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ABSTRAK

Penelitian ini bertujuan untuk meneliti dan menguji pengaruh dari dimensi
yang dimiliki oleh Augmented Reality yaitu Interactivity, Vividness, dan System
Quality pada Shopee dalam membentuk Media Usefulness, Media Enjoyment,
Attitude Towards AR, dan Purchase Intention melalui peran mediasi Immersion
pada pengguna aplikasi Shopee BeautyCam. Penelitian kuantitatif ini menggunakan
metode survei dengan instrument pengumpulan data berupa Google Form yang
disebar kepada orang Indonesia yang sedang menggunakan aplikasi Shopee.
Penelitian ini menggunakan total 29 indicator yang diukur dengan menggunakan
skala Likert 5 poin. Melalui toal 217 kuesioner yang terkumpul dan layak uji,
jawaban ditabulasi dan dianalisis dengan menggunakan teknik analisis data
Structural Equation Modeling (SEM) dengan aplikasi Partial Least Square (PLS).
Hasil penelitian menunjukkan dimensi /nteractivity dan System quality melalui
peran mediasi /mmersion berpengaruh secara positif dan signifikan terhadap Media
Usefulness, Media Enjoyment, Attitude Towards AR, dan Purchase Intention
sedangkan dimensi Vividness melalui peran mediasi /mmersion tidak berpengaruh
signifikan terhadap Media Usefulness, Media Enjoyment, Attitude Towards AR, dan
Purchase Intention

Kata Kunci: augmented reality, interactivity, vividness, system quality immersion,
media usefulness, media enjoyment, attitude towards ar, purchase intention, SEM-
PLS

vi

SKRIPSI ANALISIS FAKTOR-FAKTOR... MARCELLA OCTAVIYANTI



IR — PERPUSTAKAAN UNIVERSITAS AIRLANGGA

ABSTRACT

This study aims to examine the impact of Shopee Augmented Reality’s
dimensions which is Interactivity, Vividness, and System Quality on Media
Usefulness, Media enjoyment, Attitude Towards AR, and Purchase Intention
through Immersion as a mediator on Shopee BeautyCam. This quantitative
research was conducted using survey method and Google Form to collect the data
of Indonesian who are using Shopee app. This quantitative research was conducted
using survey method and Google Form to collect the data of Indonesian who are
using Shopee app. This research used total 29 indicators which are measured by a
S-point Likert scale. From a total of 217 feasible questionnaires, the respondent’s
answer were then tabulated and analyzed through the Structural Equation
Modeling (SEM) using the Partial Least Square (PLS) application. The results of
the study shows that Interactivity and System Quality has positive and significant
impacts on Media Usefulness, Media enjoyment, Attitude Towards AR, and
Purchase Intention through Immersion as a mediator meanwhile Vividness doesn’t
have significant impacts on Media Usefulness, Media enjoyment, Attitude Towards
AR, and Purchase Intention through Immersion as a mediator.

Keywords: augmented reality, interactivity, vividness, system quality, immersion,
media usefulness, media enjoyment, attitude towards ar, purchase intention, SEM-
PLS
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