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ABSTRAK 

 

Senny Handayani Suarsa, 1808736. Model e-Repurchase Intention Berbasis 

Mobile Augmented Reality Advertising, dibawah bimbingan Prof. Dr. Hj. Ratih 

Hurriyati, M.P; Prof. Dr. H. Disman, M.S; Prof. Dr. Vanessa Gaffar, S.E, Ak., 

MBA. 

 

 

Tujuan penelitian adalah untuk mengembangkan model niat membeli kembali 

konsumen pada marketplace kosmetik di Indonesia melalui pendekatan aplikasi 

Mobile Augmented Reality Advertising (MARA). Faktor yang teridentifikasi dalam 

penelitian antara lain advertising value, e-customer experience, e-customer trust, 

dan e-customer satisfaction. Metode pengambilan data berupa kuesioner, 

sedangkan metode pengolahan data menggunakan analisis data sederhana dengan 

SPSS dan Structure Equation Model (SEM) dengan aplikasi SmartPLS 3. Sampel 

diambil sebanyak 214 orang responden yang berasal dari seluruh Indonesia.  Hasil 

penelitian menunjukkan bahwa advertising value memiliki pengaruh yang positif 

dan signifikan terhadap e-repurchase intention melalui e-customer experience dan 

e-customer trust. Kedua variabel ini mampu menjadi variabel mediasi antara 

advertising value terhadap e-repurchase intention. Namun demikian, advertising 

value tidak signifikan terhadap e-repurchase intention melalui e-customer 

satisfaction. Artinya, e-customer satisfaction tidak mampu menjadi variabel 

mediasi antara advertising value dengan e-repurchase intention. Berdasarkan hasil 

penelitian tersebut telah ditemukan model baru untuk meningkatkan e-repurchase 

intention berbasis MARA yaitu melalui e-customer experience dengan peningkatan 

dimensi interactivity. Artinya, jika advertising value ditingkatkan secara 

menyeluruh melalui e-customer experience, dan e-customer trust maka akan 

terdapat implikasi peningkatan pada e-repurchase intention. 

 

Kata Kunci: Advertising Value; e-Customer Experience; e-Repurchase Intention; 

e-Customer Satisfaction; e-Customer Trust; Kosmetik; Marketplace. 
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ABSTRACT 

 

Senny Handayani Suarsa, 1808736. e-Repurchase Intention Model Based on 

Mobile Augmented Reality Advertising, under the guidance Prof. Dr. Hj. Ratih 

Hurriyati, M.P; Prof. Dr. H. Disman, M.S; Prof. Dr. Vanessa Gaffar, S.E, Ak., 

MBA. 

 

 

The research aims to develop a consumer repurchase intention model in Indonesia's 

cosmetics marketplace through the Mobile Augmented Reality Advertising (MARA) 

application approach. The factors identified in this research are advertising value, 

e-customer experience, e-customer trust, and e-customer satisfaction. The data 

collection method was a questionnaire, while the data processing method used 

simple data analysis with SPSS and Structure Equation Model (SEM) with the 

SmartPLS 3 application. Two hundred fourteen respondents were taken as samples 

from all over Indonesia. The study results show that advertising value positively 

and significantly affects e-repurchase intention through e-customer experience and 

e-customer trust. These two variables can mediate between advertising value and 

e-repurchase intention. However, advertising value is not significant to e-

repurchase intention through e-customer satisfaction. It means that e-customer 

satisfaction cannot be a mediating variable between advertising value and e-

repurchase intention. Based on the results of this study, a new model has been found 

to increase e-customer repurchase intention based on MARA, namely through e-

customer experience with increased interactivity dimensions. That is, if the 

advertising value is increased through e-customer experience and e-customer trust, 

there will be implications for increasing e-repurchase intention. 

 

Keywords: Advertising Value; e-Customer Experience; e-Repurchase Intention; e-

Customer Satisfaction; e-Customer Trust; Cosmetics; Marketplace 
 



 

 

vi 

 

DAFTAR ISI 

 

KATA PENGANTAR ............................................................................................. i 

UCAPAN TERIMA KASIH ................................................................................... ii 

ABSTRAK ............................................................................................................. iv 

ABSTRACT .............................................................................................................. v 

DAFTAR ISI .......................................................................................................... vi 

DAFTAR TABEL ................................................................................................ viii 

DAFTAR GAMBAR ............................................................................................. xi 

DAFTAR LAMPIRAN ........................................................................................ xiii 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1. Latar Belakang Penelitian .............................................................................. 1 

1.2. Perumusan Masalah ..................................................................................... 12 

1.3. Tujuan Penelitian ......................................................................................... 12 

1.4. Manfaat Penelitian ....................................................................................... 13 

1.4.1. Manfaat Teoritis ............................................................................... 13 

1.4.2. Manfaat Praktis ................................................................................ 13 

1.5. Struktur Disertasi ......................................................................................... 14 

BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN HIPOTESIS 

PENELITIAN ....................................................................................................... 16 

2.1. Kajian Pustaka ............................................................................................. 16 

2.1.1. E-Repurchase Intention ................................................................... 16 

2.1.3. E-Customer Experience (eCX) ........................................................ 22 

2.1.4. E-Customer Trust ............................................................................. 26 

2.1.6. Nilai Iklan (Advertising Value) ........................................................ 36 

2.2. Kerangka Pemikiran .................................................................................... 47 

2.3. Hipotesis ...................................................................................................... 52 

BAB III METODE PENELITIAN........................................................................ 55 

3.1. Objek dan Subjek Penelitian ........................................................................ 55 

3.2. Disain Penelitian .......................................................................................... 55 

3.3. Populasi, Sampel dan Teknik Sampling ...................................................... 56 

3.4. Definisi Operasional Variabel Penelitian .................................................... 57 

3.5. Teknik Uji Instrumen Penelitian .................................................................. 63 



 

 

vii 

 

3.5.1. Uji Validitas ..................................................................................... 63 

3.5.2. Uji Reliabilitas ................................................................................. 63 

3.6. Teknik Analisis Data ................................................................................... 64 

3.6.1. Analisis Deskriptif ........................................................................... 64 

3.6.2. Analisis Verifikatif .......................................................................... 65 

BAB IV  HASIL PENELITIAN DAN PEMBAHASAN ..................................... 72 

4.1. Hasil Penelitian ............................................................................................ 72 

4.1.2. Analisis Deskripsi Variabel Penelitian ............................................ 78 

4.1.3. Hasil Uji Validitas dan Reliabilitas ............................................... 105 

4.1.4. Pengukuran Model ......................................................................... 109 

4.1.5. Hasil Analisis Model Struktural .................................................... 127 

4.1.6. Pengujian Hipotesis ....................................................................... 134 

4.2. Pembahasan Penelitian .............................................................................. 136 

4.2.1. Gambaran dan Karakteristik Objek dan Subjek Penelitian ....................... 136 

4.2.2. Analisis Dekomposisi Full Model ............................................................. 149 

4.3. Temuan Hasil Penelitian ............................................................................ 165 

4.4. Kebaruan (Novelty) Penelitian ................................................................... 168 

4.5. Keterbatasan Penelitian ............................................................................. 169 

BAB V SIMPULAN, IMPLIKASI DAN REKOMENDASI ............................. 170 

5.1. Simpulan .................................................................................................... 170 

5.2. Implikasi Hasil Penelitian .......................................................................... 173 

5.3. Rekomendasi.............................................................................................. 173 

DAFTAR PUSTAKA ......................................................................................... 175 

LAMPIRAN-LAMPIRAN .................................................................................. 201 

 

 

 



175 

 

DAFTAR PUSTAKA 

 

Adhani, N. I. (2012). A Survey of Mobile Augmented Reality Applications. 1st 

International Conference on Future Trends in Computing and Communication 

Technologies, 89–95. Tronoh, Perak, Malaysia. 

Ahmadi, S., Karimialavije, M. R., Malekifar, N., & Mohammadi, S. M. (2015). The 

Effect of Website Design Quality on The Customer’s Trust and Repurchase 

Intention from Cosmetic Websites. Indian Journal of Fundamental and 

Applied Life Sciences, 5(S1), 4154–4164. 

Al Hamasy, A. I. (2022). Industri Kecantikan Tanah Air Punya Prospek Bagus. 

Retrieved from https://www.kompas.id/ website: 

https://www.kompas.id/baca/ekonomi/2022/10/25/bpom-menilai-industri-

kosmetik-akan-tetap-berkembang 

Ali, A., & Bhasin, J. (2019). Understanding Customer Repurchase Intention in E-

commerce : Role of Perceived Price, Delivery Quality, and Perceived Value. 

Jindal Journal of Business Research, 1–16. 

https://doi.org/10.1177/2278682119850275 

Ali, T. (2016). Factors Deriving Consumers ’ Repurchase Intention in Online 

Shopping : a Pakistani Consumer’s Perspective. International Journal of 

Management Sciences and Business Research, 5(12), 261–270. 

Alvarez-Risco, A., Quipuzco-Chicata, L., & Escudero-Cipriani, C. (2022). 

Determinants of Online Repurchase Intention in Covid-19 Times : Evidence 

From an Emerging Economy. Lecturas de Economia, (96), 101–143. 

https://doi.org/doi.org/10.17533/udea.le.n96a342638 

Ameen, M., & Mustafi, A. (2020). The Role of Online Advertising on Purchase 

Intention of Smartphones : Mediating Effects of Flow Experience and 

Advertising Value. Journal of Contemporary Marketing Science, (October). 

https://doi.org/10.1108/JCMARS-05-2020-0024 

Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User Satisfaction with Mobile 

Websites: The Impact of Perceived Usefulness (PU), Perceived Ease of Use 

(PEOU) and Trust. Nankai Business Review International, 5(3), 258–274. 

https://doi.org/10.1108/NBRI-01-2014-0005 

Andriadi, A., & Untarini, N. (2013). Pengaruh Persepsi Kualitas Layanan dan Citra 

Merek Telkom Flexi terhadap Niat Beli Ulang. Jurnal Ilmu Manajemen, 1(2), 

639–649. 



 

 

176 

 

Andriani, D. (2019). Penjualan Produk Kecantikan Melalui Online Terus Melesat. 

Retrieved from https://ekonomi.bisnis.com/ website: 

https://ekonomi.bisnis.com/read/20191011/12/1158058/penjualan-produk-

kecantikan-melalui-online-terus-melesat 

Anh, T. T., Diem, C. T. N., Cam, L. N. T., & Viet, T. N. (2020). Exploring Factors 

Influencing on Organizational Repurchases Intention in B2B Tourism 

Context. Management Science Letters, 10, 531–542. 

https://doi.org/10.5267/j.msl.2019.9.027 

Anna, L. K. (2020a). Pengaruh Pandemi Covid-19 pada Industri Kecantikan. 

Retrieved from https://lifestyle.kompas.com/ website: 

https://lifestyle.kompas.com/read/2020/06/07/180722420/pengaruh-pandemi-

covid-19-pada-industri-kecantikan?page=all 

Anna, L. K. (2020b). Pergeseran Tren Kecantikan akibat Pandemi. Retrieved from 

https://lifestyle.kompas.com/ website: 

https://lifestyle.kompas.com/read/2020/06/09/091114020/pergeseran-tren-

kecantikan-akibat-pandemi?page=all 

Annur, C. M. (2023). Transaksi E-Commerce Konsumen Usia Tua Terus 

Meningkat Ketimbang Gen Z dan Milenial. Retrieved from 

databoks.katadata.co.id website: 

https://databoks.katadata.co.id/datapublish/2023/06/22/transaksi-e-

commerce-konsumen-usia-tua-terus-meningkat-ketimbang-gen-z-dan-

milenial 

Ansari, A., & Mela, C. F. (2003). E-Customization. Journal of Marketing Research, 

(May), 1–44. https://doi.org/10.1509/jmkr.40.2.131.19224 

APJII. (2023). Survei Penetrasi dan Perilaku Internet 2023. 

Arora, N., Dreze, X., Ghose, A., Hess, J. D., Iyengar, R., Jing, B., … Zhang, Z. J. 

(2008). Putting One-to-One Marketing to Work : Personalization, 

Customization, and Choice. Marketing Letters, 19, 305–321. 

https://doi.org/10.1007/s11002-008-9056-z 

Ashghar, S. A., & Nurlatifah, H. (2020). Analisis Pengaruh Perceived Ease of Use, 

Perceived Usefulness, dan Perceived Risk terhadap Keinginan Membeli 

Kembali melalui e-Trust dan e-Satisfaction (Studi Kasus Pengguna Gopay 

pada Transaksi UMKM). Jurnal Al Azhar Indonesia Seri Ilmu Sosial, 1(1), 

40–52. 

Astuty, E. (2018). Soft Innovation Sebagai Strategi Peningkatan Kinerja Industri 

Kreatif Fesyen. Universitasi Pendidikan Indonesia. 



 

 

177 

 

Azuma, R. T. (1997). A Survey of Augmented Reality. Presence, 6(4), 355–385. 

Baek, T. H., & Morimoto, M. (2012). Examining the Determinants of Consumer 

Avoidance of Personalized Advertising. Journal of Advertising, 41(1), 59–76. 

https://doi.org/10.2753/JOA0091-3367410105 

Bahia, K., Paulin, M., & Perrien, J. (2000). Reconciliating Literature About Client 

Satisfaction and Perceived Services Quality. Journal of Professional Service 

Marketing, 21(2), 27–43. https://doi.org/10.1300/J090v21n02 

Banerjee, M., & Banerjee, N. (2012). An Empirical Study on Factors Influencing 

Consumers’ Trust-Evidence from India. International Journal of Business and 

Social Research, 2(7), 46–61. https://doi.org/10.18533/ijbsr.v2i7.119 

Barnes, S. J. (2016). Understanding Virtual Reality in Marketing : Nature , 

Implications and Potential. SSRN Electronic Journal, 1–51. 

https://doi.org/10.2139/ssrn.2909100 

Bauer, H. H., Reichardt, T., Barnes, S. J., & Neumann, M. M. (2005). Driving 

Consumer Acceptance of Mobile Marketing : A Theoretical Framework and 

Empirical Study. Journal of Electronic Commerce Research, 6(3), 181–192. 

Blázquez, M. (2014). Fashion Shopping in Multichannel Retail : The Role of 

Technology in Enhancing the Customer Experience. International Journal of 

Electronic Commerce, 18(4), 97–116. https://doi.org/10.2753/JEC1086-

4415180404 

Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2018). Creating Effective Online 

Customer Experiences. Journal of Marketing, (December), 1–23. 

https://doi.org/10.1177/0022242918809930 

Blut, M., Chowdhry, N., Mittal, V., & Brock, C. (2015). E-Service Quality : A 

Meta-Analytic Review. Journal of Retailing. 

https://doi.org/10.1016/j.jretai.2015.05.004 

Brackett, L. K., & Carr, B. N. (2001). Cyberspace Advertising vs Other Media : 

Consumer vs Mature Student Attitudes. Journal of Advertising Research, 

41(5). 

Brajnik, G., & Gabrielli, S. (2010). A Review of Online Advertising Effects on The 

User Experience. International Journal of Human-Computer Interaction, 

26(10), 971–997. https://doi.org/10.1080/10447318.2010.502100 

Breidbach, C. F., Brodie, R., & Hollebeek, L. (2014). Beyond Virtuality: From 

Engagement Platforms to Engagement Ecosystems. Managing Service 

Quality, 24(6), 592–611. https://doi.org/10.1108/MSQ-08-2013-0158 



 

 

178 

 

Brengman, M., Willems, K., & Van Kerrebroeck, H. (2019). Can’t Touch This: The 

Impact of Augmented Reality Versus Touch and Non-Touch Interfaces on 

Perceived Ownership. Virtual Reality, 23(3), 269–280. 

https://doi.org/10.1007/s10055-018-0335-6 

Budiharto, W. (2018). AI for Beginner. In AI for Beginner. 

Cahyani, N. I., & Artanti, Y. (2020). The Influence of Informativeness, 

Entertainment and E-mail Marketing Irritation on Online Buying Intentions 

with Attitude Toward Advertising as Mediation Variable. Sentralisasi, 9(2), 

77. https://doi.org/10.33506/sl.v9i2.927 

Caruana, A., Money, A. H., & Berthon, P. R. (2000). Service Quality and 

Satisfaction – The Moderating Role of Value. European Journal of Marketing, 

34(11/12), 1338–1352. https://doi.org/10.1108/mbe.2001.26705aaf.015 

Chaffey, D. (2015). Digital Business and E-Commerce Management (Sixth Edit). 

Pearson. 

Charlesworth, A. (2018). Digital Marketing: A Practical Approach. 

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust 

and Brand Affect to Brand Performance : The Role of Brand Loyalty. Journal 

of Marketing, 65(2), 81–93. 

Chen, Y. T., & Chou, T. Y. (2012). Exploring The Continuance Intentions of 

Consumers for B2C Online Shopping: Perspectives of Fairness and Trust. 

Online Information Review, 36(1), 104–125. 

https://doi.org/10.1108/14684521211209572 

Chinomona, R., & Dubihlela, D. (2014). Does Customer Satisfaction Lead to 

Customer Trust , Loyalty and Repurchase Intention of Local Store Brands ? 

The Case of Gauteng Province of South Africa. Mediterranean Journal of 

Social Sciences, 5(9), 23–32. https://doi.org/10.5901/mjss.2014.v5n9p23 

Chiu, C.-M., Wang, E. T. G., Fang, Y., & Huang, H. (2014). Understanding 

Customers’ Repeat Purchase Intentions in B2C e-Commerce: The Roles of 

Utilitarian Value, Hedonic Value and Perceived Risk. Info Systems J, 24, 85–

114. https://doi.org/10.1111/j.1365-2575.2012.00407.x 

Chiu, C., Chang, C., Cheng, H.-L., & Fang, Y.-H. (2009). Determinants of 

Customer Repurchase Intention in Online Shopping. Online Information 

Review, 33(4), 761–784. https://doi.org/10.1108/14684520910985710 

Chowdhury, H. K., Parvin, N., Weitenberner, C., & Becker, M. (2006). Consumer 

Attitude toward Mobile Advertising in An Emerging Market: An Empirical 



 

 

179 

 

Study. International Journal of Mobile Marketing, 1(2), 33–41. 

CNN Indonesia. (2020). Tren dan Peluang Industri E-Commerce di Indonesia 2020. 

Retrieved from www.cnnindonesia.com website: 

https://www.cnnindonesia.com/teknologi/20200205204206-206-

472064/tren-dan-peluang-industri-e-commerce-di-indonesia-2020 

Coviello, N., Milley, R., & Marcolin, B. (2001). Understanding IT-enabled 

Interactivity in Contemporary Marketing. Journal of Interactive Marketing, 

15(4), 18–33. https://doi.org/10.1002/dir.1020 

Craig, A. B. (2013). What Is Augmented Reality? In Understanding Augmented 

Reality: Concept and Apllication (pp. 1–37). https://doi.org/10.1016/b978-0-

240-82408-6.00001-1 

Cunrawasih, A., & Fasyni, A. (2023). The Effect of Trust, Perceived Risk and 

Satisfaction on The Purchase Intention of Shopee Application Users. 

Marketing Management Studies, 3(1), 446–457. https://doi.org/10.24036/m 

Dacko, S. G. (2017). Enabling Smart Retail Settings via Mobile Augmented Reality 

Shopping Apps. Technological Forecasting & Social Change, 124, 243–256. 

https://doi.org/10.1016/j.techfore.2016.09.032 

Daponte, P., Vito, L. De, Picariello, F., & Riccio, M. (2014). State of The Art and 

Future Developments of The Augmented Reality for Measurement 

Applications. Measurement, 57, 53–70. 

https://doi.org/10.1016/j.measurement.2014.07.009 

Davis, F. D. (1985). A Technology Acceptance Model for Empirically Testing New 

End-User Information Systems: Theory and Results. 

https://doi.org/oclc/56932490 

Dempski, K. L. (2006). Arbitrary Object Tracking Augmented Reality Applications. 

US: 23 May 2006. 

Dholakia, R. R. (2004). Mobility and Markets : Emerging Outlines of M- commerce 

Mobility and Markets. Journal of Business Research, 57(12), 1391–1396. 

https://doi.org/10.1016/S0148-2963(02)00427-7 

Dimas, B. (2023). Transaksi e-Commerce RI Tak Capai Target pada 2022. 

Retrieved June 22, 2023, from dataindonesia.id website: 

https://dataindonesia.id/digital/detail/transaksi-ecommerce-ri-tak-capai-

target-pada-2022 

Ducoffe, R. H. (1995). How Consumers Assess the Value of Advertising How 

Consumers Assess the Value of Advertising. Journal of Current Issues and 



 

 

180 

 

Research in Advertising, 17(1), 1–18. 

https://doi.org/10.1080/10641734.1995.10505022 

Ducoffe, R. H. (1996). Advertising value and advertising on the web. Journal of 

Advertising Research, (October), 21–35. 

Dwyer, D., Liu, H., & Rizzo, J. A. (2012). Does Patient Trust Promote Better Care? 

Applied Economics, 44(18), 2283–2295. 

https://doi.org/10.1080/00036846.2011.564139 

Edwards, S. M., Li, H., & Lee, J. (2002). Forced Exposure and Psychological 

Reactance : Antecedents and Consequences of the Perceived Intrusiveness of 

Pop-Up Ads. Journal of Advertising, XXXI(3), 83–95. 

Eroglu, S. A., Machleit, K. A., & Davis, L. (2001). Atmospheric Qualities of Online 

Retailing : A Conceptual Model and Implications. Journal of Business 

Research, 54(2), 177–184. 

Fan, X., Chai, Z., Deng, N., & Dong, X. (2020). Adoption of Augmented Reality 

in Online Retailing and Consumers ’ Product Attitude : A Cognitive 

Perspective. Journal of Retailing and Consumer Services, 53(February 2019), 

101986. https://doi.org/10.1016/j.jretconser.2019.101986 

Fang, Y. H., Chiu, C. M., & Wang, E. T. G. (2011). Understanding Customers’ 

Satisfaction and Repurchase Intentions: An Integration of IS Success 

Model,Trust, and Justice. Internet Research, 21(4), 479–503. 

https://doi.org/10.1108/10662241111158335 

Fatmedya, A., & Hadi, C. (2020). Correlation of Website Quality towards 

Repurchase Intention on e-Commerce Consumer. Palarch’s Journal Of 

Archaeology Of Egypt/Egyptology, 17(3), 1603–1617. 

Fausta, M. F., Anderson, P., & Risqiani, R. (2023). Pengaruh Customer Experience, 

Customer Satisfaction, Terhadap Repurchase Intention Pada Restoran Cepat 

Saji. Equilibrium: Jurnal Penelitian Pendidikan Dan Ekonomi, 20(01), 1–9. 

Feng, X., Fu, S., & Qin, J. (2016). Determinants of Consumers’ Attitudes Toward 

Mobile Advertising: The Mediating Roles of Intrinsic and Extrinsic 

Motivations. Computers in Human Behavior, 63, 334–341. 

https://doi.org/10.1016/j.chb.2016.05.024 

Flavián, C., Ibáñez-Sánchez, S., & Orús, C. (2019). The impact of virtual , 

augmented and mixed reality technologies on the customer experience. 

Journal of Business Research, 100(October 2018), 547–560. 

https://doi.org/10.1016/j.jbusres.2018.10.050 



 

 

181 

 

Furrer, O., & Sollberger, P. (2007). The Dynamics and Evolution of The Service 

Marketing Literature: 1993-2003. Service Business, 1(2), 93–117. 

https://doi.org/10.1007/s11628-006-0006-7 

Gaber, H. R., & Wright, L. T. (2014). Fast-food advertising in social media. A case 

study on Facebook in Egypt. Journal of Business & Retail Management 

Research, 9(1), 52–63. 

Gaber, H. R., Wright, L. T., & Kooli, K. (2019). Consumer Attitudes Towards 

Instagram advertisements in Egypt: The Role of The Perceived Advertising 

Value and Personalization. Cogent Business and Management, 6(1), 1–13. 

https://doi.org/10.1080/23311975.2019.1618431 

Gangadharbatla, H., & Daugherty, T. (2013). Advertising Versus Product 

Placements : How Consumers Assess the Value of Each. Journal of Current 

Issues & Research in Advertising, 34(1), 21–38. 

https://doi.org/10.1080/10641734.2013.754706 

Gao, Y., & Koufaris, M. (2006). Perceptual Antecedents of User Attitude in 

Electronic Commerce. The Data Base for Advances in Information Systems, 

37(2 & 3), 42–50. https://doi.org/10.1145/1161345.1161353 

Gareta, S. P. (2020). Kemenperin Percantik Kinerja Industri Kosmetik. Retrieved 

from https://www.antaranews.com/ website: 

https://www.antaranews.com/berita/1644998/kemenperin-percantik-kinerja-

industri-kosmetik#:~:text=Merujuk data BPS%2C pada triwulan,gemilang 

sebesar 5%2C59 persen. 

Gefen, D. (2000). E-commerce: The Role of Familiarity and Trust. Omega. The 

International Journal of Management Science, 28(6), 725–737. 

https://doi.org/10.1016/S0305-0483(00)00021-9 

Giao, H. N. K., & Vuong, B. N. (2020). Vietnamese Consumer Attitudes towards 

Smartphone Advertising. Journal of Asian Finance, Economics and Business, 

7(5), 195–204. https://doi.org/10.13106/jafeb.2020.vol7.no5.195 

Ginting, Y. M., Chandra, T., Miran, I., & Yusriadi, Y. (2023). Repurchase Intention 

of e-Commerce Customers in Indonesia : An Overview of The Effect of e-

Service Quality, e-Word of Mouth, Customer Trust, and Customer Satisfaction 

Mediation. International Journal of Data and Network Science, 7, 329–340. 

https://doi.org/10.5267/j.ijdns.2022.10.001 

Goutam, D., & Gopalakrishna, B. V. (2018). Customer Loyalty Development in 

Online Shopping: An Integration of e-Service Quality Model and 

Commitment-Trust Theory. Management Science Letters, 8(2018), 1149–



 

 

182 

 

1158. https://doi.org/10.5267/j.msl.2018.8.009 

Grewal, D., & Levy, M. (2009). Emerging Issues in Retailing Research. Journal of 

Retailing, 85(4), 522–526. https://doi.org/10.1016/j.jretai.2009.09.007 

Gulfraz, M. B., Sufyan, M., Mustak, M., Salminen, J., & Srivastava, D. K. (2022). 

Understanding The Impact of Online Customers’ Shopping Experience on 

Online Impulsive Buying : A Study on Two Leading E-Commerce Platforms. 

Journal of Retailing and Consumer Services, 68(April), 1–13. 

https://doi.org/10.1016/j.jretconser.2022.103000 

Ha, L., & McCann, K. (2008). An Integrated Model of Advertising Clutter in 

Offline and Online Media. International Journal of Advertising, 27(4), 569–

592. https://doi.org/10.2501/S0265048708080153 

Hackman, D. H., Gudergan, S. P., Wang, P., & Kerry, D. (2006). A Service 

Perspective on Modelling Intentions of On-Line Purchasing. Journal of 

Services Marketing, 20(7), 459–470. 

https://doi.org/10.1108/08876040610704892 

Hadyan, R. (2020). Tren Belanja Beauty Enthusiast Saat Pandemi Covid-19. 

Retrieved from https://lifestyle.bisnis.com/ website: 

https://lifestyle.bisnis.com/read/20200519/220/1242610/tren-belanja-beauty-

enthusiast-saat-pandemi-covid-19 

Haghirian, P., & Madlberger, M. (2005). Consumer Attitude Toward Advertising 

via Mobile Devices-An Empirical Investigation Among Austrian Users. 

European Conference on Information System (ECIS), 2005. Retrieved from 

http://aisel.aisnet.org/ecis2005 

Haghirian, P., Madlberger, M., & Inoue, A. (2008). Mobile Advertising in Different 

Stages of Development : A Cross-Country Comparison of Consumer 

Attitudes. Proceedings of The 41st Hawaii International Conference of System 

Sciences, (May). https://doi.org/10.1109/HICSS.2008.318 

Haghirian, P., Madlberger, M., & Tanuskova, A. (2005). Increasing Advertising 

Value of Mobile Marketing – An Empirical Study of Antecedents. 

Proceedings of The 38th Hawaii International Conference of System Sciences, 

1–10. IEEE. 

Hair, J., Hult, T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on Partial 

Least Squares Structural Equation Modeling. In Long Range Planning (Vol. 

46). https://doi.org/10.1016/j.lrp.2013.01.002 

Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate 



 

 

183 

 

Data Analysis 7th Edition. Pearson New International Edition. 

Hamid, N. F. I. A., Din, F. A. M., Izham, S., & Isa, S. N. M. (2018). An Interactive 

Mobile Augmented Reality for Advertising Industry. Proceedings of SAI 

Intelligent Systems Conference, 1, 763–770. https://doi.org/10.1007/978-3-

319-56994-9_52 

Han, S., Yoon, J. H., & Kwon, J. (2021). Impact of Experiential Value of 

Augmented Reality: The Context of Heritage Tourism. Sustainability 

(Switzerland), 13(8), 1–13. https://doi.org/10.3390/su13084147 

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

Repurchase Intention. European Journal of Marketing, 37(11), 1762–1800. 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic 

Word of Mouth via Consumer Opinion Platforms: What Motivates Consumers 

to Articulate Themselves on The Internet? Journal of Interactive Marketing, 

18(1), 38–52. https://doi.org/10.1002/dir.10073 

Hghirian, P., & Inoue, A. (2007). An Advanced Model of Consumer Attitudes 

toward Advertising on The Mobile Internet. International Journal Mobile 

Communications, 5(1), 48–67. 

Hilken, T., Ruyter, K. De, Chylinski, M., Mahr, D., Keeling, D. I., & Mahr, D. 

(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. https://doi.org/10.1007/s11747-

017-0541-x 

Hoffman, D. L., & Novak, T. P. (1996). Marketing in Hypermedia Computer-

Mediated Environments : Conceptual Foundations. Journal of Marketing, 

60(1), 50–68. Retrieved from http://colette.ogsm.vanderbilt.edu/ 

Höllerer, T. H., & Feiner, S. K. (2004). Mobile Augmented Reality. In 

Telegeoinformatics: Location-Based Computing and Services (pp. 1–39). 

London, UK 21: Taylor & Francis Book Ltd. 

Huang, M.-H. (2001). The Theory of Emotions in Marketing. Journal of Business 

and Psychology, 16(2), 239–247. 

Huang, T.-L., & Liao, S. (2014). A model of Acceptance of Augmented-Reality 

Interactive Technology : The Moderating Role of Cognitive Innovativeness. 

Electron Commer Res, 15(2), 269–295. https://doi.org/10.1007/s10660-014-

9163-2 

Hume, M. (2008). Developing a Conceptual Model for Repurchase Intention in the 



 

 

184 

 

Performing Arts: The Roles of Emotion, Core Service and Service Delivery. 

International Journal of Arts Management, 10(2), 40–55. 

Hunt, S. D. (2015). Marketing Theory : Foundations, Controversy, Srategy, 

Resource-Advantage Theory. In Journal of Visual Languages & Computing 

(1st Editio, Vol. 11). New York: Routledge. 

Ibzan, E., Balarabe, F., & Jakada, B. (2016). Consumer Satisfaction and Repurchase 

Intentions. Developing Country Studies, 6(2), 96–100. 

iPrice Indonesia. (2019). [Infografik] 16 Perusahaan E-Commerce Indonesia yang 

Gugur Sejak Era 2000-an. Retrieved June 14, 2020, from www.iprice.co.id 

website: https://iprice.co.id/trend/insights/infografik-perusahaan-ecommerce-

indonesia-yang-tutup/ 

iPrice Indonesia. (2020). Peta E-Commerce Indonesia. Retrieved from 

https://iprice.co.id/ website: https://iprice.co.id/insights/mapofecommerce/ 

Irshad, S., & Rambli, D. R. A. (2017). Advances in Mobile Augmented Reality 

from User Experience Perspective : A Review of Studies. IVIC 2017, 466–

477. https://doi.org/10.1007/978-3-319-70010-6_43 

Ivan, C., Rumondor, P. C. B., Ricky, M. Y., Yossy, E. H., & Budiharto, W. (2017). 

Help The Math Town: Adaptive Multiplayer Math-Science Games Using 

Fuzzy Logic. Procedia Computer Science, 116, 309–317. 

https://doi.org/10.1016/j.procs.2017.10.080 

Izogo, E. E., & Jayawardhena, C. (2018). Online Shopping Experience in an 

Emerging e-Retailing Market. Journal of Research in Interactive Marketing, 

(March), 1–23. https://doi.org/10.1108/JRIM-02-2017-0015 

Janto, C. (2019). 8 Disrupsi eCommerce yang Wajib Kamu Ketahui di Tahun 2020. 

Retrieved from https://www.exabytes.co.id/ website: 

https://www.exabytes.co.id/blog/8-disrupsi-ecommerce-yang-wajib-kamu-

ketahui-di-tahun-2020/ 

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

Cognitive and Behavioural Responses to Augmented Reality Applications.’ 

Journal of Marekting Management, 32, 1–26. 

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

Jung, T. H., Lee, H., Chung, N., & tom Dieck, M. C. (2018). Cross-cultural 

differences in adopting mobile augmented reality at cultural heritage tourism 

sites. International Journal of Contemporary Hospitality Management, 30(3), 

1621–1645. https://doi.org/10.1108/IJCHM-02-2017-0084 



 

 

185 

 

Juwaini, A., Chidir, G., Novitasari, D., Iskandar, J., Hutagalung, D., Pramono, T., 

… Purwanto, A. (2022). The role of customer e-trust, customer e-service 

quality and customer e-satisfaction on customer e-loyalty. International 

Journal of Data and Network Science, 6(2), 477–486. 

https://doi.org/10.5267/j.ijdns.2021.12.006 

Kaya, B., Behravesh, E., Abubakar, A. M., Kaya, O. S., & Orús, C. (2019). The 

Moderating Role of Website Familiarity in the Relationships Between e-

Service Quality, e- Satisfaction and e-Loyalty. Journal of Internet Commerce, 

0(0), 1–26. https://doi.org/10.1080/15332861.2019.1668658 

Kemp, S., & Moey, S. (2019). Digital 2019 Spotlight: Ecommerce In Indonesia. 

Retrieved June 16, 2020, from www.datareportal.com website: 

https://datareportal.com/reports/digital-2019-ecommerce-in-indonesia 

Khalifa, M., & Liu, V. (2007). Online Consumer Retention : Contingent Effects of 

Online Shopping Habit and Online Shopping Experience. European Journal 

of Information Systems, 16(June), 780–792. 

https://doi.org/10.1057/palgrave.ejis.3000711 

Kim, M. (2019). Determinants of Young Consumers’ Attitude toward Mobile 

Advertising: The Role of Regulatory Focus. Journal of Promotion 

Management, 0(0), 1–21. https://doi.org/10.1080/10496491.2019.1699623 

Kim, Y. J., & Han, J. (2014). Why Smartphone Advertising Attracts Customers : A 

Model of Web Advertising, Flow, and Personalization. Computers in Human 

Behavior, 33, 256–269. https://doi.org/10.1016/j.chb.2014.01.015 

Kim, Y., Sohn, D., & Choi, S. M. (2011). Cultural Difference in Motivations for 

Using Social Network Sites : A Comparative Study of American and Korean 

College Students. Computers in Human Behavior, 27(2011), 365–372. 

https://doi.org/10.1016/j.chb.2010.08.015 

Kimery, K. M., & McCord, M. (2002). Third-Party Assurances : The Road to Trust 

in Online Retailing. The 35th Hawaii International Conference on System 

Scineces, (January). https://doi.org/10.1109/HICSS.2002.994158 

Kipper, G., & Rampolla, J. (2013). What Is Augmented Reality? In Augmented 

Reality: An Emerging Technologies Guide to AR (pp. 1–27). 

https://doi.org/10.1016/b978-1-59-749733-6.00001-2 

Kitapci, O., Akdogan, C., & Dortyol, I. T. (2014). The Impact of Service Quality 

Dimensions on Patient Satisfaction , Repurchase Intentions and Word-of-

Mouth Communication in The Public Healthcare Industry. Procedia - Social 

and Behavioral Sciences, 148, 161–169. 



 

 

186 

 

https://doi.org/10.1016/j.sbspro.2014.07.030 

Klaus, P. P., & Maklan, S. (2014). EXQ : A Multiple-item Scale for Assessing 

Service Experience. Journal of Service Management, 23(1), 5–33. 

https://doi.org/10.1108/09564231211208952 

Korichi, R., Pelle-De-Queral, D., Gazano, G., & Aubert, A. (2008). Why Women 

Use Makeup: Implication of Psychological Traits in Makeup Functions. 

Journal of Cosmetic Science, 59(2), 127–137. 

Kotler, P., & Armstrong, G. (2015). Marketing: An Introduction (12th ed.). 

Edinburg: Pearson Education Limited. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15e Global). Edinburg: 

Pearson Education Limited. 

Krevelen, D. W. F. Van, & Poelman, R. (2010). A Survey of Augmented Reality 

Technologies , Applications and Limitations. The International Journal of 

Virtual Reality, 9(2), 1–20. 

Kumar, V., Dixit, A., & Javalgi, R. G. (2016). Research Framework , Strategies , 

and Applications of Intelligent Agent Technologies (IATs ) In Marketing. 

Journal of the Academy of Marketing Science, 44(1), 24–45. 

https://doi.org/10.1007/s11747-015-0426-9 

Laitinen, V., Mero, J., & Tarkiainen, A. (2021). Consumer Behavior with 

Augmented Reality in Retail: A Review and Research Agenda. The 

International Review of Retail, Distribution and Consumer Research, 31(3), 

299–329. https://doi.org/10.1080/09593969.2021.1901765 

Lalhruaitluangpuii. (2015). A Study of Customer Trust in Advertising Media among 

The Students of Mizoram University. Mizoram University, Aizawl. 

Lee, C. H., Eze, U. C., & Ndubisi, N. O. (2011). Analyzing Key Determinants of 

Online Repurchase Intentions. Asia Pacific Journal of Marketing and 

Logistics, 23(2), 200–221. https://doi.org/10.1108/13555851111120498 

Lee, J. Y., Seo, D. W., & Rhee, G. (2008). Visualization and Interaction of 

Pervasive Services Using Context-Aware Augmented Reality. Expert System 

with Applications, 35, 1873–1882. https://doi.org/10.1016/j.eswa.2007.08.092 

Leong, L. Y., Hew, T. S., Ooi, K. B., & Dwivedi, Y. K. (2020). Predicting Trust in 

Online Advertising with an SEM-Artificial Neural Network Approach. Expert 

Systems with Applications, 162, 113849. 

https://doi.org/10.1016/j.eswa.2020.113849 



 

 

187 

 

Li, H., Jiang, J., & Wu, M. (2014). The Effects of Trust Assurances on Consumers’ 

Initial Online Trust: A Two-Stage Decision-Making Process Perspective. 

International Journal of Information Management, 34(3), 395–405. 

https://doi.org/10.1016/j.ijinfomgt.2014.02.004 

Liao, T. (2015). Augmented or Admented Reality? The Influence of Marketing on 

Augmented Reality Technologies. Information, Communication and Society, 

18(3), 310–326. https://doi.org/10.1080/1369118X.2014.989252 

Liébana-Cabanillas, F., Muñoz-Leiva, F., & Rejón-Guardia, F. (2013). The 

Determinants of Satisfaction with e-Banking. Industrial Management and 

Data Systems, 113(5), 750–767. https://doi.org/10.1108/02635571311324188 

Lin, C., & Lekhawipat, W. (2014). Factors Affecting Online Repurchase Intention. 

Industrial Management and Data Systems, 114(4), 597–611. 

https://doi.org/10.1108/IMDS-10-2013-0432 

Ling, K. C., Piew, T. H., & Chai, L. T. (2010). The Determinants of Consumers ’ 

Attitude Towards Advertising. Canadian Social Science, 6(4), 114–126. 

Liu, C. L. E., Sinkovics, R. R., Pezderka, N., & Haghirian, P. (2012). Determinants 

of Consumer Perceptions toward Mobile Advertising - A Comparison between 

Japan and Austria. Journal of Interactive Marketing, 26(1), 21–32. 

https://doi.org/10.1016/j.intmar.2011.07.002 

Liu, Y., Pu, B., Guan, Z., & Yang, Q. (2015). Online Customer Experience and Its 

Relationship to Repurchase Intention : An Empirical Case of Online Travel 

Agencies in China. Asia Pacific Joournal of Tourism Research, (October), 1–

23. https://doi.org/10.1080/10941665.2015.1094495 

Long, K. (2010). Customer Loyalty and Experience Design in e-Business. Design 

Management Review, 15(2), 60–67. https://doi.org/10.1111/j.1948-

7169.2004.tb00163.x 

MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural 

Antecedents of Attitude Toward the Ad in an Advertising Pretesting Context. 

Journal of Marketing, 53(2), 48–65. 

https://doi.org/10.1177/002224298905300204 

Mahadin, B., Akroush, M. N., & Bata, H. (2020). The Effects of Tourism Websites’ 

Attributes on e-Satisfaction and e-Loyalty: A Case of American Travellers’ to 

Jordan. International Journal Web Based Communitiies, 16(1), 1–31. 

https://doi.org/10.1504/IJWBC.2020.105124 

Malhotra, N. K., & Dash, S. (2016). Marketing Research: An Applied Orientation 



 

 

188 

 

(7th ed.). Pearson India Education Services. 

Manaf, P. A., Rachmawati, I., Witanto, M., & Nugroho, A. (2018). E-Satisfaction 

as A Reflection of E-Marketing and E-Sequal in Influencing E-Loyalty on E-

Commerce. International Journal of Engineering & Technology, 7, 94–98. 

Mandan, M., Hossein, S., & Furuzandeh, A. (2013). Investigating the Impact of 

Advertising on Customers’ Behavioral Intentions A Case of Agriculture Bank. 

Business and Economic Research, 3(1), 1–20. 

https://doi.org/10.5296/ber.v3i1.2799 

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The Influence of EWOM 

Characteristics on Online Repurchase Intention: Mediating Roles of Trust and 

Perceived Usefulness. Online Information Review, 40(7), 1090–1110. 

https://doi.org/10.1108/OIR-11-2015-0373 

Mauroner, O., Le, L., & Best, S. (2016). Augmented Reality in Advertising and 

Brand Communication : An Experimental Study. International Journal of 

Social, Behavioral, Educational, Economic, Business and Industrial 

Engineering, 10(2), 422–425. 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and Validating 

Trust Measures for e-Commerce: An Integrative Typology. Information 

Systems Reserch, 13(3), 334–359. 

McQuail, D. (2010). McQuail ’ s Mass Communication Theory (6th editio). 

London: Sage Publications Ltd. 

Mekni, M., & Lemieux, A. (2014). Augmented Reality : Applications , Challenges 

and Future Trends. Applied Computational Science— Proceedings of the 13th 

International Conference on Applied Computer and Applied Computational 

Science (ACACOS ‘14), 205–214. 

Melia, C. (2023). Pengaruh Digital Marketing, Customer Experience dan Customer 

Trust Terhadap Repurchase Intention Secara Online Produk Kosmetik 

Wardah. Jurnal Simki Economic, 6(2), 242–254. 

Menteri Kesehatan RI. (2010). Peraturan Menteri Kesehatan Republik Indonesia 

No. 1175/MENKES/PER/VIII/2020 (p. 11). p. 11. Jakarta. 

Milgram, P., & Kishino, F. (1994). A Taxonomy of Mixed Reality Visual Displays. 

IEICE Transactions on Information Systems, E77-D(No.12), 1–15. 

Mitchell, A. A., & Olson, J. C. (1981). American Marketing AssociationAre 

Product Attribute Beliefs The Only Mediator of Advertising Effects on Brand 

Attitude? Journal of Marketing Research, 18(3), 318–332. 



 

 

189 

 

Mohamed, N., Hussein, R., Zamzuri, N. H. A., & Haghshenas, H. (2014). Insights 

into individual’s Online Shopping Continuance Intention. Industrial 

Management and Data Systems, 114(9), 1453–1476. 

https://doi.org/10.1108/IMDS-07-2014-0201 

Mohammad, A. R., Wikarto, F. M., Assyraq, O., Meuraxa, T., Sari, R. R., & 

Nilasari, I. (2022). The Effect of Brand Ambassador and Sales Promotion on 

Repurchase Intention of Tokopedia Customers in Bandung, Indonesia. Central 

Asia & the Caucasus, 23(1), 4149–4158. 

Moriuchi, E., & Takahashi, I. (2016). Satisfaction Trust and Loyalty of Repeat 

Online Consumer within the Japanese Online Supermarket Trade. 

Australasian Marketing Journal (AMJ), 24(2), 146–156. 

https://doi.org/10.1016/j.ausmj.2016.02.006 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: 

Exploring Motivations for Brand-Related Social Media Use. International 

Journal of Advertising, 30(1), 13–46. https://doi.org/10.2501/IJA-30-1-013-

046 

Murillo, E., Merino, M., & Nunez, A. (2016). The advertising value of Twitter Ads : 

A Study Among Mexican Millennials. Review of Business Management, 

18(No.61), 436–456. https://doi.org/10.7819/rbgn.v18i61.2471 

Mutia, A. (2022). Makin Meroket, Pendapatan Produk Kecantikan dan Perawatan 

Diri di RI Capai Rp111,83 Triliun pada 2022. 

Nguyen, N., Leclerc, A., & Leblanc, G. (2013). The Mediating Role of Customer 

Trust on Customer Loyalty. Journal of Service Science and Management, 

6(March), 96–109. 

Nilsson, J., & Wall, O. (2017). Online Customer Experience, Satisfaction and 

Repurchase Intention for Online Clothing Retailing. Gothenburg, Sweden. 

Nora, L. (2019). Trust, Commitment, and Clarifying Relational Commitments and 

Lining them to Repurchase Intentions. Emerald Insight. 

https://doi.org/10.1108/MD-10-2017-0923 

Nur, A. F. (2023). BI Proyeksikan Transaksi e-Commerce 2023 Tumbuh 12 Persen. 

Retrieved June 22, 2023, from ekonomi.republika.co.id website: 

https://ekonomi.republika.co.id/berita/roqem1490/bi-proyeksikan-transaksi-

ecommerce-2023-tumbuh-12-persen 

Oliveira, T., Alhinho, M., Rita, P., & Dhillon, G. (2017). Modelling and Testing 

Consumer Trust Dimensions in E-Commerce. Computers in Human Behavior, 



 

 

190 

 

71, 153–164. https://doi.org/10.1016/j.chb.2017.01.050 

Oliver, R. L. (2010). and customer satisfaction. Wiley International Encyclopedia 

of Marketing, 1–5. https://doi.org/10.1002/9781444316568.wiem03008 

Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patricio, L., & Voss, C. A. (2015). 

Service Research Priorities in a Rapidly Changing Context. Journal of Service 

Research, 18(2), 127–159. https://doi.org/10.1177/1094670515576315 

Pantano, E., & Naccarato, G. (2010). Entertainment in retailing : The influences of 

advanced technologies. Journal of Retailing and Consumer Services, 17(3), 

200–204. https://doi.org/10.1016/j.jretconser.2010.03.010 

Pantano, E., Rese, A., & Baier, D. (2017). Enhancing The Online Decision-Making 

Process by Using Augmented Reality: A Two Country Comparison of Youth 

Markets. Journal of Retailing and Consumer Service, 38, 81–95. 

Papacharissi, Z., & Rubin, A. M. (2000). Predictors of Internet Use. Journal of 

Broadcasting & Electronic Media, 44(21), 175–196. 

Parastanti, G. P., Kumadji, S., & Hidayat, K. (2014). Pengaruh Prior Online 

Purchase Experience terhadap Trust dan Online Repurchase Intention (Survey 

pada Pelanggan ZALORA Indonesia melalui Website www.zalora.co.id). 

Jurnal Administrasi Bisnis (JAB), 16(1), 1–7. 

Park, C. H., Kim, Y. G., Park, C., & Kim, Y. (2003). Identifying Key Factors 

Affecting Consumer Purchase Behavior in an Online Shopping Context. 

International Journal of Retail and Distribution Management, 31(1), 16–29. 

https://doi.org/10.1108/09590550310457818 

Patricio, L., Fisk, R. P., & Cunha, J. F. e. (2008). Designing Multi-Interface Service 

Experiences: The Service Experience Blueprint. Journal of Service Research, 

10(4), 318–334. https://doi.org/10.1177/1094670508314264 

Patricio, L., Fisk, R. P., Cunha, J. F. e, & Constantine, L. (2011). Multilevel Service 

Design : From Customer Value Constellation to Service Experience 

Blueprinting. Journal of Service Research, 14(2), 180–200. 

https://doi.org/10.1177/1094670511401901 

Pavlou, P. A., & Stewart, D. W. (2000). Measuring The Effects And Effectiveness 

Of Interactive Advertising : A Research Agenda. Journal of Interactive 

Advertising, 1(1), 62–78. 

Pentina, I., Amialchuk, A., & Taylor, D. G. (2011). Exploring Effects of Online 

Shopping Experiences on Browser Satisfaction and e-Tail Performance. 

International Journal of Retail and Distribution Management, 39(10), 742–



 

 

191 

 

758. https://doi.org/10.1108/09590551111162248 

Pollay, R. W., & Mittal, B. (1993). Here’s The Beef : Factors, Determinants, and 

Segments in Consumer Criticism of Advertising. Journal of Marketing, 

57(July), 99–114. 

Poushneh, A., & Vasquez-Parraga, A. Z. (2017). Discernible Impact of Augmented 

Reality on Retail Customer’s Experience, Satisfaction and Willingness to Buy. 

Journal of Retailing and Consumer Services, 34, 229–234. 

https://doi.org/10.1016/j.jretconser.2016.10.005 

Pradipta, N., & Santoso, A. S. (2022). Revisiting Integrated Mobile Advertising 

Model in Indonesia: A Replication Study. ASEAN Marketing Journal, XIV(1), 

33–52. https://doi.org/10.21002/amj.v14i1.1148 

Praditya, D. (2019). Prediksi Perkembangan Industri E-Commerce Indonesia pada 

Tahun 2022. Retrieved from www.id.techinasia.com website: 

https://id.techinasia.com/prediksi-ecommerce-indonesia 

Prahiawan, W., Fahlevi, M., Juliana, J., Purba, J. T., & Tarigan, S. A. (2021). The 

Role of e-Satisfaction, e-Word of Mouth and e-Trust on Repurchase Intention 

of Online Shop. International Journal of Data and Network Science, 

5(August), 1–9. https://doi.org/10.5267/j.ijdns.2021.8.008 

Preis, M. W. (2003). The Impact of Interpersonal Satisfaction on Repurchase 

Decisions. Journal of Supply Chain Management, 39(2), 30–38. 

https://doi.org/10.1111/j.1745-493X.2003.tb00157.x 

Priambudi, D., & Idris. (2019). Pengaruh Kepuasan pembelian Ulang Pelanggan 

Mobile & Electronics di Situs Bukalapak. Proceeding Seminar Nasional Dan 

Call for Papers 2019 “Isu-Isu Riset Binsis Dan Ekonomi Di Era Disrupsi: 

Strategi Publikasi Di Jurnal Bereputasi,” (September), 36–42. Semarang. 

Purnamasari, I., & Suryandari, R. T. (2023). Effect of E-Service Quality on E-

Repurchase Intention in Indonesia Online Shopping : E-Satisfaction and E-

Trust as Mediation Variables. European Journal of Business and Management 

Research, 8(1), 155–161. 

Purwidiatmaka, A. E., & Hariadi, M. (2010). Augmented Reality Gedung 

Menggunakan Navigasi Marker dengan Estimasi Jarak. Institut Teknologi 

Sepuluh Nopember Surabaya. 

Rachbini, W., Salim, F., Haque, M. G., & Rahmawati, E. (2019). Analisis Niat 

Pembelian Ulang e-Commenrce Mobile dengan Pendekatan Technology 

Acceptance Model (TAM). Jurnal Aplikasi Manajemen Dan Bisnis, 5(3), 530–



 

 

192 

 

540. 

Rahadi, D. R. (2011). Pengaruh Karateristik Website Terhadap Kepuasan 

Pelanggan. Jurnal Teknologi Informasi Politeknik Telkom, 1(1), 20–25. 

Rahayu, D., Kumadji, S., & Kusumawati, A. (2016). Experiental Marketing dan 

Pengaruhnya terhadap Kepuasan Pelanggan dan Minat Pembelian Ulang 

(Repurchase Intention) (Survei pada Pelanggan Warung Coto Abdullah Daeng 

Sirua, Kota Makassar). Jurnal Administrasi Bisnis (JAB), 35(2), 197–203. 

Rahayu, S., & Faulina, S. T. (2022). Pengaruh Digital Customer Experience dalam 

Menciptakan Customer Satisfaction dan Customer Loyalty di Era Digital. 

Jesya (Jurnal Ekonomi & Ekonomi Syariah), 5(1), 1–13. 

https://doi.org/10.36778/jesya.v5i1.568 

Rahmawaty, S., Kartawinata, B. R., Akbar, A., & Wijaksana, T. I. (2021). The 

Effect of E-Service Quality and E-Trust on E-Customer Loyalty Through E-

Customer Satisfaction as an Intervening Variable (Study on Gopay Users in 

Bandung). Proceedings of the International Conference on Industrial 

Engineering and Operations Management, 5495–5506. 

Rajamma, R. K., Paswan, A. K., & Ganesh, G. (2007). Services purchased at brick 

and mortar versus online stores, and shopping motivation. Journal of Services 

Marketing, 21(3), 200–212. https://doi.org/10.1108/08876040710746552 

Rajgopal, S., Venkatachalam, M., & Kotha, S. (2000). Does The Quality of Online 

Customer Experience Create a Sustainable Competitive Advantage for E-

commerce Firms? SSRN Electronic Journal. 

https://doi.org/10.2139/ssrn.242774 

Ranjbarian, B., Fathi, S., & Rezaei, Z. (2012). Factors Influencing on Customers’ 

E-Satisfaction: A Case Study from Iran. Interdisciplinary Journal of 

Contemporary Research in Business, 3(9), 1496–1511. 

Rawson, A., Duncan, E., & Jones, C. (2013). The Truth About Customer 

Experience. Harvard Business Review, 91(9), 90–98. 

Reddy, B., & Jagadeesan, P. (2020). Influence of Website Cues with The Mediating 

Effect of E-Trust on The Relationship Among Perceived Interactivity, Visual 

Product Presentation and Intention to Purchase (with reference to Generation 

Z). International Journal of Advanced Science and Technology, 29(8s), 2117–

2122. 

Reitmayr, G., & Drummond, T. W. (2006). Going Out : Robust Model-Based 

Tracking for Outdoor Augmented Reality. IEEE/ACM International 



 

 

193 

 

Symposium on Mixed and Augmented Reality, ISMAR, 109–118. 

https://doi.org/10.1109/ISMAR.2006.297801 

Rese, A., Baier, D., Geyer-schulz, A., & Schreiber, S. (2017). How augmented 

Reality Apps are Accepted by Consumers : A Comparative Analysis Using 

Scales and Opinions. Technological Forecasting & Social Change, 124, 306–

312. https://doi.org/10.1016/j.techfore.2016.10.010 

Rese, A., Schreiber, S., & Baier, D. (2014). Technology Acceptance Modeling of 

Augmented Reality at The Point of Sale : Can Surveys Be Replaced by An 

Analysis of Online Reviews ? Journal of Retailing and Consumer Services, 1–

8. https://doi.org/10.1016/j.jretconser.2014.02.011 

Revita, A. (2016). E-Satisfaction dan E-Trust Memepengaruhi E-Loyalty 

Konsumen Wanita dalam Sosial Media. PERFORMA: Jurnal Manajemen Dan 

Start-Up Bisnis, 1(4), 1–9. 

Rodriguez, P. G., Villarreal, R., Valino, P. C., & Blozis, S. (2020). A PLS-SEM 

approach to understanding E-SQ , E-Satisfaction and E-Loyalty for fashion E-

Retailers in Spain. Journal of Retailing and Consumer Services, 57(July). 

https://doi.org/10.1016/j.jretconser.2020.102201 

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience 

in e-Retailing: An empirical model of Antecedents and Outcomes. Journal of 

Retailing, 88(2), 308–322. https://doi.org/10.1016/j.jretai.2012.03.001 

Rose, S., Hair, N., & Clark, M. (2011). Online Customer Experience : A Review of 

The Business-to-Consumer Online Purchase Context. International Journal of 

Management Reviews, 13, 24–39. https://doi.org/10.1111/j.1468-

2370.2010.00280.x 

Safa, N. S., & Solms, R. von. (2016). Customers Repurchase Intention Formation 

in e-Commerce. South African Journal of Information Management, 18(1), 1–

9. 

Sahanggamu, S., Mananeke, Li., & Sepang, J. (2015). Analisis Kualitas Layanan, 

Servicescape dan Kepercayaan Terhadap Kepuasan Nasabah Pada PT. Bank 

Sinarmas Bitung. Jurnal EMBA, 3(1), 1084–1095. Retrieved from 

file:///C:/Users/ASUS_ID/Downloads/7868-15538-1-SM.pdf 

Salimon, M. G., Yusoff, R. Z., & Mokhtar, S. S. M. (2018). The Impact of Perceived 

Security on E-Trust, E-Satisfaction and Adoption of Electronic Banking in 

Nigeria : A Conceptual Review. IOSR Journal of Business and Management, 

17(10), 64–69. https://doi.org/10.9790/487X-171016469 



 

 

194 

 

Sari, L. N., & Padmantyo, S. (2023). The Effect of Customer Experience on 

Repurchase Intention With Customer Engagement As an Intervening Variable. 

Jurnal Ekonomi, Manajemen, Dan Akuntansi, 9(2), 514–522. 

Sauw, O., & Mointi, R. (2023). Customer Experience dan Customer Satisfaction 

terhadap Repurchase Intention Produk Online. YUME : Journal of 

Management, 6(1), 260–268. https://doi.org/10.37531/yume.vxix.323 

Schiffman, L. G., & Kanuk, L. L. (2015). Consumer Behavior. 11th Edition (11 

edition). New Jersey: Prentice Hall, Inc. 

Schiffman, L. G., & Wisenblit, J. L. (2019). Consumer Behavior (Eleventh). 

Pearson. 

Schlosser, A. E., Shavitt, S., & Kanfer, A. (1999). Survey of Internet Users’ 

Attitude Toward Internet Advertising. Journal of Interactive Marketing, 13(3), 

34–54. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-

Building Approach. In Wiley (7th ed.). Chichester, West Sussex, United 

Kingdom: John Wiley & Sons Ltd. 

Setyorini, R., & Nugraha, R. P. (2016). The Effect of Trust Towards Online 

Repurchase Intention with Perceived Usefulness As An Intervening Variable : 

A Study on KASKUS Marketplace Customers Literature Review. The Asian 

Journal of Technology Management, 9(1), 1–7. 

Shavitt, S., Lowrey, P., & Haefner, J. (1998). Public Attitudes Towards 

Advertising: ore Favourable Than You Might Think. Journal of Advertising 

Research, 38(4), 7–22. 

Shimp, T. A. (2013). Attitude toward The AD as A Mediator of Consumer Brand 

Choice. Journal of Advertising, 10(2), 9–48. 

https://doi.org/10.1080/00913367.1981.10672756 

Shin, D. H., & Kim, W. Y. (2008). Forecasting Customer Switching Intention in 

Mobile Service: An Exploratory Study of Predictive Factors in Mobile 

Number Portability. Technological Forecasting and Social Change, 75(6), 

854–874. https://doi.org/10.1016/j.techfore.2007.05.001 

Siagian, H., & Cahyono, E. (2014). Analisis Website Quality, Trusts dan Loyalty 

Pelanggan Online Shop. Jurnal Manajemen Pemasaran, 8(2), 55–61. 

https://doi.org/10.9744/pemasaran.8.2.55-61 

Sidharta, I., & Suzanto, B. (2015). Pengaruh Kepuasan Transaksi Online Shopping 

dan Kepercayaan Konsumen terhadap Sikap Serta Perilaku Konsumen pada e-



 

 

195 

 

Commerce. Jurnal Computech & Bisnis, 9(1), 23–36. 

Siraj, A., Guo, J., Kamran, M. W., Li, Q., & Zhu, Y. (2020). Characteristics for E-

Satisfaction in E-Retailing - Evidence from Chinese E-Commerce. 

International Journal of Innovation, Creativity and Change, 12(5), 370–393. 

Sirakaya, E., & Woodside, A. G. (2005). Building and Testing Theories of Decision 

Making by Travelers. Elsevier, 26(December), 815–832. 

https://doi.org/10.1016/j.tourman.2004.05.004 

Sitorus, T., & Hartono, R. (2015). Efek Mediasi Customer Trust atas Pengaruh 

Word of Mouth, Percived Quality, Brand Image terhadap Purchase Intention. 

Jurnal Magister Manajemen, 8(2), 58–91. 

Soh, H., Reid, L. N., & King, K. W. (2007). Trust in Different Advertising Media. 

Journalism and Mass Communication Quarterly, 84(3), 455–476. 

https://doi.org/10.1177/107769900708400304 

Spreer, P., & Kallweit, K. (2014). Augmented Reality in Retail : Assessing the 

Acceptance and Potential for Multimedia Product Presentation at the PoS. SOP 

Transactions on Marketing Research, 1(1), 20–25. 

https://doi.org/10.15764/MR.2014.01002 

Srivastava, M., & Kaul, D. (2014). Social Interaction, Convenience and Customer 

Satisfaction: The Mediating Effect of Customer Experience. Journal of 

Retailing and Consumer Services, 21(6), 1028–1037. 

https://doi.org/10.1016/j.jretconser.2014.04.007 

Suariedewi, I. G. A. A. M., & Suprapti, N. W. S. (2020). Effect of Mobile Service 

Quality to E-Trust to Develop E- Satisfaction and E-Loyalty Mobile Banking 

Services. International Research Journal of Management, IT & Social 

Sciences, 7(1), 185–196. https://doi.org/10.21744/irjmis.v7n1.836 

Suarsa, Senny Handayani;, Sugesti, H., & Sayuliawati, C. N. (2020). Pengaruh 

Electronic Word of Mouth (EWOM) pada Online Travel Agent (OTA) 

Traveloka terhdap Keputusan Menginap di Topas Galeria Hotel, Bandung. 

Jurnal Ekonomi Dan Bisnis, 7(1), 50–56. 

https://doi.org/https://doi.org/10.34308/eqien.v7i1.112 

Suarsa, Senny Handayani. (2020). Location-Based Advertising: Intrusiveness and 

Irritation. Jurnal Bisnis Dan Manajemen, 21(2), 88–99. 

https://doi.org/10.24198/jbm.v21i2.348 

Suarsa, Senny Handayani. (2022). Advertising Value (Cetakan Pe; W. Kurniawan, 

Ed.). Purwokerto, Jawa Tengah: CV Pena Persada. 



 

 

196 

 

Sugandini, D., Effendi, M. I., Istanto, Y., Arundati, R., & Rahmawati, E. D. (2019). 

Pemasaran digital: Adopsi Media Sosial pada UKM. Yogyakarta: Zahir 

Publishing. 

Sugiyono. (2017). Metode Penelitian Kuantitatif Kualitatif dan R & D. Bandung: 

Alfabeta. 

Suhartanto, D. (2014). Metode Riset Pemasaran (Cetakan 1). Bandung: Alfabeta. 

Sung, E. (Christine). (2021). The Effects of Augmented Reality Mobile App 

Advertising: Viral Marketing via Shared Social Experience. Journal of 

Business Research, 122(September 2019), 75–87. 

https://doi.org/10.1016/j.jbusres.2020.08.034 

Surahman, Ariyanti, E. W., Maihan, A. A., & Lestari, I. D. (2021). Repurchase 

Intention Analysis Through Satisfaction and Trust of Shopee Users. 

Interdisciplinary Social Studies, 1(3), 305–312. 

Susanti, D., & Wahyuni, D. U. (2017). Pengaruh Faktor Kepercayaan, Kualitas 

Layanan, dan Fasilitas Terhadap Kepuasan Pelanggan Kereta Api. Jurnal Ilmu 

Dan Riset Manajemen, 6(5), 1–19. Retrieved from 

http://jurnalmahasiswa.stiesia.ac.id/index.php/jirm/article/view/300/306 

Syacroni, M. I., Hamdan, H., & Ilhamalimy, R. R. (2023). The Effect of E-Service 

Quality, Website Quality , Promotion, and E-Trust on Repurchase Intentions 

at E-Commerce Shopee in DKI Jakarta. BASKARA: Journal of Business and 

Entrepreneurship, 5(April), 193–205. https://doi.org/10.54628 193 

Syaputra, E. A., Sartika, W., & Ngabito, O. F. (2023). Efektivitas Visualisasi 3D 

dan Augmentend Reality Bagi Optimalisasi Media Informasi dan Promosi 

Mebel Kayu Jepara di Pasar Online The Effectiveness Of 3D Visualization 

and Augmented Reality For Information Media Optimization and Promotion 

Of. COMPACT: Spatial Development Journal, 02(01), 47–55. 

Tabrani, M., Amin, M., & Nizam, A. (2018). Trust, Commitment, Customer 

Intimacy and Customer Loyalty in Islamic Banking Relationships. 

International Journal of Bank Marketing, 36(5), 823–848. 

https://doi.org/10.1108/IJBM-03-2017-0054 

Taherdoost, H., & Madanchian, M. (2021). Empirical Modeling of Customer 

Satisfaction for E-Services in Cross-Border E-Commerce. Electronics, 10, 1–

14. https://doi.org/https://doi.org/10.3390/ electronics1013154 

Tamimi, N., & Sebastianelli, R. (2014). Understanding eTrust. Journal of 

Information Privacy and Security, 3(2), 3–17. 



 

 

197 

 

https://doi.org/10.1080/15536548.2007.10855813 

Tang, G., & Zeng, H. (2021). Evaluation of Tourism E-Commerce User 

Satisfaction. Journal of Organizational and End User Computing, 33(5), 25–

41. https://doi.org/10.4018/JOEUC.20210901.oa2 

Tania, S. (2018). Advertising Values dan Perilaku Konsumen : Pengaruh 

Advertising Values dalam Tagged Promotion terhadap Perilaku Konsumen ( 

Consumer Attitudes ) Online Fashion Shop Facebook di Yogyakarta. 1–15. 

Tanprajna, R. F., & Ellyawati, J. (2020). Effect of E-Referral and E-Wom on 

Purchase Intention : An Empirical Study in Indonesia. 11th International 

Conference on Modern Research in Management, Economics and Accounting, 

124–137. Oxford, United Kingdom. 

Teixeira, J., Patrício, L., Nunes, N. J., Nóbrega, L., Fisk, R. P., & Constantine, L. 

(2012). Customer Experience Modeling : From Customer Experience to 

Service Design. Journal of Service Management, 23(3), 362–376. 

https://doi.org/10.1108/09564231211248453 

Ting, O. S., Ariff, M. S. M., Zakuan, N., Sulaiman, Z., & Saman, M. Z. M. (2016). 

E-Service Quality, E-Satisfaction and E-Loyalty of Online Shoppers in 

Business to Consumer Market ; Evidence form Malaysia. IOP Conference 

Series: Materials Science and Engineering, (May). 

https://doi.org/10.1088/1757-899X/131/1/012012 

Trisnawati, E., Suroso, A., & Kumorohadi, U. (2012). Analisis Faktor-Faktor Kunci 

dari Niat Pembelian Kembali Secara Online (Study Kasus pada Konsumen 

Fesh Shop). Jurnal Bisnis Dan Ekonomi (JBE), 19(2), 126–141. 

Trivedi, K., & Yadav, M. (2018). Article information : VINE Journal of Information 

and Knowledge Management Systems, 1–36. 

https://doi.org/https://doi.org/10.1108/VJIKMS-10-2017-0066 Downloaded 

Tsang, M. M., Ho, S., & Liang, T. (2004). Consumer Attitudes Toward Mobile 

Advertising : An Empirical Study. International Journal of Electronic 

Commerce, 8(3), 65–78. 

Tseng, A. (2017). Why do Online Tourists Need Sellers’ Ratings? Exploration of 

The Factors Affecting Regretful Tourist e-Satisfaction. Tourism Management, 

59, 413–424. https://doi.org/10.1016/j.tourman.2016.08.017 

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing (3rd Editio). Sage 

Publications Ltd. 

Varshney, U., & Vetter, R. (2002). Mobile Commerce : Framework , Applications 



 

 

198 

 

and Networking. Mobile Networks and Applications, 7, 185–198. 

Verhagen, T., Vonkeman, C., & Dolen, W. van. (2016). Making Online Products 

More Tangible : The Effect of Product Presentation Formats on Product 

Evaluations. Cyberpsychology, Behavior, and Social Networking, 19(7), 460–

464. https://doi.org/10.1089/cyber.2015.0520 

Verhagen, T., Vonkeman, C., Feldberg, F., & Verhagen, P. (2014). Present it Like 

it is Here : Creating local presence to Improve Online Product Experiences. 

Computers in Human Behavior, 39, 270–280. 

Visakha, M. D., & Keni, K. (2022). The Impact of Security and Perceived Ease of 

Use on Reuse Intention of E-Wallet Users in Jakarta : The Mediating Role of 

E-Satisfaction. 3rd Tarumanagara International Conference on The 

Applications of Social Sciences and Humanities (TICASH) 2021, 655(Ticash 

2021), 36–42. Jakarta: Atlantis Press. 

Wang, L., & Prompanyo, M. (2020). Modeling The Relationship Between Percived 

Values, e-Satisfaction, and e-Loyalty. Management Science Letters, 10(2020), 

2609–2616. https://doi.org/10.5267/j.msl.2020.3.032 

Wang, Y. J., & Hausman, A. (2006). Consumer Adoption of Short Message Service 

(SMS ): A Suggested Framework. International Journal Technology 

Marketing, 1(4), 431–445. 

Wassom, B. D. (2015). Advertising, Marketing, and eCommerce. In Augmented 

Reality Law, Privacy, and Ethics: Law, Society, and Emerging AR 

Technologies (pp. 71–100). https://doi.org/10.1016/b978-0-12-800208-

7.00004-1 

Wicaksono, I. B. A. (2019). Pengaru Online Shopping Experiences Produk Fashion 

terhadap Customer Satisfaction dan Repurchase Intention. Universitas 

Katolik Parahyangan, Bandung. 

Wong, M. T. M. (2010). Consumers ‘ Attitude Towards Mobile Advertising. The 

Hong Kong Polytechnic University Department. 

Wu, M.-Y., & Tseng, L.-H. (2014). Customer Satisfaction and Loyalty in an Online 

Shop: An Experiential Marketing Perspective. International Journal of 

Business and Management, 10(1), 104–114. 

https://doi.org/10.5539/ijbm.v10n1p104 

Xu, D. J. (2016). The Influence of Personalization in Affecting Consumer Attitudes 

toward Mobile Advertising in China. Journal of Computer Information 

Systems, 47(2), 9–19. https://doi.org/10.1080/08874417.2007.11645949 



 

 

199 

 

Yang, K. C. C. (2007). Exploring Factors Affecting Consumer Intention to Use 

Mobile Advertising in Taiwan. Journal of International Consumer Marketing, 

20(I), 33–49. https://doi.org/10.1300/J046v20n01 

Yoon, S.-J., & Kim, J.-H. (2001). Is The Internet More Effective than Traditional 

Media? Factors Affecting The Choice of Media. Journal of Advertising 

Research, 41(6), 53–60. https://doi.org/10.2501/JAR-41-6-53-60 

Zaenuri, M., & Sutanto, A. (2015). Analisis Pengaruh Customer Experience 

terhadap Pembelian Ulang (Studi Kasus pada Konsumen restoran Gudeg Yu 

Djum Jl. Kaliurang Km. 5 Koncoran Gg. Sri Katon 2 Yogyakarta). Jurnal 

Fokus, 5(1), 84–95. 

Zeithaml, V. A. (2000). Service Quality, Profitability, and The Economic Worth of 

Customers: What We Know and What We Need to Learn. Journal of the 

Academy of Marketing Science, 28(1), 67–85. 

https://doi.org/10.1177/0092070300281007 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Communication and 

Control Processes in The Delivery of Service Quality. Journal of Marketing, 

52(April), 35–48. https://doi.org/10.2307/1251263 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services marketing: 

Integrating Customer Focus Acros The Firm. In Business Horizons (7th Editio, 

Vol. 51). https://doi.org/10.1016/j.bushor.2008.01.008 

Zeng, F., Huang, L., & Dou, W. (2009). Social Factors in User Perceptions and 

Responses to Advertising in Online Social Networking Communities. Journal 

of Interactive Advertising, 10(1), 1–14. 

Zhang, H., Lu, Y., Gupta, S., & Zhao, L. (2014). What Motivates Customers to 

Participate in Social Commerce? The Impact of Technological Environments 

and Virtual Customer Experiences. Information & Management, 1–14. 

https://doi.org/10.1016/j.im.2014.07.005 

Zhang, J. (2020). A Systematic Review of the Use of Augmented Reality (AR) and 

Virtual Reality (VR) in Online Retailing. Auckland University of Technology. 

Zhang, Y., Fang, Y., Wei, K.-K., Ramsey, E., McCole, P., & Chen, H. (2011). 

Repurchase Intention in B2C e-Commerce-A Relationship Quality 

Perspective. Information & Management, 48, 192–200. 

https://doi.org/10.1016/j.im.2011.05.003 

Zhao, X., & Ngamkroeckjoti, C. (2014). Determinant Factors of e-Loyalty: A Case 

Study of The Advertising Shown on Facebook Page of Durex, Thailand. Issues 



 

 

200 

 

in Business Management and Economics, 2(8), 134–141. Retrieved from 

http://journalissues.org/wp-content/uploads/2014/08/Zhao-and-

Ngamkroeckjoti1.pdf 

Zhou, F., Duh, H. B., & Billinghurst, M. (2008). Trends in Augmented Reality 

Tracking , Interaction and Display : A Review of Ten Years of ISMAR. 

Proceedings of the 7th IEEE/ACM International Symposium on Mixed and 

Augmented Reality, 193–202. IEEE Computer Society. 

Zhu, Q., Hang, Y., Liu, J., & Lai, K. hung. (2014). How is Employee Perception of 

Organizational Efforts in Corporate Social Responsibility Related to Their 

Satisfaction and Loyalty towards Developing Harmonious Society in Chinese 

Enterprises? Corporate Social Responsibility and Environmental 

Management, 21(1), 28–40. https://doi.org/10.1002/csr.1302 

 


