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Abstract

The purpose of this research is to study the reasons why the online customer experience in each dimension
which consists of Informativeness, Entertainment, Social Presence and Sensory Appeal affect the purchase of
premium skincare products in online channel. Additionally, another objective of this study is to find the
relationship among the characteristics of online touch points, the online customer experience in each dimension,
and customers purchase decision for premium skincare products in online channel. This research is a qualitative
research. The data was collected by in-depth interviews from all 16 interviewees who have purchased premium
skincare products online. The questions used are open-ended questions to allow the interviewee to provide
additional information. The result of the research shows that verbal elements, visual elements and combined
verbal and visual elements can affect every dimensions of the online customer experiences which includes
informativeness, entertainment, social presence and sensory appeal. The result of the research also shows
that the perceived usefulness and the perceived ease of use can affect the customer experience in
informativeness and entertainment dimensions. In addition, the result shows that informativeness and
entertainment can directly influence the purchase of premium skincare products online. Moreover,
entertainment, social presence, and sensory appeal would influence informativeness which can lead customers
to purchase premium skin care products online. Finally, three factors, namely brand trustworthiness, product

type and the discounted price promotion directly affect the purchase of premium skincare products online.

Keywords: Premium skin care, Online customer Experience, Purchase decision
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