungan antara Augmented Reality terhadap
Purchase Decision, dan Brand Awareness memediasi hubungan antara Online
Customer Review terhadap Purchase Decision pada konsumen Maybelline di e-
commerce Shopee.

Kata Kunci: Augmented Reality, Online Customer Review, Brand Awareness,
Purchase Decision
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