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ABSTRACT: 

This study examines how AR-based advertising value (AV) affects 
e-customer trust (eCT) and satisfaction (eCS) in Indonesia's fast-
growing beauty e-commerce ecosystem. This study uses AV as the 
major stimulus in the S-O-R/TAM framework to explain eCT and 
eCS generation and explicitly explores the eCT–eCS link in AR-
based cosmetic shopping, as this approach diverges from prior 
research, which predominantly emphasized AR experiential 
dimensions and interactivity. A quantitative survey of 214 Shopee, 
Lazada, and Sephora cosmetics shoppers who had used virtual try-
on features was examined using PLS-SEM to determine how AV 
and eCT affect eCT and eCS. The results show that AV strongly and 
significantly affects eCT and eCS, while eCT has no significant 
direct effect on eCS, undermining the classical idea that trust is 
always the key predictor of satisfaction. This study proposes and 
tests AR-based AV as the “heart” of digital experiences that 
directly shape trust and satisfaction, and clarifies the role of eCT 
as long-term relational capital. These findings help beauty brands 
design informative, entertaining, personalized, and credible AR 
content to reduce product uncertainty and improve brand-
consumer relationships. 
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1. INTRODUCTION 

Indonesia is emerging as a major hub for rapid IT growth, driven primarily by the country's 
surging internet adoption. Suarsa's research indicates that over 200 million individuals in 
Indonesia utilize the internet (Suarsa, 2020), and digital penetration is extensive across all 
societal strata, including the rapidly expanding beauty e-commerce sector (Gabriel et al., 
2023; Suarsa et al., 2024). This transformation is clearly reflected in the beauty industry, 
where e-commerce, live-streaming, and mobile applications have become key channels for 
cosmetic and skincare purchases. At the same time, intensified competition increases 
promotional spending and exposes firms to higher risks of customer dissatisfaction and 
product returns when expectations are not met (Lin, 2024; Nguyen, 2020).  

In beauty e-commerce, the risk of a mismatch in shade, texture, and final appearance on 
the skin makes cosmetic products structurally more prone to uncertainty and post-purchase 
disappointment than many other categories. Studies in beauty and cosmetic e-commerce 
show that customer satisfaction is strongly influenced by online shopping experience, 
information quality, security/privacy, and seller service, and that many users of beauty apps 
in Indonesia remain dissatisfied despite intensive digitalization efforts (Nguyen, 2020). At the 
same time, beauty products constitute one of the most dynamic segments in live streaming 
and e-commerce ecosystems, with pricing, promotions, and content strategies directly 
shaping purchase decisions and intensifying competition among brands (Lin, 2024; Pratama 
Gracia Adi & Qastharin, 2024; Zhang et al., 2024). These conditions create strong pressure 
for industry players to design digital content that attracts attention and reduces product 
uncertainty, builds trust, and generates sustainable satisfaction. In this context, augmented 
reality (AR) has become an important new technology that connects online and offline 
cosmetic shopping by letting people try on products in a virtual setting (Gabriel et al., 2023; 
A. S. A. Putri & Mailangkay, 2024; Salma Dhianita & Popy Rufaidah, 2024; Voicu et al., 2023a; 
Y. Wang et al., 2021a; Wedel et al., 2020).  

Numerous studies have demonstrated that augmented reality (AR) can enhance purchase 
intention, brand engagement, trust, experience, and customer satisfaction within the 
cosmetics sector, both in Indonesia and internationally (Alimamy & Al-Imamy, 2021; Anifa & 
Sanaji, 2022; Fakhiratunisa et al., 2025; Lisdayanti & Nilasari, 2025; A. S. A. Putri & 
Mailangkay, 2024; Romano et al., 2020; Salma Dhianita & Popy Rufaidah, 2024; Suarsa et al., 
2024; Y. Wang et al., 2021b). AR attributes such as novelty, interactivity, and vividness are 
also found to strengthen engagement, satisfaction, and future brand usage intent via mobile 
applications (McLean & Wilson, 2019). These findings justify cosmetics as a strategic 
empirical context: the category is highly visual and experiential, among the earliest and most 
intensive adopters of AR, critically dependent on trust regarding safety and performance on 
the skin, and economically significant within the broader e-commerce landscape (Lee & Park, 
2024; Lin, 2024; Nguyen, 2020). 

However, most of these studies still focus on AR experiences, interactivity, or general 
technological features, without explicitly conceptualizing AR-based advertising value (AV) 
and its specific impact on e-customer trust (eCT) and e-customer satisfaction (eCS) (Alimamy 
& Al-Imamy, 2021; Amanah et al., 2023; Ngo et al., 2025; A. S. A. Putri & Mailangkay, 2024; 
Rauschnabel et al., 2019; Shi et al., 2025; Suarsa et al., 2024; Voicu et al., 2023b). Research 
on e-commerce and mobile commerce shows that utilitarian/hedonic values, digital content 
quality, and trust are important factors that affect satisfaction and behavioral intention. 
However, these studies look at advertising content, interaction, and system quality 
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separately instead of as the value of AR-based advertising as a whole (L. D. Hollebeek & 
Macky, 2019; Li et al., 2023a; Ngubelanga & Duffett, 2021; Nugraha et al., 2022). Moreover, 
trust does not always translate straightforwardly into purchase intention or satisfaction, 
especially when experiential or value-based factors dominate, suggesting that the true role 
of trust relative to the perceived value of digital content remains theoretically ambiguous in 
some contexts (Marriott & Williams, 2018; Zhang et al., 2024). Furthermore, the structural 
relationship between eCT and eCS in the context of Indonesian AR cosmetics needs more 
comprehensive examination. Some findings even suggest that trust does not always lead to 
purchase intention or purchasing behavior, raising questions about the true role of trust 
compared to the experience and value of the advertisement itself (Anifa & Sanaji, 2022; 
Fakhiratunisa et al., 2025; Ngo et al., 2025; Shi et al., 2025; Smink et al., 2020).  

This gap is the starting point of this study, which presents novelties by, first, positioning 
AR-based AV as the main stimulus in the SOR/TAM framework to simultaneously explain the 
formation of eCT and eCS in Indonesian cosmetic e-commerce (Alimamy & Al-Imamy, 2021; 
Amanah et al., 2023; Gabriel et al., 2023; A. S. A. Putri & Mailangkay, 2024; Rauschnabel et 
al., 2019; Suarsa et al., 2024; Voicu et al., 2023a; C. Wang et al., 2023; Wedel et al., 2020); 
second, explicitly testing the eCT-eCS relationship in the highly dynamic AR-based beauty 
shopping ecosystem; and third, linking these empirical findings to the characteristics of 
consumption culture and online shopping behavior of Indonesian consumers. Theoretically, 
this study enriches the AR marketing literature by shifting the focus from mere technology 
and experience to the value of AR-based advertising as a key driver of trust and satisfaction; 
practically, this study offers concrete guidance for national beauty industry players to design 
AR content that is not only attractive and entertaining but also informative and credible, 
thereby reducing product uncertainty, reducing the potential for post-purchase 
disappointment, and building a more humane long-term relationship between brands and 
consumers (Alimamy & Al-Imamy, 2021; Anifa & Sanaji, 2022; Gabriel et al., 2023; A. S. A. 
Putri & Mailangkay, 2024; Rauschnabel et al., 2019; Romano et al., 2020; Salma Dhianita & 
Popy Rufaidah, 2024; Suarsa et al., 2024; Y. Wang et al., 2021b; Wedel et al., 2020). 

 

2. LITERATURE REVIEW 

Theoretical perspectives view advertising value (AV) as a crucial factor in fostering e-
customer trust within the digital landscape. Ducoffe's model posits informativeness, 
entertainment, and credibility as factors shaping perceived advertising value; when an 
advertisement is perceived as informative, enjoyable, and credible, consumers perceive the 
message and source as more trustworthy, thereby increasing trust in the brand and online 
platform (Ao et al., 2023; L. Hollebeek & Macky, 2019; Shareef et al., 2017; Wiese et al., 
2020). Meta-analyses of digital content show that valuable content (relevant, informative, 
and authentic) drives engagement and, in turn, strengthens brand trust (L. Hollebeek & 
Macky, 2019), in line with findings that credibility and informative value are strongly 
correlated with purchase intention and engagement(Ao et al., 2023). Within the Stimulus–
Organism–Response (S-O-R) framework, valuable digital marketing activities (e.g., social 
media marketing, personalized content) have been shown to increase trust and relationship 
quality in e-commerce and social commerce (Shang et al., 2023; Sohaib et al., 2022), thus 
theoretically supporting the H1 hypothesis that advertising value has a positive effect on e-
customer trust. 
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In the H2 hypothesis, high AV was also recognized as an important driver of e-customer 
satisfaction. The perceived value of e-marketing activities and digital content is a significant 
antecedent of customer satisfaction and loyalty, with perceived value mediating the effect 
of e-marketing on satisfaction and loyalty (Alkufahy et al., 2023; Blut et al., 2023). Studies in 
social commerce show that experiential/hedonic value and informative value packaged in 
digital channels increase engagement, which then leads to satisfaction and brand loyalty (Blut 
et al., 2023; Nadeem et al., 2021). Other research in the e-commerce sector found that 
excellent information quality, website design, and online interactions—components closely 
related to the dimensions of informativeness, entertainment, and personalization—increase 
consumer satisfaction in online shopping (Li et al., 2023b; Rita et al., 2019). Therefore, AV 
can be theoretically regarded as a form of perceived advertising value that enhances 
consumers' affective evaluation of online experiences, supporting the hypothesis that 
advertising value positively and significantly affects e-customer satisfaction. 

Hypothesis H3, that e-customer trust has a positive effect on e-customer satisfaction, is 
also strongly supported by the literature. Meta-analyses of e-commerce indicate that trust is 
significantly associated with various positive consequences, including purchase intention and 
loyalty, and is closely related to perceived service quality and security (Handoyo, 2024; Y. Kim 
& Peterson, 2017; Petcharat & Leelasantitham, 2021). Studies in e-commerce and social 
commerce have found that online interactions and social media marketing activities increase 
trust and satisfaction, and trust acts as an important mediator linking marketing stimuli to 
purchase intention and loyalty (Dabbous et al., 2020; Li et al., 2023b; Shang et al., 2023; 
Sohaib et al., 2022; Y. Wang et al., 2021b). Research conducted in the Indonesian online 
shopping context demonstrates that both trust and satisfaction influence behaviors such as 
repurchase intention, word of mouth, and site revisit (Rita et al., 2019), suggesting that 
increased trust is often accompanied by increased satisfaction. Conceptually, when 
consumers believe that an online seller is safe, reliable, and keeps promises, perceived risk 
decreases, and the shopping experience is perceived more positively, resulting in higher 
levels of e-customer satisfaction, in line with proposition H3. 

 
Figure 1. Research Model 

 

Based on the literature review and research model above, the hypothesis can be 
formulated as follows: 
H1: Advertising value has a positive and significant impact on e-customer trust 
H2: Advertising value has a positive and significant impact on e-customer satisfaction 
H3: E-customer trust has a positive and significant impact on e-customer satisfaction 
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3. METHODS 

This study adopts a quantitative approach using survey methods, implemented through 
descriptive and explanatory structural techniques. Descriptive research methods are used to 
obtain actual and valuable information about the cosmetic marketplace, especially in 
Indonesia. In contrast, explanatory structural research methods are used to determine and 
analyze the relationships that occur between the variables studied through Partial Least 
Squares-Structural Equation Modeling (PLS-SEM). The sample was set at 214 respondents, 
with reference to several expert opinions such as sample selection being guided by 10 times 
the research indicators (21 indicators), referring to the opinion of Maholtra & Dash (Malhotra 
& Dash, 2016) that the minimum sample size specifically for marketing research, especially 
for research on TV, radio, or print media advertising, is 150 respondents; the opinion of Hair 
et al. (Hair et al., 2014) that to conduct testing with PLS-SEM, the number of samples needed 
is around five times the estimated parameters or 100-200 respondents; and Ferdinand's 
opinion (Ferdinand, 2014), namely, a minimum of 100 to 200 samples, 5 to 10 times the 
number of parameters. 

The sampling technique used was accidental sampling or convenience sampling. Samples 
were selected from cosmetic marketplaces in Indonesia that have used AV in marketing their 
cosmetic products, namely, Shopee, Lazada, and Sephora. The cosmetic marketplaces 
Shopee, Lazada, and Sephora were selected, considering that all three are marketplaces that 
have used AV in selling their cosmetic products. The respondent criteria in this study can be 
from men and women without gender restrictions, as long as they are included in the age 
group of teenagers to the elderly, according to the classification of the Indonesian Ministry 
of Health (≥12 years), thus encompassing cosmetic users across generations in Indonesia. 
Respondents may reside throughout Indonesia, reflecting the distribution of 38 provinces, to 
make the findings more representative of the national market, in line with cosmetic AR 
research that also recruited respondents from various cities and islands in Indonesia 
(Adawiyah et al., 2024; Anifa & Sanaji, 2022; Gabriel et al., 2023; Salma Dhianita & Popy 
Rufaidah, 2024). The employment background was broadly open (students, private 
employees/civil servants, entrepreneurs, housewives, and the unemployed) with a minimum 
education of high school to doctoral level, so that respondents could understand the content 
of the AR technology-based questionnaire and experience. The monthly expenditure range 
was not strictly limited (0–≥25 million rupiah) to accommodate users from various economic 
abilities, as is the practice in cosmetic AR studies involving diverse income groups (Adawiyah 
et al., 2024; Anifa & Sanaji, 2022; Voicu et al., 2023b). The main requirement that 
differentiates this study sample is that respondents must have used the AR feature (virtual 
try-on) in a cosmetics marketplace and have purchased cosmetics on one of the platforms 
that have AR features. This selection was purposive because the purpose of the study was to 
analyze the influence of AR-based advertising value on customer trust and satisfaction. Only 
users who have actually tried AR and made a purchase can accurately assess the benefits, 
ease of use, trust, and satisfaction associated with it, as has been done in previous studies in 
Indonesia and abroad that required experience using AR cosmetics or virtual try-on features 
as the main inclusion criteria (Adawiyah et al., 2024; Anifa & Sanaji, 2022; Gabriel et al., 2023; 
Husna et al., 2025; Panjaitan et al., 2025; Voicu et al., 2023b). This approach ensures that 
respondents' answers are relevant to the context of the technology being studied and reflect 
the behavior of consumers who have moved beyond the trial stage to the purchase decision 
stage. 
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The instrument test used a 7-point semantic differential scale, while the validity test used 
Pearson correlation, and the reliability test used Cronbach's alpha. Descriptive analysis 
techniques were used to obtain a more in-depth picture of the research object. The results 
of the descriptive analysis are presented in the form of a frequency distribution. Meanwhile, 
verification analysis was used to determine the influence of variables using the PLS-SEM 
analysis technique. 

 
4. RESULTS AND DISCUSSION 

4.1 Respondent Profile 

The results of the descriptive test for the respondent profile were obtained, as can be 
seen in Table 1 below. 

Table 1. Respondent Profile 

Item Freq % Item Freq % 

Sex Male  10 5 Buying Frequency 
with AR 

First Time 51 23,8 

 Female 204 95  2nd Time 54 25,2 
Age 12-16 yo 11 5,1  >2nd time 109 50,9 
 17-25 yo 25 11,7 Type of Cosmetics Lip Care 93 43,5 
 26-35 yo 67 31,3  Hair Care 37 17,3 
 36-45 yo 86 40,2  Body Care 8 3,7 
 46-55 yo 25 11,7  Face Care 76 35,5 
Marketplace Sephora 66 25,3 Province (top 3) West Java 61 28,5 
 Lazada 48 23,8  Jakarta 29 13,6 
 Shopee 100 50,9  Banten 10 4,7 

 

The table above shows that the majority of respondents were women aged 36 to 45 from 
West Java. Respondents most frequently used Shopee for their purchases, specifically for lip 
care cosmetics. Most respondents had made more than two purchases on the platform. This 
insight provides clear direction for developing marketing strategies, product adjustments, 
and channel placement within the Indonesian cosmetics marketplace. This finding aligns with 
the literature, indicating that adult women are a key segment for AR and mobile commerce 
adoption in the fashion and beauty categories (Rhee & Lee, 2021; Yoo, 2023; Yuan et al., 
2021). 

Considering that the majority of respondents are adult women (middle-aged), AR 
marketing strategies should focus on the beauty needs and preferences of women aged 30-
45 years, with a priority on innovation in lip care and face care, as these two categories are 
in the highest demand. The high frequency of AR use (>2 times in 51% of respondents) 
suggests that consumers have become accustomed to interactive visual experiences. Female 
dominance and repeat purchases indicate the presence of perceived value and comfort with 
AR, in line with the TAM and value-based adoption models, where perceived usefulness, ease 
of use, and immersion of AR increase online purchase intentions (Erdmann et al., 2021; Qin 
et al., 2020; Hai-Ninh et al., 2020; Guo & Zhang, 2024). Studies on beauty AR indicate that 
augmented reality (AR) enhances cognitive control, telepresence, and confidence in product 
selection, which subsequently encourages both purchase intentions and the intention to 
reuse AR applications (Kowalczuk et al., 2020; Whang et al., 2021; Yoo, 2023). 
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The addition of AR features that facilitate virtual try-ons for lip and face care can increase 
trust and satisfaction. Considering that respondents are concentrated in West Java, Jakarta, 
and Banten, regional campaigns that adapt to local language, culture, and events can increase 
engagement. A high proportion of users “>2 times” indicates habit formation and satisfaction 
with the virtual try-on feature, which is rich in interactivity and informativeness (Guo & 
Zhang, 2024; Kowalczuk et al., 2020; Qin et al., 2020; Yoo, 2023). The high interest in lip and 
face care is consistent with findings that AR makeup mirrors affect the ideal–actual 
attractiveness gap and ideal self-congruence, especially for facial products such as lipstick 
and makeup (Javornik et al., 2021). When AR allows personalization of lip color and facial 
appearance, consumers feel closer to their ideal self-image and tend to increase exploration 
and purchase intentions of beauty products (Javornik et al., 2021; Ustymenko, 2023; Yuan et 
al., 2021). Meanwhile, the concentration of respondents in West Java, Jakarta, and Banten 
supports geographic segmentation and communication localization strategies, indicating that 
beauty brands should tailor their marketing efforts to resonate with the specific cultural and 
emotional values of these regions. Cross-cultural and global branding literature emphasizes 
that the success of global brands in local markets depends on the adaptation of language, 
cultural symbols, and the relevance of local contexts in digital marketing messages and AR 
campaigns (E. A. Putri et al., 2026; Sektiyaningsih et al., 2025; Shu, 2024; Ustymenko, 2023). 
In the Indonesian context, emphasizing emotional closeness, local cultural values, and 
relevant narratives strengthens the effectiveness of STP and increases engagement with AR 
content (Halim & Kiatkawsin, 2021; E. A. Putri et al., 2026). 

Theoretically, the characteristics of the sample that is already familiar with AR puts it on 
a path that is in line with the richness and interactivity of AR media that trigger enjoyment, 
flow, and psychological ownership of the product, which leads to purchase intention and 
repeat purchases (Hai-Ninh et al., 2020; Qin et al., 2020; Rhee & Lee, 2021; Yoo, 2023; Yuan 
et al., 2021). Overall, the profile of the respondents—adult women who are intensive users 
of AR and focus on lip and face care in the regions of West Java, Jakarta, and Banten—aligns 
closely with the theory of AR adoption in digital beauty marketing. These findings provide a 
strong theoretical foundation for designing a more immersive, localized AR strategy that 
focuses on the aesthetic and psychological needs of women aged 30–45 in the Indonesian e-
commerce ecosystem. 
 

4.2 Descriptive Results 

The SPSS 23 program was utilized to generate descriptive statistical analysis findings, 
encompassing the score, the maximum value, the percentage, and the category.  

Table 2. Descriptive Result 

Variable Dimension Score Max  
Value 

% Category 

eCT Reliability 2548 2996 85 
High  Assurance 2485 2996 83 

 Credibility 3848 4494 86 
eCS Performance 3866 4494 86 

High 
 Usability 2564 2996 86 
 Design 3805 4494 85 
 Merchandising 3844 4494 86 
AV Informativeness 3788 4494 84  
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Variable Dimension Score Max  
Value 

% Category 

 Entertainment 3829 4494 85 High 
 Irritation 3533 4494 79 
 Personalization 2548 2996 85 
 Credibility 3733 4494 83 

 

Table 2 shows that all trust dimensions have percentages above 80%. This indicates that 
consumers view the cosmetics marketplace ecosystem, including AR features, as a 
trustworthy environment. This aligns with findings that content quality, system/service 
quality, and product informativeness in AR applications significantly increase trust and, in 
turn, purchase intention and loyalty (Adawiyah et al., 2024; Salma Dhianita & Popy Rufaidah, 
2024; Shi et al., 2025). Studies on AR-based virtual cosmetic try-ons also confirm that 
informativeness and ease of use are key predictors of trust, where rich information and a 
smooth user experience make consumers feel more confident in the product and technology 
(Adawiyah et al., 2024; Micheletto et al., 2025). 

Overall consumer satisfaction ratings were high (>85%). The performance, usability, 
design, and merchandising dimensions show that people not only trust the AR shopping 
experience, but they are also functionally and emotionally satisfied with it. Research on 
MARA in the Indonesian cosmetics marketplace shows a similar pattern: all eCS dimensions 
are in the high category, with performance as the highest-performing dimension, as the 
application is rated as fast, easy to use, functional, and helps with efficient color/product 
selection (Suarsa, 2024). Other research based on the S-O-R framework found that fit, 
confidence, utilitarian value, and immersion in AR makeup applications directly contribute to 
satisfaction and continued usage intentions (Perret & Schwientek, 2025; Voicu et al., 2023b). 
Thus, the high performance and usability scores in this study are consistent with evidence 
that the ease, reliability, and convenience of AR are foundational to customer satisfaction 
(Amanah et al., 2023; Anifa & Sanaji, 2022; Voicu et al., 2023b). 

In the advertising value (AV) variable, the informativeness, entertainment, 
personalization, and credibility dimensions reached a high category (≈83–85%), while 
irritation was at the lowest level (79%) but still within acceptable limits. This finding is in line 
with the advertising value model, which states that credibility, entertainment, and 
information are the main drivers of advertising value, while irritation has a negative but 
relatively weaker effect (Suarsa et al., 2024; Voicu et al., 2023b). In the context of beauty AR, 
recent studies have shown that perceived informativeness and perceived enjoyment are key 
factors driving trust, perceived diagnosticity, and behavioral intention; when consumers 
perceive an application as providing sufficient and enjoyable information, they are more 
prepared to make a purchase decision and reduce doubts about the product (Micheletto et 
al., 2025; Perret & Schwientek, 2025). Beauty tech research also confirms that interactivity, 
informativeness, personalization, and service quality in AR–AI solutions enhance the 
hedonistic and utilitarian value of customer experiences, which then lead to satisfaction, 
purchase intention, advocacy, and repurchase intention (Fakhiratunisa et al., 2025; Perret & 
Schwientek, 2025). 

Overall, the descriptive patterns in Table 2 align closely with the literature on AR 
marketing and beauty tech. The Technology Acceptance Model (TAM) and Stimulus–
Organism–Response (S-O-R) frameworks explain that informative, entertaining, 
personalized, and credible AR stimuli trigger internal responses of trust and satisfaction, 
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which then drive purchase intention and long-term engagement (Anifa & Sanaji, 2022; 
Chylinski et al., 2020; Du et al., 2022; Suarsa et al., 2024). From a more humanistic 
perspective, these figures reflect that consumers are not simply accepting new technology 
but feeling helped: they can safely, comfortably, and enjoyably “try on” cosmetics before 
purchasing, thus reducing the fear of making the wrong choice and increasing confidence in 
their decisions (Amanah et al., 2023; Micheletto et al., 2025; Perret & Schwientek, 2025; 
Voicu et al., 2023b). Thus, these descriptive results strengthen the theoretical argument that 
the use of well-designed AR in the Indonesian cosmetics market can build warmer, more 
transparent, and mutually beneficial relationships between brands and consumers. 

 
4.3 Structural Model Analysis Results 
 

 
Figure 2. Full Model 

The model in Figure 2 shows how variables such as Advertising Value, eCustomer Trust, 
and eCustomer Satisfaction are related to one another and how they can be measured. This 
picture provides a clear picture of how different factors affect how people act when 
interacting with customers and engaging in digital marketing on e-commerce sites. A deep 
understanding of these connections can help you make smart choices that improve the user 
experience and the overall effectiveness of your marketing. 

Table 3. Full Model Calculation Results 

Sub-
Struktur 

Ekso/Endo 
-> Endo 

Path 
Koef. 

t-Stat P-Value f2 R2 
Sig 
5% 

I AV -> eCT 0.738 2.553 0.000 1.198 0,545 S 

II 
AV -> eCS 0.677 4.192 0.000 0.415 

0,497 
S 

eCT -> eCS 0.036 0.422 0.673 0.001 TS 
Ket: AV: Advertising Value eCT: e-Customer Trust; eCS: e-Customer Satisfaction. 
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The table below presents the key results from the structural model analysis, which 
examines the relationships among the primary variables in this study. Path analysis was 
conducted to evaluate the influence of AV on eCT and eCS, and the direct effect of customer 
trust on satisfaction. The table includes essential statistics such as path coefficients, t-values, 
p-values, and the proportion of explained variance (R²), thereby illustrating the strength and 
significance of these relationships. These results enhance understanding of the factors 
influencing customer satisfaction within e-commerce platforms and serve as a basis for 
strategic decision-making. 
 

4.4 The Influence of Advertising Value (AV) on e-Customer Trust (eCT) 

The results revealed a path coefficient of 0.738, indicating a strong positive influence of 
AV on eCT. AV has a strong, significant, and positive impact on eCT. In other words, the higher 
the AV consumers perceive it to be (e.g., informative, entertaining, and credible), the greater 
their trust in the platform or brand. High-quality advertising (e.g., informative, entertaining, 
relevant, non-intrusive, and credible) is crucial for building and enhancing customer trust in 
the digital marketplace. Creating high-value advertising content will significantly impact 
consumer trust in the platform or the advertised cosmetic product. This conclusion is 
consistent with the finding that the perceived value of digital communication (information 
quality, clarity, transparency, and message relevance) plays an important role in forming e-
trust in B2C e-commerce (Ginting et al., 2022; Miao et al., 2021). Other studies in Indonesian 
marketplaces also confirm that the quality of digital marketing stimuli, including promotions, 
information, and online communication, fosters trust and leads to repurchase intentions 
(Ginting et al., 2022; Miao et al., 2021; Wuisan & Handra, 2023). Therefore, AV in this model 
can be understood as a form of perceived advertising value, functioning analogously to 
perceived value and e-service quality in previous studies: the higher the perceived value, the 
stronger the trust (Permatasari & Jaelani, 2021; Rowi et al., 2024; Winarko et al., 2022). 

Based on the above calculations, Hypothesis 1, which states that AV has a positive and 
significant impact on eCT, is accepted. This means that the higher the customer's perception 
of an advertisement's value (e.g., an ad is perceived informativeness, entertaining, or 
credible), the higher their trust in the relevant e-commerce or online platform. AV plays a 
crucial and reliable role in building eCT. Companies or individuals seeking to increase their 
customers' confidence in digital platforms must pay close attention to the quality and value 
of their advertisements. Informative, credible, and entertaining advertisements not only 
attract attention but also lay the foundation for trust among online consumers. This is a 
highly significant and relevant finding for today's digital marketing landscape. 
 

4.5 The Effect of Advertising Value (AV) on e-Customer Satisfaction (eCS) 

The calculations revealed a strong positive relationship between AV and eCS, 
demonstrating that high-value advertising builds trust and directly increases satisfaction. This 
aligns with research findings that personalized, relevant, and high-quality digital marketing 
activities significantly increase engagement, leading to satisfaction and loyalty (Rowi et al., 
2024). A comparable methodology is observed in a study examining perceived value and 
Marketing 4.0 within Indonesian e-commerce, where utilitarian and hedonic value, alongside 
brand image and integrity, exert a positive and significant influence on customer satisfaction 
(Winarko et al., 2022). In this context, AV dimensions such as informativeness, 
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entertainment, and personalization act as sources of utilitarian and hedonic value that 
directly strengthen eCS. 
 
4.6 The Influence of e-Customer Trust (eCT) on e-Customer Satisfaction (eCS) 

The calculations revealed that the relationship between eCT and eCS is minimal, or even 
non-existent. This seems to contradict the classical view that trust is always a strong predictor 
of satisfaction. However, recent literature suggests a more multifaceted picture. Several 
studies have found that e-trust has a positive and significant effect on e-satisfaction (Ginting 
et al., 2022; Miao et al., 2021), but others report a positive but insignificant effect of trust on 
satisfaction, especially when other variables such as e-service quality and perceived value 
already explain a significant portion of the variance in satisfaction (Ashiq & Hussain, 2023; 
Juwaini et al., 2022). 

Research in Pakistan, for example, found that e-trust and e-service quality had no 
significant effect on e-satisfaction but a significant effect on e-loyalty, and e-satisfaction 
actually served as a link to loyalty (Ashiq & Hussain, 2023). Similarly, a study in Banten 
indicated that e-trust had a positive but insignificant effect on e-satisfaction, challenging the 
common belief that increased trust always directly increases satisfaction (Juwaini et al., 
2022). This pattern is very similar to the findings of your model: trust is important in long-
term relationships (loyalty, repurchase), but it is not always a direct predictor of satisfaction 
when the value stimulus (in this case, AV) is already very dominant. 

The weak direct relationship between eCT and eCS is a crucial finding in this study. This 
implies: 
1. The role of eCT is indirect: Trust may influence satisfaction indirectly, for example, 

through AV or other constructs that have not yet been modeled. 
2. Other factors are more dominant: In this context, operational factors (performance, 

usability, etc.) may be much more predominant in shaping satisfaction than direct trust. 

Based on the calculations above, Hypothesis 3, which states that e-Customer Trust has a 
positive and significant impact on e-Customer Satisfaction, is rejected. This means that, based 
on the analyzed data, customer trust does not have a positive and significant effect on 
customer satisfaction. This finding is quite interesting and challenges the common 
assumption that trust always leads to satisfaction. This result invites further discussion 
regarding the complexity of the relationship between trust and customer satisfaction in the 
context of e-commerce. 
 

4.7 The Effect of Advertising Value (AV) and e-Customer Trust on e-Customer Satisfaction 

(eCS) 

Figure 1 shows a regression equation of eCS = 0.738AV + 0.036eCT. The path coefficient 
of AV to eCS is 0.677, which is positive and quite large, indicating that the higher the 
perceived advertising value, the higher the eCS. This means that high-quality advertising 
directly leads to greater customer satisfaction. The path coefficient from eCT to eCS is 0.0036, 
which is positive but relatively small, indicating that although customer trust has a positive 
effect on satisfaction, its direct impact is not as strong as AV's. The regression equation eCS 
= 0.738 * AV + 0.036 * eCT indicates a multiple regression model in which eCS is predicted by 
the combination of AV and eCT. 

The interpretation of the AV significance test results on eCS indicates that the direct 
effect of AV on eCS is highly statistically significant. This means that high-value advertising 
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has a direct and strong impact on customer satisfaction. Meanwhile, the significance test for 
eCT on eCS shows that the direct effect of eCT on eCS is not statistically significant. Although 
the coefficient is positive, the probability of this relationship occurring by chance is very high, 
so it cannot be concluded that trust has a statistically significant direct effect on satisfaction 
in this model. The effect size for AV on eCS indicates a large effect, indicating that AV makes 
a substantial contribution to explaining eCS variance in eCS. Meanwhile, for eCT on eCS, the 
effect size is very small (close to zero). This is consistent with the significant results that have 
no direct influence on eCS in this model. 

AV is a very strong and significant predictor of eCS, both directly and in total. Perceived 
advertising value is crucial for increasing e-customer satisfaction. eCT has a positive direct 
effect on eCS, but it is not statistically significant. This suggests that while trust is beneficial, 
in this model, trust alone is not sufficient to directly and significantly increase satisfaction. 
The effect of AV on eCS through eCT is very small. This is consistent with the finding that the 
direct impact of eCT on eCS is insignificant. That is, while AV increases eCT, the increase in 
eCT does not directly significantly increase eCS. Overall, these findings underscore the 
importance of AV in shaping both eCT and eCS in digital environments. However, in this 
model, the direct role of trust in influencing satisfaction is not as strong as expected. 

This research model posits that AV and eCS are the principal determinants of eCS and 
perceived value (Ginting et al., 2022; Permatasari & Jaelani, 2021; Rowi et al., 2024; Winarko 
et al., 2022). Trust often serves as a more significant mediator for e-reputation or e-loyalty 
rather than a direct predictor of e-customer satisfaction, particularly when the quality of the 
stimulus and perceived value are already elevated (Ginting et al., 2022; Miao et al., 2021; 
Muharam et al., 2021; Pambudi et al., 2024; Wandoko et al., 2023). Studies on digital 
marketing strategies have found that trust and perceived value function as critical mediators 
between digital marketing activities and engagement and loyalty (Rowi et al., 2024). Other 
research in Indonesia also shows that perceived value shapes purchase intention and trust, 
which then leads to loyalty (Permatasari & Jaelani, 2021). Within this framework, the results 
of this study imply that AV acts as the "heart" of the digital experience: it builds trust while 
simultaneously boosting satisfaction, while trust functions more as relational capital, which 
will be crucial when the outcome variables are expanded to loyalty, repurchase intention, or 
positive e-WOM (Hamid et al., 2022; Muharam et al., 2021; Pambudi et al., 2024; Wandoko 
et al., 2023). 

The high loadings of informativeness, entertainment, personalization, and credibility on 
AV are consistent with findings that personalization and relevance of digital messages 
strengthen trust and satisfaction in AI-based e-commerce and recommendations (Hassan et 
al., 2025; Li et al., 2023b). Meanwhile, the strong performance, usability, design, and 
merchandising dimensions of eCS align with research that places e-service quality and web 
design as key determinants of satisfaction and continued usage intention (J. Kim & Yum, 
2024; Muharam et al., 2021; Venkatakrishnan et al., 2023). These results illustrate that 
consumers in digital ecosystems desire not only a sense of security but also a sense of being 
valued, heard, and facilitated. When advertisements and digital experiences are perceived as 
informative, honest, personalized, and aesthetically pleasing, satisfaction emerges almost 
immediately; trust then grows as a deeper emotional connection. This relationship pattern is 
strongly reflected in the equation eCS = 0.738 AV + 0.036 eCT and finds wide support in 
contemporary e-commerce literature (Ashiq & Hussain, 2023; Ginting et al., 2022; J. Kim & 
Yum, 2024; Miao et al., 2021; Muharam et al., 2021; Pambudi et al., 2024; Permatasari & 
Jaelani, 2021; Rowi et al., 2024). 
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5. CONCLUSION 

The research findings indicate that the value of augmented reality (AV)-based advertising 
is a key driver in shaping customer experience in the Indonesian cosmetics market: AV is 
shown to have a strong and significant influence on digital customer trust (eCT) and digital 
customer satisfaction (eCS), while eCT has no significant direct influence on eCS. This pattern 
confirms that in the AR context, the quality of the advertising stimulus (informative, 
entertaining, personal, and credible) is a stronger determinant of satisfaction than trust as a 
direct predictor, while trust tends to act as long-term relational capital, especially when the 
outcome variable is extended to loyalty, repurchase intention, and eWOM. In practice, 
brands should prioritize enhancing AR ad quality by making it useful, enjoyable, relevant, and 
honest, over generic trust-building. Conceptually, this research suggests that AV is the 
“heart” of the digital experience: AV builds trust while directly increasing satisfaction, while 
trust functions more as long-term relational capital (loyalty, repurchase, eWOM) than as a 
primary driver of immediate satisfaction. For the industry, the findings mean that an effective 
digital strategy must place the value design of AR advertising (information, entertainment, 
personalization, credibility, and minimal irritation) as a primary focus and use the trust 
formed as the basis for loyalty programs and long-term relationships with consumers. 
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