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Abstract - In 2020, almost 74% of Indonesian population have 

access and use the internet to facilitate online transactions. 

Online shopping has limitation of low direct interaction 

between products and potential consumers. This leads to the 

needs of online retailers to create effective strategies in order 

to attract consumers to choose their store over the others, 

including attracting them visually and creating strategies to 

lower perceived risks. A survey was distributed, resulting 206 

responses and the results indicate that visual promotion and 

consumers' perception of risk (including the impact of giving 

out consumer money-back guarantees, hassle-free returns, 

and e-WOM) are positively and significantly affecting online 

consumers' purchase intention and purchase decision of 

Indonesian woman with age ranging from 23-65 years old, 

who have experiences in buying skin care products in online 

store in Shopee for the last 3 months. This study provides 

meaningful implications and recommendations for online 

retailers in the beauty industry to use attractive visual 

promotion and offer risk reduction strategies to influence 

customer’s purchase intention and purchase decisions as 

discussed in this study.  
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I.  INTRODUCTION 

Background 

Online transactions are now common and no longer a rare 

thing, where advances in internet technology are utilized 

well. Records by Asosiasi Penyelenggara Jasa Internet 

Indonesia state, almost 197 million or 74 percent of the 

Indonesian population have access and used the internet in 

2019-2020, which is a potential market and a great 

opportunity for e-commerce-based companies to develop 

their businesses in Indonesia [1]. 

In 2019, Indonesia has the highest rate of e-commerce use 

of any country in the world, where more Indonesians than 

ever are shopping online, with 90 percent of all Indonesia’s 

152 million internet users between the ages of 16 and 64 

reported have already experienced in purchasing products 

and services online before [2]. Statista shows the e-

commerce market in Indonesia is poised to grow at a 

CAGR of 9.3% and will be valued at $16,338 million by 

2023, with the prediction that the number of users will 

continue to grow to 42.1 million in 2021 and increase to 

43.89 million in 2022, with the average of online spending 

go up to 375 million USD [3].  According to the data of 

Indonesia’s top e-commerce players, until July 2020, 

Indonesian branch Shopee ranked first among the most 

clicked e-commerce sites in Indonesia, with high in 

demand and widely downloaded by users on AppStore and 

PlayStore in e-commerce category (93,440,300 monthly 

web visits) [4][5]. This shows Indonesian people’s 

enthusiasm in shopping online using Shopee as the top rank 

of most sought after and most accessed online shopping 

platform. 

Reflecting on the facts in this modern era, women’s 

lifestyle had a lot of changes, including the increased 

attention of women to the use of beauty and skin health 

products [6]. Data reinforces the fact that beauty products 

are one of the best-selling items on the internet and e-

commerce, besides fashion, health and herbal products, 

gadgets, household products, and food, which are 

becoming trends nowadays, especially in Asia Pacific 

Region [7]. Statista shows the Beauty & Personal Care 

market is expected to grow annually by 5.0% (CAGR 

2020-2025) [8].   

It is inevitable that shopping using online methods limits 

direct interaction and causes a lack of physical contact 

between products and potential consumers, affect 

consumer buying behavior and be a major deterrent to 

online shopping [9]. In an effort to offer an up-close and 

realistic experience to online consumers, online websites 

usually present clear, specific, and real information to 

convince consumers about the goodness of their product, 

encourage and exert a positive influence on various aspects 

of consideration in the purchasing process of consumers. 

Previous studies show that product’s video advertisement 

has strong power and are very important for more effective 

selling in e-commerce [10][11]. Providing a close and 

realistic impression of the tangible and real situation will 

bring customers closer to direct experiences that can 

increase their understanding and the clarity of product 

information [12][13]. 

Products offered in online stores cannot be fully evaluated 

by consumers before purchase, making consumers unsure 

and uncertain about the product and the benefits. To reduce 

these feelings, it is important for online retailer to offer a 

policy of having a money-back guarantees, which allow 

refunds of anything purchased [14]; return policies, which 

may allow consumers to easily return products for a refund 

or money-back guarantees claims [15]; and the availability 

of electronic word-of-mouth (e-WOM) in the form of 

reviews, testimonials and previous consumer ratings on 
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stores (store's ratings), which are define as major external 

sources for potential buyers to get desired information 

before making a purchase or payment. 

Previous studies explore factors affecting customer 

satisfaction and intention to repurchase the products, 

without first focusing on factors affecting customers 

intention and decision to choose and make purchase on 

their store over the other stores [16][17][18]. Considering 

an ideal situation on online shopping environment, it is 

critical and important to first knowing how to attract our 

targeted market to aware and look up to our store, choose 

our store over the other similar store to have a purchase 

intention and make a purchase decision, which is then 

important to be followed by e-retailers’ actions to make 

customer satisfied and have a repurchase intention and 

decision to the store. This study aims to analyze and 

identify factors that influence consumers’ purchasing 

decision of skin care products in a skin care store in 

Shopee, and give suggestions and recommendations to help 

online retailers find and improve the appropriate marketing 

strategies to satisfy their potential customers, especially in 

beauty and skin care industry, by analyzing and examining 

the impact of customers’ purchase intention on their 

purchase decision; the correlation between visual 

promotion and consumers’ perception of risk toward 

customers’ purchase intention; the impact of customers’ 

preference toward video promotion on visual promotion; 

and the impact of consumers’ money-back guarantees, 

hassle-free returns, and e-WOM on consumers’ perception 

of risk in online shopping context.  

 

 

II.  LITERATURE REVIEW 

 

Shopee as Online Shopping Platform (E-commerce) 

Online shopping is now a trend among Indonesian people. 

Shopee, which is one of the largest e-commerce companies 

in Indonesia, continues to enrich its applications to answer 

these opportunities [3][5]. Shopee takes advantage of 

existing e-commerce business opportunities by enlivening 

the mobile marketplace segment through mobile 

applications and mobile websites to facilitate buying and 

selling transactions through smart devices or gadgets, 

where users can easily do buying and selling transactions 

with just a few clicks in a short time. In addition, since the 

Southeast Asian region is known to be fond of social 

media, Shopee has started to incorporate the function of 

social media into its applications to make it more attractive 

and easier for users to access. 

 

Beauty and Skin Care Market in Indonesia 

According to Statista (2019), skin care market worth US 

$1.98 billion at the moment and is projected to grow by 

more than 20% by 2023 [8]. The demand for beauty and 

personal care products in Indonesia are rising and growing, 

was valued at US $9,758 million in 2019 and is expected 

to increase to US $14,716 million by 2027, registering a 

CAGR of 7.5% from 2021 to 2027, with the major drivers 

of this growth are hair care products (37%), followed by 

skin care products (32%), and make-up (10%). In 2020, 

Statista updated the data of the most popular product 

categories in online marketplaces in Indonesia as of 2018, 

with beauty category being ranked in the 3rd position in 

Shopee online marketplace, with a percentage of 12% [19]. 

The market demand on beauty and skin care product are 

predicted to rise each year as Indonesians are becoming 

increasingly aware of their well-being, where make-up is 

increasingly becoming part of women's lifestyles and the 

habit of buying beauty products in any economic condition 

is growing [20]. 

 

Purchase Intention and Purchasing Decision in Online 

Shopping Environment 

Purchase intention is consumer’s cognitive plans or 

behavior that appears and is carried out as a response to an 

object that indicates an urge or desire for a consumer to 

make a purchase of a product or service [21]. While, 

purchase decision made by consumers is the stage where 

the buyer has made his choice and made a product 

purchase, along with the payment and process of 

consuming the product [22]. Schiffman and Kanuk believe 

that purchase intention provides a measure of the 

likelihood of customer buying a particular product, and that 

proved there is a positive correlation between purchase 

intention and actual purchase [23]. Other research and 

study also already proven that purchase intention has a 

positive and significant impact on the purchase decision, 

where they have proved through different approach in 

online shopping context (in e-commerce case) and result in 

data that customer’s online purchase intention positively 

and significantly influences the purchase decision to make 

an actual-online purchase [24][25][26][27]. 

 

Visual Promotion 

Visual promotion refers to any marketing communication 

which may comprise many visible-visual elements, which 

in this context have purposes to give clear, specific, and 

real information as a positive influence on various aspects 

of consideration in the purchasing process of consumer. 

Nowadays, it is common to have visual promotion in 

extraordinary forms, such as in the form of 3-D 

advertisement or product’s videos, to make potential buyer 

easier and more precisely on inspecting and examining the 

product specification. 3-D advertising can provide a close 

and realistic impression of the tangible and real situation, 

able to brought customers closer to direct experiences and 

increase their understanding of the product, attract 

consumers' imagination, simulate customers to be better 

understood the product with virtual presence and virtual 

experience [13][28]. Li et al., and Flavián et al. studied that 

3-D advertising is capable to enhance presence to varying 

degrees, which ultimately influencing the product 

knowledge, brand attitudes, and purchase intentions of 

consumer [28][29]. 

 

Customers’ Preference Toward Video Promotion 

Video commerce can be defined as the process of 

delivering content in the form of video to promote and 
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convey information on commercial products or services on 

the internet, in order to attract customers and increase sales. 

Video commerce is the most effective and efficient way to 

clearly demonstrate a product to potential buyers, the 

product features, its benefits, how to use it, and further 

information related. Flavián, Gurrea and Orús in their 

studies toward e-commerce environment proved the 

theories supported the positive direct effect of vivid 

information on influencing consumers [29], how the levels 

of vividness provided by different interactive presentation 

techniques affect users’ attitudes toward the brand, the 

website, and the online purchase intentions [13][28][30]. 

Vivid information will result in the ease of imagining the 

product and create subjective experience, which can lead 

consumer to anticipate the satisfaction of having the 

product, increase the desire of having it, and positively 

affect customer’s attitudes and purchase intention.  

 

Consumers’ Perception of Risk 

Perceived risk is a fundamental concept in consumer 

behavior which implies that consumers experience pre-

purchase uncertainty regarding the types and degree of 

losses that may be felt due to the purchase and use of a 

product [31]. Perceived risk is an important concept that is 

considered and influenced consumer behavior in online 

shopping. In online shopping environment, consumers 

perceive more risks than they had in traditional, brick and 

mortar store (offline store) [32]. Before deciding to buy, 

consumers always look for strategies to reduce the risks 

that may arise to reduce uncertainty and prevent the bad 

results they might experience [33][34]. Facilitating 

consumers with factors that can reduce the perceived risk 

may affect the purchasing decision making process, in 

which things such as offering money-back guarantees; 

hassle-free returns policies; and facilitating reviews, 

testimonials, and stores' ratings, may help consumers 

reducing perceived risk and increase product certainty at 

the pre-purchase stage, which will also increase consumer 

intention to purchase product offered [34]. 

 

Consumers’ Money-Back Guarantees (CMBGs) 

In shopping online on the internet, customers cannot touch 

or feel a product before they purchase it online. When 

consumers are unsure about the benefits they will get from 

a product, they are less willing to purchase it than they 

would be if they can be assured that the product will meet 

their needs. Even more, Davis et al. in their studies argues 

that consumers can buy products that already performs 

effectively and properly, like what it should be, but does 

not match consumers’ taste and expectations [14]. Usually, 

seller offered money-back guarantees, a policy in which the 

retailer or seller publicly agrees to refund the full purchase 

price to a customer for any reason, even if the product 

adequately fulfills its implicit or explicit performance 

claims, in order to reduce risk of purchasing products with 

unsatisfactory performance, personal misfit, or negative 

social feedback. Other research examined factors formed 

by perceived risks in online shopping and determine 

whether the risk reduction strategies (advertisements, word 

of mouth, brand, store loyalty, the relation between price 

and quality, and 100% money back satisfaction guarantee) 

encourage consumers’ purchase intention in an online store 

[34][35]. The studies resulted in significant result that the 

money-back guarantees as effective risk reduction 

strategies is needed the most to affect online consumers’ 

purchase intention. 

 

Hassle-Free Returns 

In order to eliminate consumer concerns on risks on 

consuming goods purchased online, some sellers offer 

"return of goods without reasons" policies. The return 

policy can reduce the economic and product risks that 

consumers feel in the online shopping process. Poel and 

Leunis confirm that the return policy can reduce consumer 

perceived economic and product risk in the process of 

shopping online (as non-store retailing entail a higher 

perceived risk than traditional type of store) [36]. If the 

consumers are not satisfied with the product, the consumer 

can easily return the product based on a return policy with 

certain limitations, with the hope of reducing consumer 

concerns and consideration before shopping. Besides, 

some researchers in their research on identifying the factors 

that influence consumer purchasing decisions through e-

commerce examine effect of return policies on consumers’ 

online purchasing decision [35][37][38], and found out that 

there is strong causal relationship between the availability 

of return policy and its management with the consumers’ 

online purchasing decision, showing that return policy, 

which will increase customers feelings of being safe and 

trust sellers while buying products online (since they are 

promised with ease of return of goods and avoidance of 

possible post-purchase regret), perceived risk, and more 

confidence toward the brands, is factor that strongly affect 

consumers purchase decision in e-commerce environment. 

 

E-WOM: Online Consumer Reviews, Testimonials, and 

Ratings 

In an online environment, consumers can only obtain 

information by browsing large amounts of information 

through new online search engines, different devices, and 

new-specific strategies to obtain the appropriate 

information as needed to make purchasing decisions. In the 

process of searching for information, online ratings and 

reviews have become trusted sources to examine and 

evaluate products offered in online platform when making 

online purchase decisions [39]. Electronic word-of-mouth 

(e-WOM) refers to any attempt made by former, potential, 

or actual customers of a brand or product to convey and 

highlight the positive or negative attributes a product or 

brand had through online media platforms [40]. Kamtarin 

in his research determined that online consumer purchase 

intentions and decisions are significantly influenced by 

perceived value, trust, and e-WOM [41]. Further, Ventre 

and Kolbe analyze the relationships of perceived 

usefulness of online reviews and trust; trust and perceived 

risk; and perceived usefulness of online reviews, trust, and 

perceived risk as possible factors that influence online 

purchase intention, proved that the trust created through 
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online reviews helps reducing the perceived risk in e-

commerce [42]. 

According to previous studies that have discovered 

relationship between some variables tested in this study, 

thus the framework model was developed and 

conceptualized in a conceptual framework as shown below 

on Figure 1. 

 

 

Fig. 1. Conceptual Framework 
 

According to the structured model above, this study will 

test 7 hypotheses:  

 

H1: There is a significant correlation between customers’ 

purchase intention and customers’ purchasing decision to 

buy product in a skin care store in Shopee as online 

shopping platform. 

 

H2: There is a significant correlation between visual 

promotions and customers’ intention to purchase in an 

online skin care store over the other similar store.   

 

H3: There is a significant correlation between customers’ 

preference towards video promotion and visual promotion. 

 

H4: There is a significant correlation between the reduction 

of consumer’s perceived risk and customers’ intention to 

purchase in a skin care store over the other similar store. 

 

H5: There is a significant correlation between the impact 

of giving out consumer money-back guarantees (CMBGs) 

and the reduction of consumer’s perceived risk in online 

shopping context. 

 

H6: There is a significant correlation between the impact 

of giving out hassle-free returns and the reduction of 

consumer’s perceived risk in online shopping context. 

H7: There is a significant correlation between the 

availability of e-WOM (online consumer reviews, 

testimonials, and ratings) and the reduction of consumer’s 

perceived risk in online shopping context. 

 

 

III.  METHODOLOGY 

 

Research Approach 

This study uses a quantitative approach. A quantitative 

approach will be conducted to analyze hypotheses, test the 

variables, and answer research questions by gathering 

numerical data, then apply the mathematical model and 

statistical technique for the data analysis [43][44]. The 

research process will consist of several steps, as mentioned 

on Figure 2 below.  
 

 

Fig. 2. Research Design Flowchart 

 

In collecting the data and information needed, a survey 

method is conducted in the form of a structured 

questionnaire to a sample of the targeted population. This 

research uses dependent variable in the form of customers' 

purchasing intention and customers’ purchasing decisions, 

and independent variables in the form of visual promotion 

and consumers’ perception of risks, with the indicator 

using customers’ preference towards video promotion, 

money-back guarantees, hassle-free returns, and e-WOM. 

 

Sample and Sampling Techniques 

According to Siti Rabiah (2019), in this modern era, 

women’s lifestyle had a lot of changes, including the 

increased attention of women to the use of beauty and skin 

health products. Based on the survey done by ZAP Beauty 

Index (2020), 45.4% of women in Indonesia already used 

skin care products, regardless of their age, includes 

Generation X (aged 45 to 65 years old), Generation Y (ages 

23 to 44 years old), or Generation Z (ages 13 to 22 years 

old). In reality, Generation Z occupies the highest position, 

while in fact, generation Z is a generation that does not 

have a steady income yet, is still easy to change their mind 

to something more interesting and attractive to them, and 

still often behaves “always want to try something new and 

explore everything”, including some new brands that have 

never been tried (is an adventurous shopper).  

To get the data more valid and accurate, this research is 

conducted through exploring the population of all women 

in Indonesia, ages ranging between 23-65 years old 

(generation X and generation Y) that are actively using e-

commerce as an online shopping platform and experienced 

in buying skin care products in at least one skin care store 

in Shopee for the last 3 months. The respondents will be 

asked several questions as indicators that show the effects 

of visual promotion, customers’ preference towards video 

promotion, perception of risk, money-back guarantee, 

hassle-free returns, and e-WOM on their purchase intention 
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and purchase decisions at a skin care store on the online 

shopping platform, Shopee. The respondents can provide 

information about their experience, perception, and 

behavior towards questions that will be asked to provide 

insights into this research. According to “10-times rule” by 

Hair [45] and theory by Malhotra et al. [44], this study 

successfully collected 206 samples from the targeted 

respondents of Indonesian women. 

 

Data Analysis 

After collecting the data using the quantitative method, the 

generated hypothesis will be analyzed and tested using the 

PLS-SEM method by the SMART PLS application. Instead 

of CB-SEM, this study uses PLS-SEM to assess and 

analyze the relationship of visual promotion and 

customers’ perception of risks toward customers’ 

purchasing decisions in e-commerce, since it is an 

exploratory research and there is no previous existing 

model. The analysis will be done through some required 

assessments, which includes a reliability test to make sure 

the consistency of the tested variables [46]; validity test to 

explore how well the concept of the study is defined and 

whether the respondents’ result is acceptable or not 

[44][46]; collinearity test to avoid any potential collinearity 

problems on the research [47]; bootstrapping procedure to 

test the significance of the structural path model [47]; 

coefficient of determination (R2) and stone-geisser (Q2) test 

to measure the proportion of the dependent variable 

variance over its mean that will be explained by the 

independent variables [46][47]; Cohen’s F square (f2) 

effect size to decide the significant relationship between 

the latent variables observed [46]; and  testing the total 

indirect and total effect of independent, dependent, and 

mediating variables [47]. 

 

 

IV.  RESULTS 

 

The constructed model of this study consists of 8 variables 

(visual promotion, customers’ preference towards video 

promotion, consumers’ perception of risk, consumers’ 

money-back guarantees, hassle-free returns, e-WOM, 

customers’ intention to purchase, and customers’ 

purchasing decision), connected by 7 paths. In the process 

of analyzing and identifying the relationship model of the 

tested variables, Partial Least Square is used in this 

research and the analysis results from 206 respondents of 

Indonesian women are as follows. 

 

Reliability Test 

The original result of data analysis indicates that all of the 

indicators identified to be reliable, since all of the 

indicators show the acceptable score of outer loadings, 

greater than 0.4 with the fulfillment on the convergence 

criteria [47][48]. However, the author decided to remove 

indicators VP2, VP3, VP4 from visual promotion variable 

to increase its AVE to be significantly accepted.  

Besides, the author also did the internal consistency 

reliability test, which is measured with the composite 

reliability value. For exploratory research, the preferred 

score of composite reliability of each variable is 0.6 or 

higher [49]. Based on Table 1, the composite reliability 

values of all variables are inferred to be reliable. After all 

variables are tested to be reliable, the analysis can be 

further executed to the next steps. 

 
TABLE 1. INTERNAL CONSISTENCY RELIABILITY RESULT 

 

Validity Test 

The next step to evaluate is the validity test. Validity test is 

used to know how well the concept of the study is define 

correctly by the measure, to assess and determine whether 

the responses are appropriate for the study and whether the 

respondents’ result is acceptable or not [44][46]. 

 
TABLE 2. CONVERGENT VALIDITY RESULT 

 

In assessing the convergent validity, the Average Variance 

Extracted (AVE) should be at least 0.5 or higher [44]. 

Based on the AVE calculation result shown in Table 2, all 

of the related variable’s AVE values are identified to be 

valid. 

Besides, the discriminant validity also executed as other 

method by using the AVE value. All the latent variable are 

considered to be valid, as shown by the latent variables in 

row and column (or the value on the diagonal side that is 

highlighted with bold writing) on Table 3, since all the 

related variables AVE's square root values are greater than 

its correlation values with any other latent variables (shown 

by the Fornell-Larcker Criterion) [50].  
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TABLE 3. DISCRIMINANT VALIDITY RESULT 

 

Collinearity Test 

Collinearity test is performed to check whether there are 

potential collinearity issues or not on the research, assessed 

from the Variance Inflation Factor (VIF) value. All the 

outer indicators in this study fulfil the preferred value and 

show the VIF value lower than 5, which indicates that there 

are no multicollinearity problems/issues on the research 

[47].  

 

Structural Path Significance 

 

 

Fig. 3. Bootstrapping Result 

 

Bootstrapping method is performed to show the 

significance level of the hypothesis test between each 

variable tested in the study, in order to determine whether 

the hypothesis is accepted or rejected. The path coefficient 

will consider as significant if the value of T-statistics is 

greater than 1.96 by using a two-tailed t-test with 5% 

significance level (0.05) [47].  

From Fig. 3, it can be concluded that all path coefficients 

of the inner and outer model are significant. The “Visual 

Promotion 🡪 Customers’ Intention to Purchase” T-

statistics value is 4.313. The “Customers’ Preference 

Towards Video Promotion 🡪 Visual Promotion” T-

statistics value is 8.576. The “Consumers’ Perception of 

Risk 🡪 Customers’ Intention to Purchase” T-statistics 

value is 6.730. The “Consumers’ Money-Back Guarantees 

🡪 Consumers’ Perception of Risk” T-statistics value is 

2.648. The “E-WOM 🡪 Consumers’ Perception of Risk” 

T-statistics value is 2.263. The “Hassle-Free Returns 🡪 

Consumers’ Perception of Risk” T-statistics value is 3.179. 

The “Customers’ Intention to Purchase 🡪 Customers’ 

Purchasing Decision” T-statistics value is 14.978. 

Besides, the result of R2 (Coefficients of Determination) 

and Q2 (Cross-validated Redundancy) test in this research 

model result in a GoF (Goodness of Fit) value of 0.133, 

means that this model has low capability to describe and 

explain empirical data, but still considered that the model 

formed are valid. 

 

Hypothesis Testing 

 
TABLE 4. HYPOTHESIS TESTING RESULT 

 

Based on the results of Table 4, it is known that the 

hypothesis will be accepted if the t-value of the hypothesis 

show value greater than 1.96 and the P value lower than the 

significance level of 5% (0.05). Hypothesis 1 (H1) is 

accepted and confirms that there is a significant correlation 

between customers’ purchase intention and customers’ 

purchasing decision in online shopping context. 

Hypothesis 2 (H2) is accepted and concludes that there is a 

significant correlation between visual promotions and 

customers’ intention to purchase in online shopping 

environment. Hypothesis 3 (H3) is accepted and shows a 

positive and significant correlation between customers’ 

preference towards video promotion and visual promotion, 

which indirectly influence consumers’ purchase behavior 

in online shopping context. 
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Hypothesis 4 (H4) is accepted and clarifies that consumers’ 

perception of risk is significantly correlated to customers’ 

intention to purchase in a skin care store over the other 

similar store. The next hypothesis, H5 is accepted and 

indicates that there is a significant correlation between the 

impact of giving out consumer money-back guarantees and 

consumers’ perception of risk in online shopping context. 

Hypothesis 6 (H6) is accepted and confirms that there is a 

significant correlation between the impact of giving out 

hassle-free returns and consumers’ perception of risk in 

online shopping context. Lastly, hypothesis 7 (H7) is 

accepted and proves a significant correlation between the 

impact of e-WOM (online consumer reviews, testimonials, 

and ratings) and consumers’ perception of risk in online 

shopping context. 

 

F Square (f2) Effect Size 

 
TABLE 5. F2 

EFFECT SIZE RESULT 
 

 

Cohen’s F square (f2) effect size is used to assess and 

evaluate the relationship between each latent variables 

observed, the strengths of the effects between them, the 

intensity of the relationship among the latent variables, and 

to find more in-depth understanding [47]. From the f2 result 

shown on Table 5, can be concluded that consumers’ 

money-back guarantees - consumers’ perception of risk, 

hassle-free returns - consumers’ perception of risk, and e-

WOM - consumers’ perception of risk have a small/weak 

effect size. While, consumers’ perception of risk - 

customers’ intention to purchase, and visual promotion - 

customers’ intention to purchase have a medium/moderate 

effect size. Lastly, customers’ preference towards video 

promotion - visual promotion, and customers’ intention to 

purchase - customers’ purchasing decision have a 

high/strong effect size. 

 

Total Indirect and Total Effect 

Total indirect is used as the indicator to measure the 

percentage of indirect effects given by the independent 

variables on the dependent variables through the mediating 

variables. While, the total effect represents the percentage 

of each independent variable effect on the dependent 

variable, directly and indirectly [47]. The result analysis 

shows almost all variables has medium to high direct effect 

on the other related-tested variables. While, the indirect 

effect on each variable tested shows low score (all indirect 

effect between variables tested has value <0.25). The detail 

of the total effect result shown on Table 6 below. 

 
TABLE 6. TOTAL EFFECT RESULT 

 

 

 

V.  DISCUSSION 

 

The result of this study indicates a significant correlation 

between customers’ purchase intention and customers’ 

purchasing decision to buy product in online skin care 

store. It strengthens statements that a higher level of 

customers’ intention to purchase, especially from an online 

shopping context, may result in a higher possibilities of 

actual purchase decisions [24]. In online shopping context, 

many things are being considered may create changes in 

customers’ choices, preferences, and buying behavior 

[27][51]. Respondents in this research are found to be 

agreed that the higher customers’ intention to purchase, the 

higher their purchase decision of skin care products in 

online shopping context will be. 

Visual promotions are found to have a positive and 

significant correlation with customers’ intention to 

purchase in a skin care store over the other store which 

offer the relative-similar products. The result is aligned 

with previous findings, which stated that the ability of 

creating an easy, engaging, and compelling online-virtual 

experiences through visual promotion will increase 

consumers’ attitude and purchase intention toward the 

product [29][52]. It is also confirmed by the respondents’ 

responses that visual promotion affected their intention to 

purchase skin care products in a specific skin care store, 

where the more visual promotions available on the store’s 

landing page, the more people interested and willing to see 

and explore the store furthermore. 
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Customers’ preference towards video promotion indicated 

to have a significant correlation with visual promotion. In 

line with previous findings, the presence of an online 

product presentation video is found to have a positive effect 

on consumers’ ease of imagining the product and 

consumers’ purchase intention toward the product [29]. 

The more the use of video promotion, the higher values for 

product knowledge will be conveyed, the more favorable 

the brand attitudes will be, and the more customers likely 

to purchase the product (creates purchase intention). 

Potential risks that are perceived by consumers while 

shopping skin care products in online are found to have 

significant impact on their purchase intention. Perceived 

risks correlate negatively toward customers’ future 

intentions to purchase online, with condition that the less 

perceived risk existing in the online shopping condition, 

the more customers have intention to purchase products 

online, and vice versa [53]. Respondents in this research 

agree that the availability of risk reduction strategies 

offered by an online store will positively and significantly 

impacting their purchase intentions in online shopping 

context.  

Consumer money-back guarantees (CMBGs) is found to 

have positive and significant correlation with consumers’ 

perception of risk. This result support findings that 

consumer money-back guarantee is one of the risk 

reduction strategies which have a positive impact on 

purchase intentions [34]. Presenting the fact that 

consumers perceive more risks in online shops rather than 

in a traditional retail environment, it is proven that cash 

back guarantees are factors that relatively has strong 

impact to consumers’ perception of risk in online shopping 

context and indirectly affect consumers purchase decision 

[35].  

Besides CMBGs, hassle-free returns also found as one of 

the risk reduction strategies that are positively and 

significantly affecting consumers’ perception of risk. The 

availability of strategies that minimize the return policy 

risk (by laying down clear policy and procedures) are found 

to positively and significantly reduce perceived risk on 

consumer behavior of online shoppers [38]. Survey on this 

study find high respondents’ congruency, showing that the 

more availability of strategy that can reduce return policy 

risk in an online store, the lower the consumers will 

perceive risks on shopping skin care products online. 

As shopping online limit direct interaction between 

potential consumers and the products, consumers need 

higher effort to gain as much information needed as 

possible. One of the most important things to collect 

external information is by take advantages from e-WOM 

(online consumer reviews, testimonials, and ratings). This 

study discussed the relationship between the impact of e-

WOM on consumers’ perception of risk and prove a 

positive and significant result. There are positive 

relationships between perceived usefulness of online 

reviews (which will build trust) with consumers perceived 

risk, as one of possible factors that influence online 

purchase intention [42]. The more reliable and trusted the 

online recommendation are, the more significant effect it 

has on consumers’ perception of risk, which will lead to 

effect on customers’ intention to purchase. When risks are 

perceived to be high (as in the case of e-commerce and 

online shopping), the social-online recommendation may 

help customers to lower their perception toward risk.  

 

 

VI.  CONCLUSION 

 

This research has objective to analyze and identify the 

factors that influence consumers’ purchasing decision of 

skin care products in a skin care store in Shopee as online 

shopping platform, and to give suggestions of what kind of 

recommendations that can be implemented by the online 

retailers in beauty and skin care industry to create and do 

appropriate marketing strategies to attract and satisfy their 

potential customers.  

Based on the result of PLS-SEM analysis, consumers’ 

purchasing decision in beauty and skin care industry is 

influenced by (1) visual promotion, which is proven to be 

preferred on video promotion; (2) consumers’ perception 

of risk, which can be indicated by the availability of 

consumer money-back guarantees policies, clear return 

policies and return management, and the availability of e-

WOM (reviews, testimonials and store's ratings); and (3) 

customers intention to purchase products online.  

According to the result analysis of data from the 

quantitative approach and the evaluation of factors that 

influence consumers’ purchasing decision of skin care 

products in Shopee (see Table 6), we can conclude that 

customers’ preferences toward video promotion are 

strongly affect visual promotion, with 55% effect, which 

define that it’s a good strategy for online retailers to attract 

their targeted consumer using visual promotion by 

providing attractive product’s video promotion. While, in 

online perceived risk context, hassle-free return variable is 

tested to have highest effect toward customer’s perception 

of risk as compared to the other tested variables, with 

32.8% effect, followed by money-back guarantees variable 

as second variable which give 28.8% effect on customer’s 

perception of risk, and lastly, e-WOM variable which give 

18.2% effect on customer’s perception of risk.  

It is also confirmed that consumers’ perception of risk is 

the factor which affects online customers’ purchase 

intention the highest, with the effect of 42.2%. While, 

visual promotion is also affected customers’ intention to 

purchase in online shopping context, with 28.9% effect 

indicated. As it is confirmed that customers’ purchasing 

decision are 67.4% effected by their purchase intention, it 

is important for online retailers to pay attention on factors 

that affect customers’ purchase intention, which in this 

study is found to be highly affected by the availability of 

risk-reduction strategies, and followed by the product’s 

visual promotion. 
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In conclusion, as suggestions and recommendations, 

providing potential online buyers with clear, specific, and 

real information can offer an up-close and realistic 

experience, which will result in the increase of users' brand 

attitudes and purchase intentions. This strategy can be 

realized by attracting human sensory of sight and hearing 

through attractive visual promotion, which in this case is 

founded to effectively preferred by showing product’s 

video promotions. This will provide a close and realistic 

impression of the tangible and real situation, bring 

customers closer to direct experiences and great 

consumers' imagination toward the product. Besides, 

online retailers also need to implement strategy that can 

convince consumers about the product’s benefits and create 

a feeling of being safe, which in this case by having clear 

policies of hassle-free return, money-back guarantees, and 

the availability of online customer reviews, testimonials, 

and stores' rating (e-WOM). Those effective risk reduction 

strategies will give great and important role in affecting 

online consumers’ purchase intention and purchase 

decision, especially in beauty and skin care market. 

 

 

ACKNOWLEDGMENT 

 

Spending 3 years in pursuing my bachelor's degree at SBM 

ITB is one of the things I am very grateful for in my life. I 

am very grateful to Jesus Christ for all His grace during this 

amazing life journey that took me one step closer to the 

beginning of the incredible-real life. I give my highest 

appreciation to my support systems, my lovely family, Bu 

Ira Fachira as my supervisor, and all my friends who 

colored my college life. Thank you for always being there 

for me, for all the endless support and prayers. It’s an honor 

to be where I am right now. 

 

 

REFERENCES 

 
[1] APJII, 2020, Laporan Survei Internet APJII 2019 – 2020, 

Asosiasi Penyelenggara Jasa Internet Indonesia: 1–146, available at: 

https://apjii.or.id/survei. 

[2] Gwi, GWI - Audience Insight Tools, Digital Analytics & 

Consumer Trends, retrieved on February 6, 2021 from 

https://www.globalwebindex.com/. 

[3] Anon, eCommerce - Indonesia: Statista Market Forecast, 

Statista, retrieved on February 15, 2021 from 

https://www.statista.com/outlook/243/120/ecommerce/indonesia. 

[4] Department, P., 2020, Indonesia: Top 10 E-Commerce Sites 

2020, Statista, retrieved on October 17, 2020 from 

https://www.statista.com/statistics/869700/indonesia-top-10-e-

commerce-

sites/#:~:text=As%20of%20second%20quarter%20of,followed%20by%

20Tokopedia%20and%20Bukalapak. 

[5] Anon, Top 50 E-Commerce Sites & Apps in Indonesia 2019, 

retrieved on October 17, 2020 from 

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

[6] Siti Rabiah, A. et al., 2019, Online Consumer Review and 

Beauty Influencer on Cosmetics Purchase Intention of Indonesian Female 

Consumers, Journal of Business, Management, and Accounting, STIE 

Kusumanegara, 1: 34–47. 

[7] Jonathan, 2018, 8 Produk Jualan Online Terlaris dan Paling 

laku di Indonesia Saat Ini, Maxmanroe.com, retrieved on October 21, 

2020 from https://www.maxmanroe.com/produk-jualan-online-yang-

paling-laris.html. 

[8] Anon, Beauty & Personal Care - worldwide: Statista Market 

Forecast, Statista, retrieved on October 17, 2020 from 

https://www.statista.com/outlook/70000000/100/beauty-personal-

care/worldwide. 

[9] Park, C. and Lee, T.M., 2009, Information Direction, Website 

Reputation and EWOM Effect: A Moderating Role of Product Type, 

Journal of Business Research, 62 (1): 61–67, 

https://doi.org/10.1016/j.jbusres.2007.11.017. 

[10] Anon, 2018, The Power of using Product Videos for E-

Commerce • ECN: E-Commerce Nation, retrieved on January 13, 2021 

from https://www.ecommerce-nation.com/power-using-product-videos-

ecommerce/. 

[11] Dilmegani, Cem, 2017, Understanding Video Commerce – 

Why It Is Important for More Effective Selling?, AIMultiple, retrieved on 

January 13, 2021 from https://research.aimultiple.com/video-commerce/. 

[12] Coyle, J. R. and Thorson, E., 2001, The Effects of Progressive 

Levels of Interactivity and Vividness in Web Marketing Sites, Journal of 

Advertising, 30 (3): 65–77, 

https://doi.org/10.1080/00913367.2001.10673646. 

[13] Li, H., Daugherty, T. and Biocca, F., 2003, The Role of Virtual 

Experience in Consumer Learning, Journal of Consumer Psychology, 13 

(4): 395–407, https://doi.org/10.1207/S15327663JCP1304_07. 

[14] Davis S., Gerstner E. and Hagerty, M., 1995, Money Back 

Guarantees in Retailing: Matching Products to Consumer Tastes, Journal 

of Retailing, 71 (1): 7-22. 

[15] Moorthy, S., and Srinivasan, K., 1995, Signaling Quality with 

Money-Back Guarantees: The Role of Transaction Costs, Marketing 

Science, 14 (4): 442–466. 

[16] Lin, C. C., Wu, H. Y. and Chang, Y. F., 2011, The Critical 

Factors Impact on Online Customer Satisfaction, Procedia Computer 

Science, 3: 276–281, https://doi.org/10.1016/j.procs.2010.12.047. 

[17] Lin, C. and 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.\ 

[18] Nisar, T. M. and Prabhakar, G., 2017, What Factors Determine 

E-Satisfaction And Consumer Spending In E-Commerce Retailing?, 

Journal of Retailing and Consumer Services, 39 (5): 135–144, 

https://doi.org/10.1016/j.jretconser.2017.07.010. 

[19] Nurhayati-Wolff, P., 2020, Indonesia: Popular Product 

Categories On E-Marketplaces 2018, Statista, retrieved on February 18, 

2021 from https://www.statista.com/statistics/972049/indonesia-popular-

product-categories-on-e-marketplaces/. 

[20] Anon, 2017, Cosmetics Indonesia: Rising Demand for Beauty 

& Personal Care Products, Indonesia Investments, retrieved on February 

18, 2021 from https://www.indonesia-investments.com/news/todays-

headlines/cosmetics-indonesia-rising-demand-for-beauty-personal-care-

products/item8181.  

[21] Kotler, P. Armstrong, G. M. & Keller, K. L., 2009, Direction 

of Marketing, America: Pearson Education. 

[22] Suharno, 2010, Dasar-Dasar Kebijakan Publik, Yogyakarta: 

UNY Press. 

[23] Schiffman, L. G. and Kanuk, L. L., 2000, Consumer Behavior, 

Prentice-Hall, USA. 

[24] Kim, D. J., Ferrin, D. L. and Rao, H. R., 2007, A Trust-Based 

Consumer Decision-Making Model in Electronic Commerce: The Role 

O\of Trust, Perceived Risk, and Their Antecedents, Decision Support 

Systems, 44 (2): 544–564, https://doi.org/10.1016/j.dss.2007.07.001. 

[25] Cheung, C. M. and Thadani, D. R., 2010, The Effectiveness of 

Electronic Word-of-Mouth Communication: A Literature Analysis, 

BLED 2010 Proceedings. 

[26] Indiani, N. L. P. et al., 2015, Perceived Risk and Trust as 

Major Determinants of Actual Purchase, Transcending the Influence of 

Intention, ASEAN Marketing Journal, 7 (1): 1–13 

https://doi.org/10.21002/amj.v7i1.4601. 

[27] Dapas, C. C. et al., 2019, The Effect of Service Quality and 

Website Quality of Zalora.Com on Purchase Decision as Mediated By 

Purchase Intention, Quality - Access to Success, 20 (169): 87–92. 

[28] Li, H., Daugherty, T. and Biocca, F., 2002, Impact of 3-D 

Advertising on Product Knowledge, Brand Attitude, and Purchase 

https://apjii.or.id/survei
https://www.statista.com/outlook/70000000/100/beauty-personal-care/worldwide
https://www.statista.com/outlook/70000000/100/beauty-personal-care/worldwide
https://www.ecommerce-nation.com/power-using-product-videos-ecommerce/
https://www.ecommerce-nation.com/power-using-product-videos-ecommerce/
https://doi.org/10.1080/00913367.2001.10673646
https://doi.org/10.1016/j.jretconser.2017.07.010


Proceeding Book of The 6th ICMEM 2021, 11-13 August 2021, Bandung, Indonesia 

ISBN: 978-623-92201-2-9 

© 2021  The 6th International Conference on Management in Emerging Markets (ICMEM 2021) 

Intention: The mediating role of presence, Journal of Advertising, 31 (3): 

43–57, https://doi.org/10.1080/00913367.2002.10673675. 

[29] Flavián, C., Gurrea, R. and Orús, C., 2017, The Influence of 

Online Product Presentation Videos on Persuasion and Purchase Channel 

Preference: The Role of Imagery Fluency and Need for Touch, Telematics 

and Informatics, https://doi.org/10.1016/j.tele.2017.07.002. 

[30] Li, T., Meshkova, Z., 2013, Examining the Impact of Rich Media on 

Consumer Willingness to Pay in Online Stores, Electronic Commerce 

Research and Applications, 12 (6): 449-461. 

[31] Ye, N., 2004, Dimensions of Consumer’s Perceived Risk in 

Online Shopping, Journal of Electronic Science and Technology, 2 (3): 

177–182, retrieved on October 20, 2020 from 

https://www.academia.edu/download/55077188/0403-32.pdf. 

[32] Tan, S. J., 1999, Strategies for Reducing Consumers’ Risk 

Aversion in Internet Shopping, Journal of Consumer Marketing, 16 (2): 

163-180. 

[33] Taylor, J. W., 1974, The Role of Risk in Consumer Behavior, Journal 

of Marketing, 38. 

[34] Chu, K.-K. and Li, C.-H., 2008, A Study of The Effect of Risk-

Reduction Strategies on Purchase Intentions in Online Shopping, 

International Journal of Electronic Business Management, 6 (4): 213–

226. 

[35] Kidane, T. T. and Sharma, R. R. K., 2016, Factors Affecting 

Consumers’ Purchasing Decision Through E-Commerce, Proceedings of 

the International Conference on Industrial Engineering and Operations 

Management, 8-10 (3): 159–165.  

[36] Poel, D. V. D., & Leunis, J., 1999, Consumer Acceptance of 

The Internet as A Channel of Distribution, Journal of Business Research, 

45 (3): 249-256, https://doi.org/10.1016/S0148-2963(97)00236-1. 

[37] Wang, M. and Qu, H., 2017, Review of the Research on the Impact 

of Online Shopping Return Policy on Consumer Behavior, Journal of 

Business Administration Research, 6 (2): 15, 

https://doi.org/10.5430/jbar.v6n2p15. 

[38] Tham, K. W. et al., 2019, Perceived Risk Factors Affecting 

Consumers’ Online Shopping Behaviour, Journal of Asian Finance, 

Economics and Business, 6 (4): 246–260, 

https://doi.org/10.13106/jafeb.2019.vol6.no4.246. 

[39] Gavilan, D., Avello, M., and Martinez-Navarro, G., 2018, The 

Influence of Online Ratings and Reviews on Hotel Booking 

Consideration, Tourism Management, 66 (3): 53–61, 

https://doi.org/10.1016/j.tourman.2017.10.018. 

[40] Hennig-Thurau, T., K. P. Gwinner, G. Walsh, and D. D. Gremler, 

2004, Electronic Word of Mouth Via Consumer Opinion Platforms: What 

Motivates Consumers to Articulate Themselves on The Internet?, Journal 

of Interactive Marketing: 38-52. 

[41] Kamtarin, M., 2012, The Effect of Electronic Word of Mouth, Trust 

and Perceived Value on Behavioral Intention from the Perspective of 

Consumers, Academic Research in Economics and Management 

Sciences. 

[42] Ventre, I. and Kolbe, D., 2020, The Impact of Perceived Usefulness 

of Online Reviews, Trust and Perceived Risk on Online Purchase 

Intention in Emerging Markets: A Mexican Perspective, Journal of 

International Consumer Marketing, 32 (4): 287–299, 

https://doi.org/10.1080/08961530.2020.1712293. 

[43] Creswell, J.W., 2002, Educational Research: Planning, Conducting 

and Evaluating Quantitative and Qualitative Research, Harlow, Essex: 

Pearson. 

[44] Malhotra, N. K., Nunan, D., & Birks, D. F., 2016, Marketing 

research, In the Marketing Book: Seventh Edition, 

https://doi.org/10.4324/9781315890005. 

[45] Hair, Joe F.; Ringle, Christian M.; Sarstedt, 2011, PLS-SEM: Indeed 

a Silver Bullet, The Journal of Marketing Theory and Practice, 19 (2): 

139–152, https://doi.org/10.2753/mtp1069-6679190202. 

[46] Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E., 2010, 

Multivariate data analysis (7th ed.), Englewood Cliffs: Prentice Hall. 

[47] Wong, K. K. K.-K., 2013, Partial Least Squares Structural Equation 

Modeling (PLSSEM) Techniques Using SmartPLS, Marketing Bulletin, 

24 (1): 1–32, retrieved on May 15, 2021 from 

http://marketingbulletin.massey.ac.nz/v24/mb_v24_t1_wong.pdf%5Cnht

tp://www.researchgate.net/profile/Ken_Wong10/publication/268449353

_Partial_Least_Squares_Structural_Equation_Modeling_(PLSSEM)_Te

chniques_Using_SmartPLS/links/54773b1b0cf293e2da25e3f3.pdf 

[48] Hulland, J., 1999, Use of Partial Least Squares (PLS) In Strategic 

Management Research: A Review of Four Recent Studies, Strategic 

Management Journal, 20 (2): 195–204. 

[49] Bagozzi, R. P., & Yi, Y., 1988, On the Evaluation of Structural 

Equation Models, Journal of the Academy of Marketing Science, 16 (1): 

74–94. 

[50] Garson, G. D., 2016, Partial Least Squares: Regression & Structural 

Equation Models, In G. David Garson and Statistical Associates 

Publishing. 

[51] Greenleaf, E.A. &amp; Lehmann, D.R., 1995, Reasons for 

Substantial Delay in Consumer Decision Making, Journal of Consumer 

Research, 22 (2): 186. 

[52] Halim, E., Julianto, Y., and Hebrard, M., 2020, The Impact of Visual 

Merchandising and Transaction Attitude to E-commerce Purchase 

Intention, International Conference on Information Management and 

Technology (ICIMTech): 870-875, 

https://doi.org/10.1109/ICIMTech50083.2020.9211259. 

[53] Forsythe, S., Liu, C., Shannon, D., and Gardner, L. C., 2006, 

Development of A Scale to Measure the Perceived Benefits and Risks of 

Online Shopping, Journal of Interactive Marketing, 20 (2): 55–75, 

https://doi.org/10.1002/dir.20061. 

 

 

https://doi.org/10.1016/j.tourman.2017.10.018
https://doi.org/10.1080/08961530.2020.1712293

	The Impact of Visual Promotion and Consumers' Perception of Risk toward Consumers' Purchasing Decision in a Skin Care Store in Shopee
	Clemency Devanie Christabella* and Ira Fachira
	School of Business and Management, Institut Teknologi Bandung, Indonesia
	E-mail address: clemency_devanie@sbm-itb.ac.id
	E-mail address: clemency_devanie@sbm-itb.ac.id
	Abstract - In 2020, almost 74% of Indonesian population have access and use the internet to facilitate online transactions. Online shopping has limitation of low direct interaction between products and potential consumers. This leads to the needs of o...
	Keywords - Consumer Behavior, E-Commerce, Perceived Risk, Purchase Decision, Purchase Intention, Visual Promotion.
	I.  INTRODUCTION
	Background
	Online transactions are now common and no longer a rare thing, where advances in internet technology are utilized well. Records by Asosiasi Penyelenggara Jasa Internet Indonesia state, almost 197 million or 74 percent of the Indonesian population hav...
	In 2019, Indonesia has the highest rate of e-commerce use of any country in the world, where more Indonesians than ever are shopping online, with 90 percent of all Indonesia’s 152 million internet users between the ages of 16 and 64 reported have alr...
	Reflecting on the facts in this modern era, women’s lifestyle had a lot of changes, including the increased attention of women to the use of beauty and skin health products [6]. Data reinforces the fact that beauty products are one of the best-sellin...
	It is inevitable that shopping using online methods limits direct interaction and causes a lack of physical contact between products and potential consumers, affect consumer buying behavior and be a major deterrent to online shopping [9]. In an effor...
	Products offered in online stores cannot be fully evaluated by consumers before purchase, making consumers unsure and uncertain about the product and the benefits. To reduce these feelings, it is important for online retailer to offer a policy of hav...
	Previous studies explore factors affecting customer satisfaction and intention to repurchase the products, without first focusing on factors affecting customers intention and decision to choose and make purchase on their store over the other stores [...
	II.  LITERATURE REVIEW

	Shopee as Online Shopping Platform (E-commerce)
	Online shopping is now a trend among Indonesian people. Shopee, which is one of the largest e-commerce companies in Indonesia, continues to enrich its applications to answer these opportunities [3][5]. Shopee takes advantage of existing e-commerce bu...
	Beauty and Skin Care Market in Indonesia
	According to Statista (2019), skin care market worth US $1.98 billion at the moment and is projected to grow by more than 20% by 2023 [8]. The demand for beauty and personal care products in Indonesia are rising and growing, was valued at US $9,758 m...
	Purchase Intention and Purchasing Decision in Online Shopping Environment
	Purchase intention is consumer’s cognitive plans or behavior that appears and is carried out as a response to an object that indicates an urge or desire for a consumer to make a purchase of a product or service [21]. While, purchase decision made by ...
	Visual Promotion
	Visual promotion refers to any marketing communication which may comprise many visible-visual elements, which in this context have purposes to give clear, specific, and real information as a positive influence on various aspects of consideration in t...
	Customers’ Preference Toward Video Promotion
	Video commerce can be defined as the process of delivering content in the form of video to promote and convey information on commercial products or services on the internet, in order to attract customers and increase sales. Video commerce is the most...
	Consumers’ Perception of Risk
	Perceived risk is a fundamental concept in consumer behavior which implies that consumers experience pre-purchase uncertainty regarding the types and degree of losses that may be felt due to the purchase and use of a product [31]. Perceived risk is a...
	Consumers’ Money-Back Guarantees (CMBGs)
	In shopping online on the internet, customers cannot touch or feel a product before they purchase it online. When consumers are unsure about the benefits they will get from a product, they are less willing to purchase it than they would be if they ca...
	Hassle-Free Returns
	In order to eliminate consumer concerns on risks on consuming goods purchased online, some sellers offer "return of goods without reasons" policies. The return policy can reduce the economic and product risks that consumers feel in the online shoppin...
	E-WOM: Online Consumer Reviews, Testimonials, and Ratings
	In an online environment, consumers can only obtain information by browsing large amounts of information through new online search engines, different devices, and new-specific strategies to obtain the appropriate information as needed to make purchas...
	According to previous studies that have discovered relationship between some variables tested in this study, thus the framework model was developed and conceptualized in a conceptual framework as shown below on Figure 1.
	Fig. 1. Conceptual Framework
	According to the structured model above, this study will test 7 hypotheses:
	H1: There is a significant correlation between customers’ purchase intention and customers’ purchasing decision to buy product in a skin care store in Shopee as online shopping platform.
	H2: There is a significant correlation between visual promotions and customers’ intention to purchase in an online skin care store over the other similar store.
	H3: There is a significant correlation between customers’ preference towards video promotion and visual promotion.
	H4: There is a significant correlation between the reduction of consumer’s perceived risk and customers’ intention to purchase in a skin care store over the other similar store.
	H5: There is a significant correlation between the impact of giving out consumer money-back guarantees (CMBGs) and the reduction of consumer’s perceived risk in online shopping context.
	H6: There is a significant correlation between the impact of giving out hassle-free returns and the reduction of consumer’s perceived risk in online shopping context.
	H7: There is a significant correlation between the availability of e-WOM (online consumer reviews, testimonials, and ratings) and the reduction of consumer’s perceived risk in online shopping context.
	III.  METHODOLOGY

	Research Approach
	This study uses a quantitative approach. A quantitative approach will be conducted to analyze hypotheses, test the variables, and answer research questions by gathering numerical data, then apply the mathematical model and statistical technique for t...
	Fig. 2. Research Design Flowchart
	In collecting the data and information needed, a survey method is conducted in the form of a structured questionnaire to a sample of the targeted population. This research uses dependent variable in the form of customers' purchasing intention and cus...
	Sample and Sampling Techniques
	According to Siti Rabiah (2019), in this modern era, women’s lifestyle had a lot of changes, including the increased attention of women to the use of beauty and skin health products. Based on the survey done by ZAP Beauty Index (2020), 45.4% of women...
	To get the data more valid and accurate, this research is conducted through exploring the population of all women in Indonesia, ages ranging between 23-65 years old (generation X and generation Y) that are actively using e-commerce as an online shopp...
	Data Analysis
	After collecting the data using the quantitative method, the generated hypothesis will be analyzed and tested using the PLS-SEM method by the SMART PLS application. Instead of CB-SEM, this study uses PLS-SEM to assess and analyze the relationship of ...
	IV.  RESULTS
	The constructed model of this study consists of 8 variables (visual promotion, customers’ preference towards video promotion, consumers’ perception of risk, consumers’ money-back guarantees, hassle-free returns, e-WOM, customers’ intention to purchas...
	Reliability Test
	The original result of data analysis indicates that all of the indicators identified to be reliable, since all of the indicators show the acceptable score of outer loadings, greater than 0.4 with the fulfillment on the convergence criteria [47][48]. ...
	Besides, the author also did the internal consistency reliability test, which is measured with the composite reliability value. For exploratory research, the preferred score of composite reliability of each variable is 0.6 or higher [49]. Based on Ta...
	Table 1. Internal Consistency Reliability Result
	Validity Test
	The next step to evaluate is the validity test. Validity test is used to know how well the concept of the study is define correctly by the measure, to assess and determine whether the responses are appropriate for the study and whether the respondent...
	Table 2. Convergent Validity Result
	In assessing the convergent validity, the Average Variance Extracted (AVE) should be at least 0.5 or higher [44]. Based on the AVE calculation result shown in Table 2, all of the related variable’s AVE values are identified to be valid.
	Besides, the discriminant validity also executed as other method by using the AVE value. All the latent variable are considered to be valid, as shown by the latent variables in row and column (or the value on the diagonal side that is highlighted with...
	Table 3. Discriminant Validity Result
	Collinearity Test
	Collinearity test is performed to check whether there are potential collinearity issues or not on the research, assessed from the Variance Inflation Factor (VIF) value. All the outer indicators in this study fulfil the preferred value and show the VI...
	Structural Path Significance
	Fig. 3. Bootstrapping Result
	Bootstrapping method is performed to show the significance level of the hypothesis test between each variable tested in the study, in order to determine whether the hypothesis is accepted or rejected. The path coefficient will consider as significant ...
	From Fig. 3, it can be concluded that all path coefficients of the inner and outer model are significant. The “Visual Promotion 🡪 Customers’ Intention to Purchase” T-statistics value is 4.313. The “Customers’ Preference Towards Video Promotion 🡪 Vis...
	Besides, the result of R2 (Coefficients of Determination) and Q2 (Cross-validated Redundancy) test in this research model result in a GoF (Goodness of Fit) value of 0.133, means that this model has low capability to describe and explain empirical data...
	Hypothesis Testing
	Table 4. Hypothesis Testing Result
	Based on the results of Table 4, it is known that the hypothesis will be accepted if the t-value of the hypothesis show value greater than 1.96 and the P value lower than the significance level of 5% (0.05). Hypothesis 1 (H1) is accepted and confirms ...
	Hypothesis 4 (H4) is accepted and clarifies that consumers’ perception of risk is significantly correlated to customers’ intention to purchase in a skin care store over the other similar store. The next hypothesis, H5 is accepted and indicates that th...
	F Square (f2) Effect Size
	Table 5. f2 Effect Size Result
	Cohen’s F square (f2) effect size is used to assess and evaluate the relationship between each latent variables observed, the strengths of the effects between them, the intensity of the relationship among the latent variables, and to find more in-dept...
	Total Indirect and Total Effect
	Total indirect is used as the indicator to measure the percentage of indirect effects given by the independent variables on the dependent variables through the mediating variables. While, the total effect represents the percentage of each independent...
	Table 6. Total Effect Result
	V.  DISCUSSION
	The result of this study indicates a significant correlation between customers’ purchase intention and customers’ purchasing decision to buy product in online skin care store. It strengthens statements that a higher level of customers’ intention to p...
	Visual promotions are found to have a positive and significant correlation with customers’ intention to purchase in a skin care store over the other store which offer the relative-similar products. The result is aligned with previous findings, which ...
	Customers’ preference towards video promotion indicated to have a significant correlation with visual promotion. In line with previous findings, the presence of an online product presentation video is found to have a positive effect on consumers’ ease...
	Potential risks that are perceived by consumers while shopping skin care products in online are found to have significant impact on their purchase intention. Perceived risks correlate negatively toward customers’ future intentions to purchase online, ...
	Consumer money-back guarantees (CMBGs) is found to have positive and significant correlation with consumers’ perception of risk. This result support findings that consumer money-back guarantee is one of the risk reduction strategies which have a posit...
	Besides CMBGs, hassle-free returns also found as one of the risk reduction strategies that are positively and significantly affecting consumers’ perception of risk. The availability of strategies that minimize the return policy risk (by laying down cl...
	As shopping online limit direct interaction between potential consumers and the products, consumers need higher effort to gain as much information needed as possible. One of the most important things to collect external information is by take advantag...
	VI.  CONCLUSION
	This research has objective to analyze and identify the factors that influence consumers’ purchasing decision of skin care products in a skin care store in Shopee as online shopping platform, and to give suggestions of what kind of recommendations th...
	Based on the result of PLS-SEM analysis, consumers’ purchasing decision in beauty and skin care industry is influenced by (1) visual promotion, which is proven to be preferred on video promotion; (2) consumers’ perception of risk, which can be indica...
	According to the result analysis of data from the quantitative approach and the evaluation of factors that influence consumers’ purchasing decision of skin care products in Shopee (see Table 6), we can conclude that customers’ preferences toward vide...
	It is also confirmed that consumers’ perception of risk is the factor which affects online customers’ purchase intention the highest, with the effect of 42.2%. While, visual promotion is also affected customers’ intention to purchase in online shoppi...
	In conclusion, as suggestions and recommendations, providing potential online buyers with clear, specific, and real information can offer an up-close and realistic experience, which will result in the increase of users' brand attitudes and purchase i...
	ACKNOWLEDGMENT
	Spending 3 years in pursuing my bachelor's degree at SBM ITB is one of the things I am very grateful for in my life. I am very grateful to Jesus Christ for all His grace during this amazing life journey that took me one step closer to the beginning o...
	REFERENCES
	[1] APJII, 2020, Laporan Survei Internet APJII 2019 – 2020, Asosiasi Penyelenggara Jasa Internet Indonesia: 1–146, available at: https://apjii.or.id/survei.
	[2] Gwi, GWI - Audience Insight Tools, Digital Analytics & Consumer Trends, retrieved on February 6, 2021 from https://www.globalwebindex.com/.
	[3] Anon, eCommerce - Indonesia: Statista Market Forecast, Statista, retrieved on February 15, 2021 from https://www.statista.com/outlook/243/120/ecommerce/indonesia.
	[4] Department, P., 2020, Indonesia: Top 10 E-Commerce Sites 2020, Statista, retrieved on October 17, 2020 from https://www.statista.com/statistics/869700/indonesia-top-10-e-commerce-sites/#:~:text=As%20of%20second%20quarter%20of,followed%20by%20Tokop...
	[5] Anon, Top 50 E-Commerce Sites & Apps in Indonesia 2019, retrieved on October 17, 2020 from https://iprice.co.id/insights/mapofecommerce/en/.
	[6] Siti Rabiah, A. et al., 2019, Online Consumer Review and Beauty Influencer on Cosmetics Purchase Intention of Indonesian Female Consumers, Journal of Business, Management, and Accounting, STIE Kusumanegara, 1: 34–47.
	[7] Jonathan, 2018, 8 Produk Jualan Online Terlaris dan Paling laku di Indonesia Saat Ini, Maxmanroe.com, retrieved on October 21, 2020 from https://www.maxmanroe.com/produk-jualan-online-yang-paling-laris.html.
	[8] Anon, Beauty & Personal Care - worldwide: Statista Market Forecast, Statista, retrieved on October 17, 2020 from https://www.statista.com/outlook/70000000/100/beauty-personal-care/worldwide.
	[9] Park, C. and Lee, T.M., 2009, Information Direction, Website Reputation and EWOM Effect: A Moderating Role of Product Type, Journal of Business Research, 62 (1): 61–67, https://doi.org/10.1016/j.jbusres.2007.11.017.
	[10] Anon, 2018, The Power of using Product Videos for E-Commerce • ECN: E-Commerce Nation, retrieved on January 13, 2021 from https://www.ecommerce-nation.com/power-using-product-videos-ecommerce/.
	[11] Dilmegani, Cem, 2017, Understanding Video Commerce – Why It Is Important for More Effective Selling?, AIMultiple, retrieved on January 13, 2021 from https://research.aimultiple.com/video-commerce/.
	[12] Coyle, J. R. and Thorson, E., 2001, The Effects of Progressive Levels of Interactivity and Vividness in Web Marketing Sites, Journal of Advertising, 30 (3): 65–77, https://doi.org/10.1080/00913367.2001.10673646.
	[13] Li, H., Daugherty, T. and Biocca, F., 2003, The Role of Virtual Experience in Consumer Learning, Journal of Consumer Psychology, 13 (4): 395–407, https://doi.org/10.1207/S15327663JCP1304_07.
	[14] Davis S., Gerstner E. and Hagerty, M., 1995, Money Back Guarantees in Retailing: Matching Products to Consumer Tastes, Journal of Retailing, 71 (1): 7-22.
	[15] Moorthy, S., and Srinivasan, K., 1995, Signaling Quality with Money-Back Guarantees: The Role of Transaction Costs, Marketing Science, 14 (4): 442–466.
	[16] Lin, C. C., Wu, H. Y. and Chang, Y. F., 2011, The Critical Factors Impact on Online Customer Satisfaction, Procedia Computer Science, 3: 276–281, https://doi.org/10.1016/j.procs.2010.12.047.
	[17] Lin, C. and 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.\
	[18] Nisar, T. M. and Prabhakar, G., 2017, What Factors Determine E-Satisfaction And Consumer Spending In E-Commerce Retailing?, Journal of Retailing and Consumer Services, 39 (5): 135–144, https://doi.org/10.1016/j.jretconser.2017.07.010.
	[19] Nurhayati-Wolff, P., 2020, Indonesia: Popular Product Categories On E-Marketplaces 2018, Statista, retrieved on February 18, 2021 from https://www.statista.com/statistics/972049/indonesia-popular-product-categories-on-e-marketplaces/.
	[20] Anon, 2017, Cosmetics Indonesia: Rising Demand for Beauty & Personal Care Products, Indonesia Investments, retrieved on February 18, 2021 from https://www.indonesia-investments.com/news/todays-headlines/cosmetics-indonesia-rising-demand-for-beaut...
	[21] Kotler, P. Armstrong, G. M. & Keller, K. L., 2009, Direction of Marketing, America: Pearson Education.
	[22] Suharno, 2010, Dasar-Dasar Kebijakan Publik, Yogyakarta: UNY Press.
	[23] Schiffman, L. G. and Kanuk, L. L., 2000, Consumer Behavior, Prentice-Hall, USA.
	[24] Kim, D. J., Ferrin, D. L. and Rao, H. R., 2007, A Trust-Based Consumer Decision-Making Model in Electronic Commerce: The Role O\of Trust, Perceived Risk, and Their Antecedents, Decision Support Systems, 44 (2): 544–564, https://doi.org/10.1016/j....
	[25] Cheung, C. M. and Thadani, D. R., 2010, The Effectiveness of Electronic Word-of-Mouth Communication: A Literature Analysis, BLED 2010 Proceedings.
	[26] Indiani, N. L. P. et al., 2015, Perceived Risk and Trust as Major Determinants of Actual Purchase, Transcending the Influence of Intention, ASEAN Marketing Journal, 7 (1): 1–13 https://doi.org/10.21002/amj.v7i1.4601.
	[27] Dapas, C. C. et al., 2019, The Effect of Service Quality and Website Quality of Zalora.Com on Purchase Decision as Mediated By Purchase Intention, Quality - Access to Success, 20 (169): 87–92.
	[28] Li, H., Daugherty, T. and Biocca, F., 2002, Impact of 3-D Advertising on Product Knowledge, Brand Attitude, and Purchase Intention: The mediating role of presence, Journal of Advertising, 31 (3): 43–57, https://doi.org/10.1080/00913367.2002.10673...
	[29] Flavián, C., Gurrea, R. and Orús, C., 2017, The Influence of Online Product Presentation Videos on Persuasion and Purchase Channel Preference: The Role of Imagery Fluency and Need for Touch, Telematics and Informatics, https://doi.org/10.1016/j.t...
	[30] Li, T., Meshkova, Z., 2013, Examining the Impact of Rich Media on Consumer Willingness to Pay in Online Stores, Electronic Commerce Research and Applications, 12 (6): 449-461.
	[31] Ye, N., 2004, Dimensions of Consumer’s Perceived Risk in Online Shopping, Journal of Electronic Science and Technology, 2 (3): 177–182, retrieved on October 20, 2020 from https://www.academia.edu/download/55077188/0403-32.pdf.
	[32] Tan, S. J., 1999, Strategies for Reducing Consumers’ Risk Aversion in Internet Shopping, Journal of Consumer Marketing, 16 (2): 163-180.
	[33] Taylor, J. W., 1974, The Role of Risk in Consumer Behavior, Journal of Marketing, 38.
	[34] Chu, K.-K. and Li, C.-H., 2008, A Study of The Effect of Risk-Reduction Strategies on Purchase Intentions in Online Shopping, International Journal of Electronic Business Management, 6 (4): 213–226.
	[35] Kidane, T. T. and Sharma, R. R. K., 2016, Factors Affecting Consumers’ Purchasing Decision Through E-Commerce, Proceedings of the International Conference on Industrial Engineering and Operations Management, 8-10 (3): 159–165.
	[36] Poel, D. V. D., & Leunis, J., 1999, Consumer Acceptance of The Internet as A Channel of Distribution, Journal of Business Research, 45 (3): 249-256, https://doi.org/10.1016/S0148-2963(97)00236-1.
	[37] Wang, M. and Qu, H., 2017, Review of the Research on the Impact of Online Shopping Return Policy on Consumer Behavior, Journal of Business Administration Research, 6 (2): 15, https://doi.org/10.5430/jbar.v6n2p15.
	[38] Tham, K. W. et al., 2019, Perceived Risk Factors Affecting Consumers’ Online Shopping Behaviour, Journal of Asian Finance, Economics and Business, 6 (4): 246–260, https://doi.org/10.13106/jafeb.2019.vol6.no4.246.
	[39] Gavilan, D., Avello, M., and Martinez-Navarro, G., 2018, The Influence of Online Ratings and Reviews on Hotel Booking Consideration, Tourism Management, 66 (3): 53–61, https://doi.org/10.1016/j.tourman.2017.10.018.
	[40] Hennig-Thurau, T., K. P. Gwinner, G. Walsh, and D. D. Gremler, 2004, Electronic Word of Mouth Via Consumer Opinion Platforms: What Motivates Consumers to Articulate Themselves on The Internet?, Journal of Interactive Marketing: 38-52.
	[41] Kamtarin, M., 2012, The Effect of Electronic Word of Mouth, Trust and Perceived Value on Behavioral Intention from the Perspective of Consumers, Academic Research in Economics and Management Sciences.
	[42] Ventre, I. and Kolbe, D., 2020, The Impact of Perceived Usefulness of Online Reviews, Trust and Perceived Risk on Online Purchase Intention in Emerging Markets: A Mexican Perspective, Journal of International Consumer Marketing, 32 (4): 287–299, ...
	[43] Creswell, J.W., 2002, Educational Research: Planning, Conducting and Evaluating Quantitative and Qualitative Research, Harlow, Essex: Pearson.
	[44] Malhotra, N. K., Nunan, D., & Birks, D. F., 2016, Marketing research, In the Marketing Book: Seventh Edition, https://doi.org/10.4324/9781315890005.
	[45] Hair, Joe F.; Ringle, Christian M.; Sarstedt, 2011, PLS-SEM: Indeed a Silver Bullet, The Journal of Marketing Theory and Practice, 19 (2): 139–152, https://doi.org/10.2753/mtp1069-6679190202.
	[46] Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E., 2010, Multivariate data analysis (7th ed.), Englewood Cliffs: Prentice Hall.
	[47] Wong, K. K. K.-K., 2013, Partial Least Squares Structural Equation Modeling (PLSSEM) Techniques Using SmartPLS, Marketing Bulletin, 24 (1): 1–32, retrieved on May 15, 2021 from http://marketingbulletin.massey.ac.nz/v24/mb_v24_t1_wong.pdf%5Cnhttp:...
	[48] Hulland, J., 1999, Use of Partial Least Squares (PLS) In Strategic Management Research: A Review of Four Recent Studies, Strategic Management Journal, 20 (2): 195–204.
	[49] Bagozzi, R. P., & Yi, Y., 1988, On the Evaluation of Structural Equation Models, Journal of the Academy of Marketing Science, 16 (1): 74–94.
	[50] Garson, G. D., 2016, Partial Least Squares: Regression & Structural Equation Models, In G. David Garson and Statistical Associates Publishing.
	[51] Greenleaf, E.A. &amp; Lehmann, D.R., 1995, Reasons for Substantial Delay in Consumer Decision Making, Journal of Consumer Research, 22 (2): 186.
	[52] Halim, E., Julianto, Y., and Hebrard, M., 2020, The Impact of Visual Merchandising and Transaction Attitude to E-commerce Purchase Intention, International Conference on Information Management and Technology (ICIMTech): 870-875, https://doi.org/1...
	[53] Forsythe, S., Liu, C., Shannon, D., and Gardner, L. C., 2006, Development of A Scale to Measure the Perceived Benefits and Risks of Online Shopping, Journal of Interactive Marketing, 20 (2): 55–75, https://doi.org/10.1002/dir.20061.

