
* Corresponding author  

E-mail address desakmadefebripurnama@gmail.com (D. M. F. P. Sari)  

  

ISSN 2561-8156 (Online) - ISSN 2561-8148 (Print)  

© 2026 by the authors; licensee Growing Science, Canada. 

doi: 10.5267/j.ijdns.2026.6.015 
 

 
 

 
 

International Journal of Data and Network Science 10 (2026) 1601–1610 

 

 

Contents lists available at GrowingScience 
 

International Journal of Data and Network Science 
 

homepage: www.GrowingScience.com/ijds 

 
 

 

 

 

 

Omnichannel, ZMOT, and virtual try-on: Perceived behavioral control in purchase decision 

 

 

Desak Made Febri Purnama Saria*, Ida Ayu Oka Martinia, Made Ermawan Yoga Antaraa and Ni Wayan 

Kerni Sinthya Dewia  

 

aUniversitas Pendidikan Nasional, Denpasar, Indonesia 

    C H R O N I C L E                          A B S T R A C T 

Article history:  

Received March 22, 2026 

Received in revised format March 

28, 2026 
Accepted June 17 2026 

Available online  

June 17 2026 

 The cosmetics industry is proliferating, triggered by the recognition of the significance of caring for 

appearance. This study uses the Theory of Planned Behavior (TPB) approach to examine how 

consumers of cosmetics in Bali view their behavioral control over the virtual try-on function, and 

how ZMOT (zero moment of truth) from omnichannel influences their purchasing decisions. 

Participating individuals are Generation Z women in Bali who have purchased cosmetics online and 

have tried and know the virtual try-on feature. A quantitative method was employed to gather data 

from approximately 150 participants using a purposive sampling technique. The analytical method 

employed is the Partial Least Squares - Structural Equation Modeling (PLS-SEM) using the Smart 

PLS software. The analysis’s findings indicated that ZMOT significantly and favorably influences 

Bali consumers’ decisions to buy cosmetics because of perceived behavioral control. This result 

suggests that the association between ZMOT and purchase decisions is mediated by the perceived 

behavioral control relationship. The research implies that cosmetics industry stakeholders need to 

formulate marketing strategies to minimize barriers that affect consumers' perceived behavioral 

control in choosing products. 
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1. Introduction 

The cosmetics industry is now experiencing a rapid increase due to public interest in buying, both national and international 

cosmetic products, triggered by awareness of the importance of caring for appearance (Huong et al., 2024). The cosmetics 

industry in makeup products in Indonesia is also facing the challenges of increasingly sharp business competition at this time, 

so companies must remain in industrial competition (Indrawati et al., 2023). Therefore, with these challenges, the cosmetics 

industry is experiencing changes in facing challenges, where the cosmetics industry is starting to change from industry 1.0 

to 4.0 (Frasquet et al., 2024). The technological developments that occur are influenced by the high adaptation of Indonesian 

people to developments that occur in technology, especially in cosmetics technology for their shopping experience 

channels (Castillo-Abdul et al., 2021). With advances in technology in the cosmetics industry, utilizing an omnichannel 

strategy that combines physical stores with online stores, allows consumers to make purchases more flexibly and efficiently, 

but also requires good operational management (Muthaffar & Vilches-Montero, 2023). Omnichannel can be used at various 

levels of the industry to communicate consumer intentions to use certain channels, adopt new technologies, and observe 

consumer behavior during purchases (Goedhart et al., 2023). The existence of Augmented Reality (AR) technology is a form 

of technological change in the beauty industry (Kjeldsen et al., 2023). This technology aims to allow users to see the 

appearance of the product they want to wear, on their face in real-time using the virtual try-on feature (An et al., 2023; Antara 

et al., 2024a, 2024b). 

This technological innovation is because many customers have difficulty in choosing the right type of makeup, due to the 

match of skin color, skin type, and texture (Frasquet et al., 2024). Virtual try-on features have become more popular in recent 

years as a way for consumers to view and try different products without having to try them on in person (Başeğmez & Yaman, 
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2022). Virtual Try-On (VTO) is a website feature that allows manipulation of product images to simulate the actual product 

experience (Kim et al., 2024). However, although technological developments and the utilization of omnichannel strategies 

offer convenience and flexibility in shopping, there are still some challenges faced by consumers and cosmetics 

manufacturers (Sharma & Fatima, 2024). These challenges include consumer trust in products purchased online, transaction 

security, and a consistent shopping experience across multiple sales channels (Kusuda, 2022). 

The same goes for Generation Z, which utilizes convenience for themselves as well as to obtain the necessary information. 

Generation Z is a group born in 1995 and ended in 2009 (Mark & Emily, 2014). From this internet utilization, especially 

Generation Z women will utilize the internet to find information about makeup products. This ZMOT concept arises due to 

a stimulus in consumer shopping behavior, which will result in the next process of finding information related to the desired 

product without having to try it directly or by utilizing omnichannel channels that have developed by utilizing Augmented 

Reality (AR) technology (Trivedi et al., 2022; Zhang et al., 2024). Purchasing decisions can also arise from the quality of 

service and product-related information channels provided by the seller, because the smoother the experience obtained by 

consumers, the greater the opportunity to make decisions regarding purchases (Trivedi et al., 2022). 

The use of omnichannel has a good and considerable impact on purchasing decisions, according to research from (Asif et al., 

2026). Additionally, these findings align with the findings of the study Chen et al. (2026). However, the service of the ZMOT 

shopping experience that utilizes the omnichannel strategy, namely virtual try-on, still has weaknesses that result in 

purchasing decisions being delayed or not happening according to research Xu & Ling (2025). Other research also states that 

if marketing channels are not well integrated, then consumers experience difficulties and reduce the effectiveness of ZMOT 

and omnichannel marketing which ultimately affects purchasing decisions according to research Cocco & Demoulin (2022). 

ZMOT (Zero Moment of Truth) has both positive and negative effects on purchase decisions, according to the relationship 

between the two variables. This finally led to the mediation of perceived behavioral control. This results in various consumer 

perceptions of utilizing the available features and consumers reconsidering their actions in the shopping process. Purchase 

intention is positively and significantly impacted by perceived behavioral control, according to research Ocak (2025). 

Customers are more likely to purchase and use a product if they have a favorable opinion of it. This demonstrates how 

perception affects purchasing decisions. 

In this case, the cosmetics industry needs to ascertain whether A correlation exists between perceived behavioral control and 

consumer behavior, seeing from the ZMOT concept applied by consumers when receiving a stimulus to shop which makes 

the emergence of intentions. Although technological developments in the provision of cosmetics industry channels have 

developed by utilizing omnichannel and providing virtual try-on features, this cannot fully solve the problems faced by 

consumers to make it easier for consumers to make purchasing decisions. That way the cosmetics industry, especially in Bali, 

must be extra cautious in approaching its consumers, namely Balinese women of Generation Z, especially in the position of 

purchasing decisions. Therefore, this study will discuss and examine perceived behavioral control on consumer behavior that 

mediates consumer shopping behavior (ZMOT) resulting in purchasing decisions. 

2. Literature review  

The Theory of Planned Behavior (TPB), (Ajzen, 1991) explains how purchase intentions affect consumer behavior, 

particularly purchasing decisions. Three essential elements are highlighted by the Theory of Planned Behavior: perceived 

behavioral control, attitude, and subjective norm (Ajzen, 2020). The Theory of Planned Behavior states that a person's 

mindset significantly influences their actions. However, it is also necessary to consider perceived behavioral control and 

subjective norms. This theory incorporates perceived behavioral control, which explains how consumers' views of how easy 

or difficult a task is influence their behavior. 

By providing marketers with crucial insights into the psychological factors influencing consumer choices, the Theory of 

Planned Behavior directs efforts to encourage purchases (Zhai et al., 2022). The three types of beliefs described in the theory 

of planned behavior (behavioral, normative, and control) are linked to the ideas of attitude, subjective norm, and perceived 

control (Ajzen, 1991). Attitude, perceived ability to act, and social perceptions affect purchase intention. How external and 

internal elements support or hinder a consumer's behavior is reflected in their perceived behavioral control. 

2.1 Zero Moment of Truth (ZMOT) 

According to (Lecinski, 2011), Zero Moment of Truth (ZMOT) is when customers begin searching for details about products 

or services that consumers are thinking of trying or buying using their wireless devices, such as laptops, cell phones, or other 

devices. Consumers make decisions without seeing the product in person or by comparing reviews or reviews of other 

products to help them set goals (Muthaffar et al., 2024). The Zero Moment of Truth occurs when customers use sophisticated 

means to obtain product information, influencing their purchase experience (Sumrit & Sowijit, 2023). This process produces 

an impressive memory effect that leaves the customer's memory, known as a memorable experience (Lawrence, 2007). A 

crucial phase in the consumer experience process, the Zero Moment of Truth leaves lasting and memorable 

impressions (Lofgren, 2008). ZMOT, or “Zero Moment of Truth”, refers to consumer behavior where digital technology is 

used to search for product information and services. This behavior is related to perceived behavioral control is an individual's 

evaluation of how easy or difficult an activity is to carry out, and is influenced by triggers that drive buying behaviors (Zheng 

et al., 2025; Sharma & Fatima, 2024). Perceived behavioral control reflects self-regulation that encourages behavioral 

intention (Rhodes & de Bruijn, 2013). Research shows ZMOT has an indirect positive effect on perceived 
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behavioral control (Ertemel & Peyk, 2018). Stimuli in the ZMOT stage influence shopping behavior by shaping consumers' 

perceptions of control, which helps ensure a smooth shopping experience (Khalid, 2024). In summary, ZMOT involves using 

digital media to interact with businesses, gather product information, and shape consumers' behavioral control 

perceptions (Goedhart et al., 2023b; Salem & Alanadoly, 2024). From this research, a hypothesis may be suggested: 

H1 : ZMOT significantly and favorably influences Bali cosmetics customers' opinions about behavioral control. 

2.2 Perceived Behavioral Control and Purchase Decision 

An individual's confidence in the simplicity or complexity of carrying out a desired conduct is reflected in their perceived 

behavioral control, which is an important factor Terry & O'Leary, 1995). In addition, perceived behavioral control can also 

be defined as how easy and difficult it is for individuals or consumers to implement certain behaviors (Trafimow et al., 

2002). A person's assessment of how challenging it is to adopt a behavior is known as perceived behavioral control (Román 

et al., 2024). It includes self-efficacy and an individual's feeling of ability, which is influenced by experience and 

knowledge (Bongini et al., 2025; Botha & Wiese, 2024). To exert control over their behavior, customers must also manage 

their resources, opportunities, and abilities (Ryu et al., 2023; Antara et al., 2025, 2026). The ability to offer behavior is 

demonstrated by perceived behavioral control (Lithopoulos et al., 2023). 

According to (Kotler, 2008), consumers make purchasing decisions by identifying their problems, seeking product 

information, and evaluating alternatives to resolve these issues. Similarly, (Dang et al., 2021; Hanaysha et al., 2021; Peña-

García et al., 2020) state that purchasing decisions involve choosing a product after assessing available options. Consumer 

behavior focuses on the decision-making processes of individuals, groups, and organizations in selecting, acquiring, and 

using products or services to fulfill their needs (Kotler & Amstrong, 2016). Monoarfa et al. (2023) 

and Boone (2015) describe purchasing decisions as evaluating needs and available options to set goals, identify alternatives, 

and decide on a purchase. Boone (2015) emphasizes that these decisions involve choosing among preferred brands to achieve 

purchase goals. 

An individual's conviction in their ability to regulate behavior is the foundation of perceived behavioral control, which is 

impacted by both motivating and impeding circumstances (Kiriakidis, 2016; Tran, 2022). It significantly impacts purchasing 

decisions (Ocak, 2025). Research shows that purchasing decisions at Bali International University are positively correlated 

with perceived behavioral control (Rakuša & Milfelner, 2025). Convenient access to information about cosmetic products 

enhances consumer satisfaction and positively influences purchasing behavior. Ngo et al. (2025) also found that ZMOT 

significantly influences purchasing decisions. While ZMOT on omnichannel platforms impacts these decisions, not all 

platforms meet customer expectations (Salvietti et al., 2022). Some omnichannel strategies still lack effective product 

information delivery. A seamless ZMOT shopping experience can drive cosmetic consumers' purchase decisions. The results 

of the study allow for the formulation of the following hypothesis : 

H2 : Cosmetic product purchases in Bali are positively and significantly impacted by perceived behavioral control. 

H3 : ZMOT significantly and favorably influences Bali residents' decisions to buy cosmetics. 

The purchase decision is the final stage before post-purchase behavior, where consumers decide to buy a product based on 

their needs and desires (Makarawung et al., 2023; Sari, 2020). Research by Ocak (2025) shows that perceived behavioral 

control mediates the relationship between ZMOT and purchasing decisions. This means consumers’ perceptions of control 

influence their shopping experience and decision-making ((Maulana et al., 2023; Ryu et al., 2023). Studies by Sari et al. 

(2022); Akhmaaj & Sharif (2024) indicate that behavioral control perceptions mediate consumer shopping decisions. Strong 

perceptions of control over seeking product information link to purchase decisions (De Giovanni, 2022; Kjeldsen et al., 2023), 

with information channels playing a key role in connecting ZMOT and purchase choices. The following formulation of the 

study's hypothesis is based on the analysis above : 

H4 : The association between ZMOT and decisions to buy cosmetics in Bali is positively and significantly mediated by 

perceived behavioral control. 
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3. Method  

This study was carried out in the province of Bali, focusing on Generation Z women and their online cosmetic purchasing 

behaviors in the Bali region. The research focused on Balinese women from Generation Z, comprising a total of 484,220 

individuals, and the sample size was calculated with a Slovin formula and a 10% margin of inaccuracy, leading to the lowest 

requirement of 100 participants. Consequently, the research sample included 150 individuals. The study's data analysis 

applied the Partial Least Squares - Structural Equation Model (PLS-SEM) approach, utilizing the Smart PLS software. 

Table 1 

Item Measurement 
Variable Definition Indicator Source 

Zero Moment of 

Truth (ZMOT) 

The Zero Moment of Truth (ZMOT) refers to 

a consumer decision-making process that 
involves searching for information online 

through integrated omnichannel channels, 

without directly viewing the product. 

1. Attractive ads and promotions 

2. Trust in a brand  
3. Consumer wants and needs 

4. Recommendations from others or external 

sources 

(Ernawati, 2021) 

Perceived behavioral 

control 

Perceived behavioral control is characterized 
by the extent to which customers perceive 

themselves as capable of or in control of 

specific behaviors when deciding to purchase 

a product using the available services. 

1. Consumers who make fully informed 
decisions 

2. Consumers who perceive they have sufficient 

resources 
3. Consumers who feel they have adequate 

opportunities 

4. Consumers who believe they have enough 
time 

(Han & Kim, 2010) 

Purchase decision A purchase decision refers to the process 

through which consumers choose to buy a 

preferred product or brand, influenced by their 

desires and needs for that particular product or 

brand. 

1. Purchase confidence 

2. Brand preference 

3. Purchasing a product because it aligns with 

personal wants and needs 

4. Making a purchase based on recommendations 

or positive reviews from others 

(Kotler & 

Armstrong, 2008) 

 

The population in this study amounted to around 150 respondents who are Generation Z women in Bali with criteria, have 

purchased makeup products on one of the online platforms, and have tried or know the virtual try-on makeup feature. 

Purposive sampling was employed in the sampling procedure according to specific standards (Creswell & Creswell, 2017). 

The data focus of this research is analyzed using the Partial Least Squares-Structural Equation Model (PLS-SEM). The PLS 

approach uses indicators to assess and can characterize latent variables, which are not immediately observable (Hair et al., 

2017). 

4. Results 

Distribution of respondent characteristics, after distributing the data, 150 respondents participated in filling out the 

questionnaire. All respondents have filled in their complete identity which includes name, age, domicile, and social status. 

The profile of 150 respondents who participated is illustrated in the table provided below. 

Table 2 

Respondent Characteristic 
Variable Item Frequency Percent 

Age 15-19 Year 15 10% 

20-24 Year 113 75.3% 

25-29 Year 22 14.7% 

Total 150 100% 

Domicile Badung 38 25.3% 

Bangli 6 4% 

Buleleng 21 14% 

Denpasar 38 25.3% 

Gianyar 12 8% 

Jembrana 7 4.7% 

Karangasem 11 7.3% 

Klungkung 5 3.3% 

Tabanan 12 8% 

Total 150 100% 

Social Status Not Employed 1 0.7% 

Student 110 73.3% 

Self-employed 5 3.3% 

         Private sector employee 30 20% 

Public Servant 2 1.3% 

Others 2 1.3% 

Total 150 100% 
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According to the outcomes of the computation of the frequency distribution of respondents, the majority of study participants, 

113 individuals, or 75.3% of the sample,  purchase cosmetics or makeup when they are within the age range of 20 to 24. 

Respondents who participated in this study were women who had purchased makeup products online, which involved the use 

or knowledge of virtual try-on who lived in the Denpasar City and Badung Regency areas, namely 38 people or representing 

a complete sample of 25.3%. Participants who participated in this study were dominated by those who were students, 

consisting of 110 people or representing a sample with a percentage of 73.3%. 

4.1 Evaluation of the Measurement Model (Outer Model) 

The assessment framework, sometimes referred to as the outer model, aims to find the connection between hidden variables 

as well as their quantifiable indications. To confirm the validity or dependability of the model, an assessment of the outer 

model, sometimes referred to as the measuring model, is conducted. Composite reliability and Cronbach's alpha for the 

indicator section, as well as tests for convergent and discriminant validity of the latent construct-forming indicators, are used 

to evaluate outer models that incorporate reflecting indicators (Hair et al., 2017). Under the following circumstances, the 

AVE value is larger than the expected value of 0.50, the relationship value over 0.6 is still acceptable, and the composite 

dependable testing results are deemed reliable if the value is greater than 0.7. 

 

 

Fig. 2. Outer Model Test Results 

Considering Fig. 2, all indicators in each research construct which includes zero moment of truth (X), perceived behavioral 

control (Z), and purchasing decisions (Y) have obtained a loading factor value above the requirement of 0.60. In this manner, 

the findings can be understood as the research data fulfilling the necessary criteria. Table 3, has obtained an AVE value 

exceeding the expected value of 0.50. Thus, it can be inferred that overall, the data employed in this research can be declared 

valid. 

Table 3 

Average Variance Extracted (AVE) 
Variable Average Variance Extracted (AVE) 

Zero Moment of Truth (X) 0.681 

Purchase Decision (Y) 0.723 

Perceived Behavioral Control (Z) 0.649 

 

Table 4 

Composite Reliability and Cronbach’s Alpha 

 

Table 4, has obtained a composite reliability value and Cronbach's alpha greater than the requirement of 0.70. So it can be 

said that all research instruments are answered consistently by respondents and produce reliable research data. 

4.2 Inner Model (Model Structural) 

Predicting the link between latent variables is the goal of inner model analysis, sometimes referred to as structural model 

analysis (Hair et al., 2017). A number of indicators show the evaluation of the inner model, including: The structural analysis 

method is referred to as inner model analysis. Predicting the link between latent variables is the goal of the inner model 

analysis (Hair et al., 2017). R-squared (R²) can be used to determine the strengths and weaknesses of a research model as 

well as the degree to which exogenous (independent) factors influence endogenous (bound) variables. Used to calculate the 

degree to which the endogenous (dependent) variable is influenced by the exogenous (independent) variable. An R2 score of 

0.25 is seen as fragile, 0.50 is considered moderate, and 0.75 is considered good. 

Variable Cronbach's Alpha Composite Reliability Information 

Zero Moment of Truth (X) 0.844 0.895 Reliable 

Purchase Decision (Y) 0.872 0.912 Reliable 

Perceived Behavioral Control (Z) 0.819 0.881 Reliable 

Buying decision 
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Fig. 3. Inner Model Test Results 

Table 5 

R-Square 

Variable R Square R Square Adjusted 

Perceived Behavioral Control (Z) 0.412 0.408 

Buying decision (Y) 0.580 0.574 

Source: SmartPLS 4 primary data processed 

According to the results, the zero moment of truth construct may predict 41.2% of the variation of the perceived behavioral 

control construct. The strength of this prediction falls into the moderate category because the obtained R2 value is greater 

than 0.25. Other external elements including brand reputation, usability experience, information accessibility, and subjective, 

psychological, and social standards can have an impact on the remaining 58.8% (100%–41.2%). Furthermore, an R2 value of 

0.580 was found in the purchase decision construct. Because the R2 value is greater than 0.25, this result shows that the 

variation in the zero moments of truth and perceived behavioral control constructs may explain or predict the variance in 

purchasing choice constructs by 58%. This predictive ability can be categorized as moderate. Other variables not included in 

this study, such as social media influence, marketing strategy, purchasing circumstances, and socioeconomic class, can 

predict the remaining 42% (100%–58%). 

5. Hypotheses Testing 

The degree of significance in the association between variables is ascertained by analyzing the t-value and path coefficient 

value through a bootstrapping procedure. If the one-tailed hypothesis's t-statistic value is more than 1.97, the value is 

considered significant. 

Table 6  

Hypothesis Test Results Direct Effect and Indirect Effect 
Hypothesis Statement Original Sample T Statistics P Values Information 

1H Zero Moment of Truth  Perceived Behavioral Control 0.642 9.564 > 1.97 0.000 < 0.05 Accepted 

2H Perceived Behavioral Control  Purchase Decision 0.161 2.204 > 1.97 0.028 < 0.05 Accepted 

3H Zero Moment of Truth  Purchase Decision 0.648 9.812 > 1.97 0.000 < 0.05 Accepted 

4H 
Zero Moment of Truth  Perceived Behavioral Control  Purchase 

Decision 
0.103 2.013 > 1.97 0.044 < 0.05 Accepted 

Source : SmartPLS 4 primary data processed 

Every direct association between the constructs that were developed has satisfied the criteria, which include a t-statistic value 

above the t-table of 1.97 and p-values below 0.05, in light of the outcomes of hypothesis evaluating using the bootstrapping 

process in Table 6. Additionally, it has been established that perceived behavioral control can function as a mediating variable 

through the bootstrapping process. A t-statistic value of more than 1.97 and a p-value less than 0.05 demonstrate this outcome. 

Here is one way to present the hypothesis test's interpretation. The relationship between zero moment of truth and perceived 

behavioral control obtained a positive path coefficient value of 0.642 with a t-statistic value of 9.564 (> 1.97) and p-values 

of 0.000 (<0.05). According to this description, hypothesis 1 indicates that the zero moment of truth positively influences 

perceived behavioral control, thereby allowing us to accept H1. 

The connection between perceived behavioral control and purchasing decisions obtained a positive path coefficient value of 

0.161 with a t-statistic value of 2.204 (> 1.97) and p-values of 0.028 (<0.05). Based on this description, hypothesis 2 which 

reads the perceived control over behavior has a positive and noteworthy impact on buying choices is proven correct, so H2 

can be accepted. The relationship between zero moment of truth and purchasing decisions obtained a positive path coefficient 

value of 0.648 with a t-statistic value of 9.812 (> 1.97) and p-values of 0.000 (<0.05). According to the provided description, 

hypothesis 3, which states that the zero moment of truth positively and significantly influences purchasing decisions, is 

confirmed as accurate, allowing for the acceptance of H3. The role of perceived behavioral control in mediating the effect of 

zero moments of truth on purchasing decisions obtained a t-statistic value of 2.013 (> 1.97) and p-values of 0.044 (<0.05). 

From this description, it is confirmed that hypothesis 4, which states that the zero moment of truth positively and significantly 

influences purchasing decisions via perceived behavioral control, is valid, allowing for the acceptance of H4. 

 

 

Buying decision 
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5. Discussion 

The results of this study found that all hypotheses resulted or stated a favorable and noteworthy outcome, indicating that all 

hypotheses can be accepted. The first hypothesis states that ZMOT positively and significantly affects perceived behavioral 

control. This study shows that effective implementation of the ZMOT concept through omnichannel platforms like Shopee 

and TikTok Shop can influence Generation Z women in Bali when purchasing cosmetic products. Ertemel and Başçı (2015) 

describes ZMOT as the stage where consumers seek online information from various sources before deciding. For Generation 

Z women in Bali, easy access to cosmetic product information, such as virtual try-on features, fosters perceived behavioral 

control. With reputable brands offering many options, confusion and varied perceptions may arise, highlighting the need for 

active interaction to strengthen consumer-brand relationships and enhance perceptual control. By Planned Behavior theory 

(Ajzen, 2020), consumer beliefs influence intention and behavior towards a product. This study shows that Generation Z 

women assess cosmetic products based on the information they seek, forming beliefs that influence their intentions and 

behavior. This result is consistent with research that found ZMOT significantly and favorably affects perceived behavioral 

control (Rhodes & de Bruijn, 2013; Zheng et al., 2025). A smooth experience that influences customers' sense of control is 

produced by how simple it is to access product information. 

The second hypothesis confirms that perceived behavioral control positively and significantly affects cosmetic purchase 

decisions among Generation Z women in Bali. A behavior's perceived ease or difficulty is determined by various 

circumstances, such as the availability of product information (Zielke et al., 2011). Easy access to cosmetic product details 

fosters beliefs that shape decisions through direct or indirect services. Generation Z women in Bali leverage their perceptual 

control to save time and simplify access. Effective use of technology and information channels, such as virtual try-ons, 

enhances perceived behavioral control, ultimately guiding their purchasing decisions. According to Planned Behavior theory 

(Ajzen, 1991), consumer perceptions influence purchasing decisions. This study shows that Generation Z women's 

purchasing decisions are shaped by various supporting factors. These findings align with research by (Ocak, 2021; Rakuša 

& Milfelner, 2025), which highlight the positive and significant impact of perceived behavioral control on purchasing 

decisions. Service smoothness, trust in obtaining information, and favorable buying situations enhance consumer satisfaction, 

ultimately leading to successful purchasing decisions. 

The third hypothesis concludes that Zero Moment of Truth positively and significantly affects cosmetic purchasing decisions 

among Generation Z women in Bali. Decision-making involves choosing the best action from alternatives (Hastuti & 

Anasrulloh, 2020). This finding shows that Gen Z women in Bali, as cosmetic consumers, rely on trusted information sources, 

supported by evidence, positive reviews, and recommendations. Zero Moment of Truth offers easy access to information via 

channels and virtual try-on technology, increasing the likelihood of purchasing decisions for cosmetic products. The Planned 

Behavior Theory (Zhai et al., 2022) explains psychological factors influencing consumer decisions and helps design strategies 

to boost purchase intent. The cosmetics industry uses technologies like AI (virtual try-on) to assist consumers. This study 

supports findings by Ngo et al. (2025) and Ramya (2025), showing that ZMOT significantly impacts purchasing decisions. 

However, not all omnichannel platforms meet consumer expectations due to information gaps. Factors like social media 

influence, personal motivation, and marketing strategies also contribute to a seamless shopping experience and drive cosmetic 

purchasing decisions. The fourth hypothesis concludes that ZMOT significantly influences cosmetic purchasing decisions 

for Generation Z women in Bali, mediated by perceived behavioral control. ZMOT involves using various channels to gather 

product information, which impacts purchase decisions (Lim et al., 2025). Perceived behavioral control mediates the 

relationship between ZMOT and cosmetic purchases. After obtaining reliable information, consumers use their beliefs and 

control perceptions to meet expectations and make decisions (Yoon & Bae, 2024). The ease of accessing information and 

emotional engagement with products increase the likelihood of making a purchase. According to Planned Behavior theory 

(Ajzen, 2005), perceived behavioral control is influenced by individual beliefs about available resources, such as equipment 

and opportunities. This study shows that Generation Z women with high confidence in information and brands tend to make 

purchasing decisions when perceived behavioral control meets their needs. Research Akhmaaj & Sharif (2024) supports this, 

stating that behavioral control mediates purchasing decisions. Perceived behavioral control also mediates the relationship 

between ZMOT and purchases through product information channels (Ocak, 2025). Thus, consumers form perceptions to 

control their behavior, leading to purchase decisions based on their needs and desires (Sari, 2020). 

6. Conclusion  

Zero moments of truth significantly and positively affect the perception of consumer behavior control regarding cosmetics 

in Bali. Where it is found that, the assessment of the information obtained results in beliefs based on what is observed. 

Therefore, active and good interaction is needed to build bonds between consumers and brands. The better the experience of 

getting product-related information will influence and create control of perceptions, because the higher the knowledge gained 

can lead to increased perceived behavioral control. Customers' decisions to buy cosmetics in Bali are strongly and favorably 

influenced by perceived behavioral control. Consumer habits tend to perceive the results of the information that has been 

obtained because the results will form a belief and perception so that a decision is formed from the services provided. The 

smoothness of the service that comes from the buying situational factor and the trust factor, which makes consumers feel 

satisfied with their shopping behavior results in a purchase decision being reached. In Bali, buying cosmetics is significantly 

and favorably impacted by zero moments of truth. The availability of information from trusted sources and supported by 

evidence will help consumers decide supported by factors such as positive reviews and recommendations. Because it can 
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fulfill what is needed to increase the chances of purchasing decisions. Not only that, but there are also supporting factors 

through social media influence, personal motivation, and marketing strategy that can influence purchasing decisions. The 

impact of zero moments of truth on purchasing cosmetic products in Bali can be significant if mediated by perceived 

behavioral control. This is supported because perceived behavioral control is able to transform the information and beliefs 

obtained in accordance with what is needed, through stimulus and emotional involvement in services. Not only that, 

supporting the relationship in producing purchasing decisions is also through the involvement between stimuli which also 

results in a fairly strong perception of behavior in seeking product information. 

7. Research limitation 

This study is limited to cosmetic consumers domiciled in Bali Province with a limited number of samples. For further 

researchers to further explore and add other factors that can influence purchasing decisions in the cosmetic industry through 

the use of technology such as channels used, artificial intelligence virtual try on and others. 
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