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PADA PENGGUNA FITUR “VIRTUAL TRY ON “ MAKE OVER 
 Zulfa Bifadhlika Fainni 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh faktor-faktor dari 

interactive Virtual Reality terhadap kepuasan pelanggan (customer 

satisfaction) dan niat berperilaku (behavioral intention) dengan fokus pada 

pengguna fitur “Virtual Try On” dari Make Over. Variabel independen yang 

diteliti meliputi Perceived Aesthetic, Perceived Ease of Use, dan Perceived 

Information Quality, sedangkan Customer Satisfaction berperan sebagai 

variabel mediasi dan Behavioral Intention sebagai variabel dependen. 

Penelitian ini ditujukan untuk mengetahui keefektifan serta kepuasan 

pelanggan terhadap fitur Virtual Try On Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei terhadap responden yang 

pernah menggunakan fitur tersebut. Analisis data dilakukan menggunakan 

metode Structural Equation Modeling (SEM). Hasil penelitian  

menunjukkan bahwa Perceived Aesthetic, Perceived Ease of Use, dan 

Perceived Information Quality berpengaruh positif terhadap Customer 

Satisfaction, yang selanjutnya berdampak positif terhadap Behavioral 

Intention.  

 

Kata kunci: Virtual Reality, Perceived Aesthetic, Customer Satisfaction, 

Behavioral Intention, Virtual Try On 
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ANALYSIS OF THE INFLUENCE OF FACTORS FROM 

INTERACTIVE VIRTUAL REALITY ON CUSTOMER 

SATISFACTION AND BEHAVIORAL INTENTION: A STUDY ON 

USERS OF THE “VIRTUAL TRY ON” FEATURE OF MAKE 

OVER 
 Zulfa Bifadhlika Fainni 

 

ABSTRACT (English) 

 

This study aims to analyze the influence of factors from interactive Virtual Reality 

on customer satisfaction and behavioral intention with a focus on users of the 

“Virtual Try On” feature from Make Over. The independent variables studied 

include Perceived Aesthetic, Perceived Ease of Use, and Perceived Information 

Quality, while Customer Satisfaction acts as a mediating variable and Behavioral 

Intention as the dependent variable. This study aims to determine the effectiveness 

and customer satisfaction of the Virtual Try On feature. This study uses a 

quantitative approach with a survey method of respondents who have used the 

feature. Data analysis was carried out using the Structural Equation Modeling 

(SEM) method. The results showed that Perceived Aesthetic, Perceived Ease of 

Use, and Perceived Information Quality have a positive effect on Customer 

Satisfaction, which in turn has a positive impact on Behavioral Intention. 

 

 

Keywords: Virtual Reality, Perceived Aesthetic, Customer Satisfaction, Behavioral 
Intention, Virtual Try On 
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