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Abstract

This study aims to investigate the factors influencing purchase intention in virtual makeup
try-on using Augmented Reality (AR) and Artificial Intelligence (Al) technology. The sample consisted
of 400 individuals who had previously purchased and experienced cosmetic products. Data were
collected through an online questionnaire and analyzed using multiple regression with the IBM SPSS
version 29. The variables examined included ease of use, technological realism, engagement and
satisfaction, trust and transparency, emotional and sentimental connection, compatibility with
consumer lifestyle, and social influence. These factors were analyzed in relation to purchase
intention, purchase interest, and purchase inclination. The findings indicate that technological
realism (B=O.333, p<0.001), engagement and satisfaction (B:O.184, p<0.001), compatibility with
consumer lifestyle (f=0.329, p<0.001), and social influence (B=0.156, p<0.001) significantly
enhance purchase intention. Conversely, ease of use negatively impacts purchase inclination
([3=—0.072, p<0.05), while trust and transparency show no significant effects. These results imply
that businesses should prioritize hyper-realistic AR-Al interfaces and lifestyle-integrated marketing

strategies to optimize consumer decision-making.

Keywords: Realism of Technology, Compatibility with Consumer Lifestyle, Purchase Intention,

AR-Al Technology
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I odu 234 (Alan Turing) WulunidndAgydaenisiaus n1svaaeuais (Turing Test) Wietn
AnuansavedaesdnslunisuansngAnssumilounyud Jedsnadumnsgiulunisussidiu Al aufls
Uaqdu

2. wAlulaga21ua39La3u (Augmented Reality: AR) wialulagiaauasaiaiion (Virtual Reality:
VR) ihlsigldauegluanimuwaindeniadiouauliviulanads luvgiianuaiaaia (Augmented Reality: AR)
uansnaify Tng AR Heliglisuianmnndonaimionfvdainaiouideuiunionauiulanads vinli
AR luildnaunulanads uilunmsiesuasnsUssaunisallndligld (Azuma, 1997)

3. walulagaaueu (Beauty Technology) Lun1sNaunNaIusenIan11uay (Beauty) Lay
wialulad (Technology) lidinegurgunsaidianusednd uisaudsnisldmaluladarsauna (T) f1e 9

[

\u Big Data Tuuneaanin wilunalulad Jayay1usshivg (Al) ssuuin3avieddnses (IoT) wasAduseesy
(AR) Faanansaianusegndlisamfulaluansdiu (Do, 2022)

4. Javparuazadnlunisldaru (Ease of Use) naufnisueusumalulad (TAM) ¥e9 Davis
(1989) szyinmsinelulaBunldduogiu 2 Jadendn Tdud nmasuifesslon (Perceived Usefulness)
wagauAznInvied1elunisldam (Perceived Ease of Use) nguiiishsndnduniseanuuuissuae
arwazaniinevauasnsldaulifud1ldaau Tasluefnmaluladingnitmunanitadduni sy

unnndemagaIntunsldann Burton-Jones (2005) I3 vnnsyuududeuiuly glituuldifiasnisld

1%
=

lanuazaanlunisldauldsumiudAguiniu Tnsenzlugafignavnssuidnaivlneg195iaisn
(Davis, 1989; Burton-Jones, 2005)
5. Jaduanuanassvaunalulad (Realism and Visualization Quality) mulwIAnues Rieber

£ ¥ a

(1994) pwauaieinldainauadiondassnineiagfitiaueiuingsnedlulanaiefionsanangunss
swaniden @ WMo Imﬂzjﬁ?’]Lﬁuﬁaqﬁuﬁuéﬁué’mé’ﬂmﬁmaﬁmqﬁu 9 LLuaﬁﬂﬁLﬁuﬁugmﬁ’lé’zyslumiﬁwm
walulagauasaasy (AR) wazdygusedvg (A) laglanzluuSunniseaiauasnginssuguilaa
(Rieber, 1994)

6. Jadunsiidausiunazauinenela (Engagement and Satisfaction) ﬂismumiﬁé’ﬁimﬁ
Uduiusn1anienIn 3nla uaze1sualiundnfiuginiauin1svensIdud (Vivek et al,, 2012) 438a319
Audussraze dlugmsinungugnéuasnariilsiidsdu ssdnsfloenuuuianssumieussaunsnid
MOUAUDIAIINABINITVRIGNALARE UM AN fnlgguauiionelawaziialenalunsdesn (Hargyatni
et al,, 2022)

7. Jadparundedonazanulussla (Credibility and Transparency) Sasuauundodie
wazAulusela (Credibility and Transparency) naneniuesdusznouddyiidsrasenusidladonan o
\n3osdronsinaassinumalulad AR-Al vosuilaa mnsnindedevned deyaiiduilnalduudiin
anailinddalagysimnnaiuasdeviowunliufiaziinnnudsmiold srudsanuvasndsludoya

(Moorman, Deshpande and Zaltman, 1993)
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8. Uaden1sivaulesivensualuazainuidn (Emotional and Experimental Impact) Uad

nsenlesiuansuallazauidn (Emotional and Experiential Impact) Manefis ANudNiusnIe1sual

Y aa v

wazanuianiinAnuesgniniifinedumielnomsngnisin FawmunTuainmsldauass (Fournier, 1998;
Arnould and Cost, 1993)

9. Yadeanudriulanulanaladguslaa (Compatibility with Consumer Lifestyle) Jad
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U aadada I a
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ANUFUTUSIEINeRnA1 Ussaunsal wagngAnssuvesuilaa (Chawla, 2020)

10. Yademnsdenn (Social Influence) Tademsdinuiduifadeiiinanuiunvesdinuiiyana
ofegiamnuddnyfutmemsdndulauaznginssuludinusedriu anmsAnwdadomadeauFudy
ﬁwjmﬁqmﬂ%ﬂuﬁmiwﬁ 20 Tnglanzlunuininendiau (Social Psychology) (Giddens, 1987)

11. faduarmacladie (Purchase Intention) uultiunsindulatovasiuilnaansaldviiune

ngAnssudeluowianla lneauddadiainainauidn viauad viedadediuyana Wy AUUTITOU
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ANNATNEN wazANFANTIIEITesiUNSIeNNEA M9l (Mullet and Karson, 1985) wwiAnilleuleariy
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ngefae 9 toun (1) Jadeanuaulalunisie (ntention in Purchase) iunszuaumsindulagouuudiu
91 (Lavidge and Steiner, 1961) way (2) Jadsanuluudusluniste (Propensity to Purchase) ligata9
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nsfuinnuanansalunisaunungAnssu (Ajzen, 1991)
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dsiase

(Independent Variable)

Jadwaruazanlunisidau

(Ease of Use)
IR

o - - (Dependent Variable)
UadvAnuauassvasmaiulag

(Realism and Visualization Quality)
dadearudslada

Jadumstldusaunaznanuiianela (Purchase Intention)

(Engagement and Satisfaction) —
Uadanuaulalunis@a

o b . (Interest in Purchase)
Jadsaruindatiauazanulussla

(Credibility and Transparency)

Uaseauidudedlunisde

Jademsiwenlasnuarsuaiuazauidn (Propensity to Purchase)

(Emotional and Experiential Impact)

Tadvaraudnduldnuladialaddusinn
(Compatibility with Consumer Lifestyle)

Nz

Jadgniedanu

(Social Influence)

AN 1 NSAULNAA LNV
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mMsivedesieenuuulngl#isinermsisedeUsina (Quantitative Research Methodology)
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Wendundndueieissdronadusged Wunguiididnenmlunisusziiusasnevaussnenisnaassiil
winnakazduUszlenisen1side
Weannlinsufsduudssnnsiuuda ldgasdnuvuiangusiiegiaves W.G. Cochran (1977)

lngimun Apnuleiulindesas 95 uazArAUAAIALAGOUT 0.05 tABansNITATWIN

— 2 _ 2
n= p(-p)Z® _ 0.5(1-05)1.96° _ 38416

e2 0.052
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p1sualuazaudn Jadeanudriuldtulafaladiuilon Jadomadsen uazdadoanudsladovos
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foyaiildgninsizsidiensannosmmga (Multiple Regression) dudumaianmsafinflddnu
ANUFLNUSTE ISl s unae sl 50 Lﬁaa%ﬁaaumiamaaﬁmmmﬁ']msmqﬁmmmis??a
vosguilanantiadeiidivunld deumsiinszsinannnesiBenyga (Multiple Regression Analysis) {348
I¥nsvasvaunigiudesduiioliiuladlumaiaumnzauuazindofie ldun (1) msnsiasey
Multicollinearity wuin VIF vessusdassimuniiandosnin 10 uag Tolerance 11andn 0.1 wanainlid
Ugyn1 Multicollinearity fisumuranITIATIzA (2) MInsI38@eU Normality 909 Residuals Inele Histogram
kay Normal Q-Q Plot Usenaun1snaaayu Kolmogorov-Smirnov (K-S test) way Shapiro-Wilk test
NANISNAADU Sig. > 0.05 LaM9I1 Residuals dn1suanuaslnatAesund (3) N15n519aeU Linearity lagly
n3 Scatterplot wag Partial Regression Plot wuanAnu&NRussEnInsuUsdassuavdmulsauduly
Tuiirmadiadu (@) Model Summary A1auds R way Adjusted R? wanalilfiulnaunsonnega1nnsnesune
muulsusiwwesiauysaalglusesuiiuimela Wail Adjusted R? 9reuUsuAALLYsUSI Nz ay
dlefifuusdasevaneis way (5) AAnumuIzauvesliing 91NNANITMAGEY ANOVA WU Sig. < 0.05

LAMIINAUNITOADDUT AULNUIZEN kazAT Durbin-Watson da1lnalAsa 2 wana?1 Residuals baidl
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NaN1578

fauUsddse (Independent Variable)

Jeveauszaintunisldsu (Ease of Use)
H1: 3 = 0.015, P = 0.571 H2: 3 = 0.103, P = 0.001 H3: B =-0.072, P = 0.048

Jadumruaussevosnalulad (Realism and Visualization Quality)
H4: B =0.333, P = 0.000 H5: B = 0.268, P = 0.000 H6: B = 0.398, P = 0.000

audsnu

(Depandent Variable)

Uadsnissidruiunasauianela (Engagement and Satisfaction)
H7: 3 =0.184, P = 0.000 H8: 3 = 0.209, P = 0.000 H9: B = 0.160, P = 0.000

HYedearmindedeunsaalussld (Credibility and Transparency)
H10: B = -0.049, P = 0.110 H11: 3 = -0.009, P = 0.805 H12: 3 = -0.088, P = 0.033

i‘la5&ﬂ1il§suiaaﬁumsucﬁuasmwign (Emotionnal and Experiential Impact)
H13: 3 =-0.016, P = 0.609 H14: [3 = 0.031, P = 0.412 H15: 3 = -0.064, P = 0.144

‘Uaﬁ'ﬂﬂ?’\&lL‘ﬁ'1ﬁu1ﬁﬁu1aﬂﬁ1ﬂﬁ§3‘u‘§1ﬂﬂ (Compatibility with Consumer Lifestyle)
Hi6: 3 = 0.329, P = 0.000 H17: 3 = 0.333, P = 0.000 H18: 3 = 0.326, P = 0.000

Jaduannunslazo

(Purchase Intention)

=
Jadwanuaulalunisie

(Interest in Purchase)

Jaduanuldudeslunisie
(Propensity to Purchase)

Jademsdeau (Social Influence)
H19: B = 0.156, P = 0.000 H20: 3 = 0.071, P = 0.039 H21: 3 =0.240, P = 0.000

N 4

Mui 2 namTIRTEiauaaneswuUnyAnYesladusingg nlavinaserundlazeseninuaula

wazsiaauliiduasuslaandndaiasasdrensiunsnaaeddmalulag AR-A

'
aaa

M19197 1 HANTNAFRUANLAFINIINNTIATIZInRenAUTe N anSNadeng AnTsunTTe

LA589E1919H U AR-AI

a6y duNAgIuN1TITY NANSNAFAY
H1 | Y9duanuazantunisldaulidniuaneniussladendniueiasosdionsinunis | Ufasauumgiu

naadltinalulad AR-Al

H2 | Sademrwazmnlumslinuiidvinaderualalunsdenanfusiniesdens IREGIGHE
H1un1sneaedldinalulad AR-Al

H3 | Hadeenuazanlunsldnuiavnaderultudedlunisdonantost Ufjiasauuignu
\3esdorsHumMvanesdlivalulad AR-A

Ha | Yaduanuauaswounalulabidvinaseruntlatondnfosiniosdensinu goUSUANUAFIU
nsneaedldimalulad AR-Al

H5 | Hadueuanaimoaneluladfaviuaderuaultlunistondndsiniosdion | seufuauufign
H1un1sneaedldinalulad AR-Al

He | Yadbanuauaswoanaluladidvinaseruliundeslunsdonan s goUSUANUAFIU
\3esdorssumMvanedlivalulad AR-A

H7 | Sadumstidusuazanuiimelafidniuaronudsladondnfusiadosdions RHGIGHEE

HuUNSNeaadldinalulad AR-Al
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A15199 1 (M)

a6y duNAgIuN1TITY NANSNAFAY

H8 | Uadenistidusiuuazanuiianelaidvisnaseanuaulalunisdendn s gouSUANURFIU

LASB9AND9NIUNTNRaRI T ALULaE AR-Al

H | Jadenistidrusiuuasanuiianeladidnsnaseanuliudedunistondnsiu gouSUANURFIU

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H10 | Yademnuundedawasanulysdaidvnasornusdladendniuminiosdion Ufjiasauuignu

H1UN1sNRaadldnalulag AR-Al

H11 | Jademnuundetowazanulusdaiidnduasonnuaulalunsdoninsiue HIGLGHE

LASB9AND9NIUNTNRaRI T ALULaE AR-Al

H12 | Jademnuundetowazanulusdaiidnduasornuldudsdunistondnsdio HIGLGHE

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H13 | Yademswenlesiuonsuniuasanuidniidninaseninundladondngdn HIGLGHE

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H14 | Yademswenlesivansuniuazanuidniidnsuadenuaulalunisyendnsiom Ufjiasauufigu
wiosdoeunsnaadldinalulad AR-Al

H15 | Yademswenlesivonsuniuazanuidniidninaseninuldudeddunisde Ufjiasaunfigu

NARAUILASIF119HUNTNAAR b EWmALLLAE AR-Al

H16 | Yadeanudnlalafiulafaladiuslnaiidvsuadenunslationdndoun gouTUaNLAZIU

LASDIEND N IUNTNAARINALLLAE AR-Al

H17 | Yadeanudnlalafiulaialadiuslnaiidvsuadeanuaulalunisiondngdom g UaNLAZIU

LASDIED 1IN IUNTNAARINALLLAE AR-Al

H18 | Yadeanudlalaiulaialadiuslnaiidvenadonnuliudedunsvondndue | sousuauumgy
et IuNsnaaedldinalulad AR-Al
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