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—Abstract—

This study explores the impact of augmented reality (AR) attributes on the purchasing
intentions of Chinese consumers, utilising the stimulus-organism-response (S-O-R)
theoretical framework. A posttest-only, between-group experimental design was
implemented, employing a multi-group structural equation modelling (SEM) approach
to analyse data collected from a sample of 802 respondents. The results indicate that
both perceived augmented realism and perceived technological fluidity significantly
enhance consumers’ cognitive responses—such as attitudes and perceived information
quality—as well as affective responses, including immersion and enjoyment. These
strengthened cognitive and affective responses subsequently exert a positive influence
on consumers’ intention to purchase. Moreover, the cognitive and affective responses
serve as mediators in the relationship between perceived augmented realism, perceived
technological fluidity, and purchase intention. These findings underscore the critical
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role of perceived augmented realism and technological fluidity in mobile AR shopping,
contributing to the enrichment of the S-O-R theoretical model by providing meaningful
insights into AR’s influence on consumer behaviour within the Chinese e-commerce
context.

Keywords: Augmented Realism, Technology Fluidity, Purchase Intention, Behavioural
Economics, Attitudes, Perceived Information Quality, Immersion, Enjoyment.

INTRODUCTION

E-commerce is widely acknowledged for offering substantial advantages over
traditional brick-and-mortar retail, notably in terms of convenience, cost-effectiveness,
and time efficiency (Riar et al., 2022). Consequently, consumers have increasingly
embraced and relied upon online shopping platforms (Riar et al., 2022). Nonetheless, e-
commerce continues to face notable limitations, particularly regarding product
representation, trial opportunities, information depth, and the capacity to deliver a
multi-dimensional shopping experience (Riar et al., 2022). These constraints hinder its
ability to replicate the emotional gratification and sensory enjoyment associated with
physical retail environments (Heim & Gierlich-Joas, 2022). Specifically, the absence of
virtual try-on functionalities, akin to those in physical stores, amplifies perceived risk
among consumers—especially when purchasing apparel and footwear—resulting in
higher return rates (Smink et al., 2020).

In response, industry professionals are actively seeking technological solutions to
overcome these challenges. Augmented Reality (AR), spurred by the proliferation of
mobile devices, has emerged as a viable tool in this regard. AR enhances consumer
engagement by fostering interactivity (de Amorim et al., 2022), enriching informational
content and visual appeal (Vellanki et al., 2022), and offering personalised user
experiences (Smink et al., 2020). It facilitates the overlay of virtual objects onto the
physical world, enabling users to visualise products within their own environments (Tan
et al., 2022). By integrating various media—such as visual interfaces (smartphones,
tablets, smart glasses) and sensory elements (audio, olfactory, and tactile inputs)—AR
refines the consumer purchasing process (Heim & Gierlich-Joas, 2022). This
advancement significantly enhances product comprehension and influences purchasing
decisions, often surpassing the effectiveness of conventional Virtual Reality (VR)
solutions, such as image interactivity technologies (Huo & Li, 2022).

As AR becomes increasingly integral to mobile marketing strategies, it is imperative to
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examine its influence on online consumer experiences (Boukabiya & Outtaj, 2021).
Existing research predominantly focuses on AR's technical dimensions—such as
interactivity, augmentation, informativeness, vividness, novelty, and aesthetics—and
their psychological and emotional outcomes (e.g., perceived utility, hedonic
engagement, and immersion), as well as behavioural intentions (e.g., purchase intent,
reuse behaviour, and word-of-mouth) (Kowalczuk et al., 2021; Riar et al., 2022).
However, research remains scarce on the influence of AR attributes—particularly
perceived augmented realism and technology fluidity—on purchase intention, despite
their critical role in enhancing AR by improving visual fidelity and environmental
realism (Pessot et al., 2025).

Moreover, while some studies have assessed the immediate effects of AR on user
attitudes and immersion (Vellanki et al., 2022), their extended impact on purchasing
behaviour has yet to be fully explored. Specifically, the process through which AR
features shape online purchase intentions among Chinese consumers—uvia cognitive and
affective responses—remains insufficiently examined (Kowalczuk et al., 2021). Given
the growing relevance of AR in e-commerce, particularly through virtual try-on
applications within the apparel and footwear sectors, and considering China’s distinct
market characteristics, it is essential to investigate the underlying mechanisms through
which AR influences consumer behaviour. The identified research gaps highlight the
imperative for a more comprehensive investigation into the mechanisms through which
AR features influence consumer cognitive and affective responses, purchase intentions,
and broader behavioural patterns. In response to these gaps, the present study centres
on the core research question: how do perceived augmented realism and technological
fluidity influence online purchase intention among Chinese consumers, mediated by
cognitive and affective responses, as framed by the stimulus—organism-response (S-O-
R) theory? This study is guided by three primary objectives:

1. To assess the impact of perceived augmented realism and perceived technological
fluidity on consumers’ cognitive responses—specifically, attitudes and perceived
information quality—and affective responses, namely immersion and enjoyment,
within an AR-enhanced online shopping environment in China.

2. To analyse the extent to which these cognitive (attitudes and perceived information
quality) and affective responses (immersion and enjoyment) shape consumers’
purchase intentions.

3. To examine the mediating roles of cognitive and affective responses in the
relationships between perceived augmented realism, technological fluidity, and
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purchase intention.

LITERATURE REVIEW

The S-O-R theory examines how external stimuli (S) influence internal states (O),
leading to behavioural responses (R). In AR online shopping, stimuli include perceived
augmented realism (Y. Chen & C. A. Lin, 2022) and technology fluidity (Zhou & Liu,
2022). The organism encompasses cognitive and affective responses like AR attitudes
(Wilis & Nurwulandari, 2020), information quality (Jou et al., 2022), and immersion
(Kowalczuk et al., 2021). Positive responses enhance purchase intention (R).

The Relationship Between AR Characteristics and Cognitive Responses

AR characteristics include perceived augmented realism and technology fluidity.
Technology fluidity enables smooth interactions, enhancing system quality, utility, and
authenticity (Huo & Li, 2022). Augmented vividness improves consumer attitudes,
while fluidity speeds up information retrieval, increasing pleasure and information
quality (Duxbury & Haynie, 2023). Seamless technology fosters trust and enjoyment,
improving cognitive appraisals (Y. Chen & C. A. Lin, 2022). Cognitive states involve
information processing, attitudes, and beliefs (Choi et al., 2024; Chong et al., 2021).
AR'’s realism enhances product visualisation, reduces uncertainty, and boosts trust
(Daassi & Debbabi, 2021; de Amorim et al., 2022). Higher realism also improves
perceived information quality (Tsepapadakis & Gavalas, 2023). Thus, the following
hypotheses are proposed:

H1: In an AR condition, perceived augmented realism positively influences the cognitive
responses (a. attitudes, b. perceived information quality) of consumers.
H2: In an AR condition, perceived technology fluidity positively influences the cognitive
responses (a. attitudes, b. perceived information quality) of consumers.

The Relationship Between AR Characteristics and Affective Responses

Affective states encompass emotional dimensions such as arousal, pleasure, and
dominance (Zhou & Liu, 2022). Within the context of vivid product presentations,
immersion and enjoyment are regarded as principal affective constructs (Kowalczuk et
al., 2021). In extended reality (XR) settings, consumers frequently report enhanced
affective experiences, including heightened immersion and enjoyment (Margetis et al.,
2019). (Rojas et al., 2025) demonstrated that increased realism within AR environments
amplifies immersion, with consumers exhibiting greater engagement when virtual
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elements are seamlessly embedded into the physical context. Moreover, authentic AR
encounters and distinctive AR functionalities have been found to elevate consumer
enjoyment (Tsepapadakis & Gavalas, 2023).

In addition, technological fluidity exerts a considerable influence on consumer
immersion and enjoyment. According to (Sears, 2024), seamless technological
interaction reduces cognitive load and enhances user engagement, thereby fostering
deeper immersion. Elevated levels of technological fluidity contribute to a more
enjoyable user experience (Chen et al., 2022). AR platforms characterised by high
technological fluidity enable users to interact with virtual objects in a smoother, more
intuitive, and more gratifying manner (Y. Chen & C. A. Lin, 2022). This fluidity has
been shown to positively affect both affective responses, such as enjoyment, and
cognitive evaluations (Eber et al., 2023). Furthermore, (Kowalczuk et al., 2021)
identified that improvements in AR interactivity and system quality are strongly
associated with increased levels of immersion and enjoyment. In light of these insights,
the following hypotheses are proposed:

H3: In an AR condition, perceived augmented realism positively influences the affective
responses (a. immersion, b. enjoyment) of consumers.
H4: In an AR condition, perceived technology fluidity positively influences the affective
responses (a. immersion, b. enjoyment) of consumers.

The Relationship Between Cognitive, Affective Responses, and Behavioural
Responses

Purchase intention denotes the probability that a consumer will acquire a particular
product, serving as an indicator of both purchasing inclination and a predictor of actual
consumer behaviour (Boukabiya & Outtaj, 2021). (Y. Chen & C. A. Lin, 2022)
identified a significant association between brand attitudes and purchase intention. In a
similar vein, (Kowalczuk et al., 2021) observed that positive consumer attitudes towards
AR technology lead to increased purchase intentions for the featured products.
Furthermore, the quality of product-related information plays a pivotal role in shaping
consumer trust and influencing purchasing decisions, as evidenced by (Pfeifer et al.,
2023). Reliable information delivered through AR technologies mitigates perceived risk
and enhances purchase intention (Daassi & Debbabi, 2021). Additionally, higher
perceived information quality has been shown to strengthen purchase intention (de
Amorim et al., 2022). Based on these findings, the following hypotheses are proposed:
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HS: In an AR condition, cognitive responses (a. attitudes, b. perceived information
quality) positively influence purchase intentions.

Deep engagement in AR may not trigger instant positive emotions, but post-experience
enjoyment often follows (Riar et al., 2022). A vivid AR interface heightens immersion
and enjoyment (Smink et al., 2020), with immersion directly boosting user pleasure
(Kowalczuk et al., 2021). Enjoyment, in turn, shapes purchase intentions via attitudes
(Oyman et al., 2022; Tsepapadakis & Gavalas, 2023). Hence, the following hypotheses
are proposed:

H6: In an AR condition, immersion positively influences enjoyment.
H7: In an AR condition, affective response (enjoyment) positively influences purchase
intention.

The Relationship Between Perceived Information Quality, Enjoyment, and
Attitudes

Research confirms that superior information quality enhances consumer attitudes
(Pessot et al., 2025; Ridge, 2021). Similarly, perceived enjoyment significantly shapes
attitudes, particularly in virtual try-on experiences (Tan et al., 2022). Enhanced media
enjoyment during AR interactions further strengthens positive attitudes toward the
technology (Vellanki et al., 2022). Thus, the following hypotheses are proposed:

H8: Perceived information quality positively influences attitudes.
H9: Enjoyment positively influences attitudes.

The Mediating Role of Cognitive and Affective Responses

The S-O-R framework conceptualises the stimulus as a precursor, with the organism
acting as an intermediary between the stimulus and behavioural outcomes (Pessot et al.,
2025; Zhu et al., 2022). Within this theoretical model, the mediating processes include
both cognitive and affective states of consumers. Specifically, cognitive responses—
such as attitudes and perceived information quality—and affective responses—such as
immersion and enjoyment—function as intermediaries linking AR characteristics to
purchase intention. Perceived augmented realism and perceived technological fluidity
enhance the AR interface experience by improving visual image quality and the
authenticity of environmental representation (Eber et al., 2023). Enhanced AR visual
fidelity has a favourable impact on consumer attitudes and perceptions of information
accuracy, which subsequently shapes their purchase intentions (de Amorim et al., 2022).

432



INTERNATIONAL JOURNAL OF eBUSINESS AND eGOVERNMENT STUDIES
Vol: 16 No: 3 Year: 2024 ISSN: 2146-0744 (Online) (pp. 427-450) Doi: 10.34109/ijebeg.2024160320

Moreover, engaging and lifelike AR interactions heighten feelings of immersion and
enjoyment, which positively influence user satisfaction and intention to purchase
(Kowalczuk et al., 2021). (Autsadee et al., 2023) further identified immersion as a
mediating factor linking vividness and enjoyment with purchase intention. Accordingly,
in the present conceptual model, perceived augmented realism and technological
fluidity exert their influence on purchase intention through both cognitive and affective
mechanisms, leading to the following proposed mediating effects:

H10: In an AR condition, the relationship between perceived augmented realism and
purchase intention is mediated by cognitive responses (a. attitudes, b. perceived
information quality).

H11: In an AR condition, the relationship between perceived technology fluidity and
purchase intention is mediated by cognitive responses (a. attitudes, b. perceived
information quality).

H12: In an AR condition, the relationship between perceived augmented realism and
purchase intention is mediated by affective responses (a. enjoyment, b. immersion and
enjoyment).

H13: In an AR condition, the relationship between perceived technology fluidity and
purchase intention is mediated by affective responses (a. enjoyment, b. immersion and

enjoyment.
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Figure 1: Conceptual Framework
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Accordingly, drawing upon the aforementioned literature, the following conceptual
framework has been developed, as illustrated in Figure 1.

METHODOLOGY

To understand both the direct and indirect effects of AR technology characteristics on
consumer perceptions and behaviour, a multi-group Structural Equation Model (SEM)
was employed. This approach enabled the comparison of path coefficients between the
experimental and control groups.

Design of Experiments

A posttest-only between-group experimental design was adopted for this study.
Participants were instructed to select shoes priced between 200 and 400 RMB via the
Dewu App, a widely used Chinese mobile application that provides both AR and non-
AR shopping functionalities. Participants in the AR group employed the virtual try-on
feature to assess the appearance and fit of the shoes, including colour preference and
overall satisfaction. In contrast, those in the non-AR group evaluated the products using
textual descriptions, images, and videos. Footwear was selected as the treatment
product given its prominence in online retail within China, as highlighted in the 2023
China E-commerce Development Report. The inability to physically try on shoes
presents a significant barrier to online purchasing. Accordingly, it is anticipated that the
integration of AR "Virtual Try-On" technology will assist the footwear and apparel
sectors in overcoming these limitations.

Sample Size and Data Collection

The target sample for this experiment consisted of college students, as they are typically
seen as more technologically adept, confident, and likely to be early adopters of AR
technology (Duxbury & Haynie, 2023). A total of 802 participants were recruited from
four universities in China: the University of Science and Technology Beijing, Shanghai
Jiao Tong University, Sichuan University, and Guangxi University. Participants were
randomly assigned to either the AR virtual try-on group (n = 400) or the non-AR group
(n = 402). Following the experiment, all participants completed a questionnaire via the
Chinese online platform "Wen Juanxing." The 802 valid responses collected surpassed
the minimum requirements for SEM analysis, with the total number of valid
questionnaires being at least 10 times the number of questionnaire items (Tan et al.,
2022).
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Measurements Scales

All constructs were measured using a 7-point Likert scale (1 = strongly disagree, 7 =
strongly agree). Perceived augmented realism employed 6 items (Bafios et al., 2000),
while technology fluidity used 8 items (Y. Chen & C. A. Lin, 2022). Attitudes (5 items),
information quality (6 items), and purchase intention (5 items) were adapted from
{Pantano, 2017 #19}. Enjoyment was measured with 6 items (Plotkina & Saurel, 2019),
and immersion with 3 items (Yim et al., 2017). Bilingual experts conducted translation
and back-translation to ensure linguistic validity.

DATA ANALYSIS AND RESULTS

Descriptive Statistics and Manipulation Check

To assess the significance of differences in sample characteristics between the AR and
non-AR groups, a non-parametric Mann-Whitney U test was employed, following the
Shapiro-Wilk test, which indicated a non-normal distribution of demographic variables.
The findings presented in Table 1 reveal that the p-values for all demographic variables
exceed 0.05, signifying no significant differences between the AR and non-AR groups
concerning gender, age, educational level, prior AR shopping experience, and AR
shopping frequency.

Table 1: Results of the Mann-Whitney U Test.

Variable AR Group Non-AR Mann- P
(n=400) |Group (n=402)| Whitney U
Gender (Male/Female) 192 /208 191 /211 80008.0 | 0.892
Age (Mean + SD) 2.93+0.93| 2.87+0.91 78300.0 | 0.491
Current level of education (Mean + SD) 151+0.67| 1.49+0.66 79072.5 |0.643
Have you ever had an AR shopping 1.18+0.38| 1.16+0.36 79130.0 | 0.556

experience? (Mean * SD)

AR shopping frequency (Mean + SD) 205+197| 1.96+1.00 62127.0 |0.127
Perceived Augmented Realism (Mean + SD) |4.84+1.26| 4.16+1.19 56378.5 | 0.000
Perceived Technology Fluidity (Mean + SD) |4.75+1.30| 4.18+1.15 60800.5 | 0.000

Attitudes (Mean + SD) 478+131| 431+1.32 64503.0 | 0.000

Perceived Information Quality (Mean + SD) |4.70+1.29 | 4.14+1.23 61150.5 | 0.000
Immersion (Mean + SD) 480+137| 436+1.34 66067.5 | 0.000
Enjoyment (Mean + SD) 480+125| 4.27+1.33 65486.0 | 0.000

Purchase Intention (Mean + SD) 476+130| 4.34+1.28 65871.5 | 0.000

Note: The aggregate scale values were employed to calculate the means.

This suggests that the random assignment process was successful. As a result, it can be
concluded that demographic variables have a negligible effect on perceived augmented
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realism (PAR), perceived technology fluidity (PTF), attitudes, perceived information
quality, immersion, enjoyment, and purchase intention. Furthermore, the AR group
demonstrated significantly higher average scores in both PAR and PTF compared to the
non-AR group, which supports the initial hypothesis and validates the effectiveness of
the experimental manipulation.

Measurement Model Assessment

As presented in Table 2, the reliability assessment indicates that both the Composite
Reliability (CR) and Cronbach's alpha (a)) values lie within the acceptable range of 0.7
to 0.95, demonstrating strong reliability (Jou et al., 2022). Additionally, the Average
Variance Extracted (AVE) value exceeds 0.5, and the factor loading coefficients surpass
0.7, confirming good convergent validity. These results substantiate that each construct
within the research model meets the required standards for reliability and convergent
validity (Smink et al., 2020).

Table 2: Internal Reliability and Convergent Validity

Variables | Items | Factor Loading |[Cronbach's Alpha CR AVE

AR non-AR AR non-AR | AR |[non-AR| AR non-AR
Perceived | PARL | 0.779 | 0.772 0.899 | 0.891 |0.898| 0.898 | 0.597 0.576
Augmented | PAR2 | 0.773 | 0.717
Realism PAR3 | 0.77 0.741
PAR4 | 0.776 | 0.754
PAR5 | 0.775 | 0.792
PAR6 | 0.764 | 0.778
Perceived | PTF1 | 0.814 | 0.783 0.928 | 0915 |0.889| 0.915 | 0.617 0.574
Technology | PTF2 | 0.804 0.748
Fluidity PTF3 | 0.771 | 0.747
PTF4 | 0.767 0.778
PTF5 | 0.81 0.707
PTF6 | 0.768 0.744
PTF7 | 0.783 | 0.756
PTF8 | 0.769 | 0.796
Attitudes Al | 0779 | 0.763 0.883 0.836 |0.928| 0.871 | 0.616 0.575
A2 | 0.786 | 0.772
A3 | 0.824 | 0.763
A4 | 0.751 | 0.762
A5 | 0.783 | 0.732
Perceived | PIQ1 | 0.77 0.757 0.900 | 0.881 |0.899| 0.88 | 0.599 0.552
Information | PIQ2 | 0.79 0.786
Quality PIQ3 | 0.777 | 0.713
PIQ4 | 0.792 | 0.757
PIQ5 | 0.756 | 0.731
PIQ6 | 0.759 | 0.713
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Variables | Items | Factor Loading |Cronbach's Alpha CR AVE
AR | non-AR AR non-AR | AR |[non-AR| AR non-AR
Immersion 11 0.773 | 0.749 0.816 0.823 |0.827 | 0.801 | 0.616 0.573
12 0.763 0.73
13 0.818 | 0.792
Enjoyment El 0.738 | 0.808 0.876 0.880 |0.876| 0.88 | 0.857 0.594
E2 0.741 | 0.762
E3 0.775 | 0.799
E4 0.807 | 0.748
E5 0.769 | 0.737
Purchase PI1 | 0.757 | 0.729 0.884 | 0.867 |0.884| 0.867 | 0.604 0.566
Intention PI2 | 0.759 | 0.766
PI3 | 0.784 | 0.755
P14 | 0.809 | 0.755
PI5 | 0.777 | 0.758

Discriminant validity was evaluated using the standard SEM approach (see Table 3).
The purpose of this test is to avoid model errors by ensuring that the variables represent
distinct constructs. The discriminant validity of the scale utilised in this study is robust,
as demonstrated by the fact that the square root of the AVE for each construct exceeds

the correlation coefficients between that construct and other constructs.

Table 3. Fornell-Larcker

Variables PAR PTF A PIQ [ E Pl
PAR |0.773/0.759| 0.401 0.506 0.357 0.363 0.387 0.418
PTF 0.298 ]0.785/0.758| 0.458 0.435 0.323 0.384 0.432

A 0.358 0.296  |0.78/0.552| 0.420 0.409 0.405 0.445
P1Q 0.365 0.364 0.303 |0.774/0.743| 0.366 0.357 0.389

I 0.197 0.224 0.239 0.283 |0.785/0.757| 0.346 0.380

E 0.296 0.288 0.282 0.323 0.283 0.766/0.771| 0.403

Pl 0.308 0.293 0.298 0.276 0.203 0.34 0.777/0.752

Note: The diagonal displays the square root of the AVE in italics. Correlation values for AR (Non-AR)
are displayed above (below) the diagonal, p <0.01. PAR = perceived augmented realism, PTF = perceived
technology fluidity, A = attitudes, PIQ = perceived information quality, I = immersion, E = enjoyment,
PI = purchase intention.

Structural Model Assessment

This study utilised multi-group SEM to test the hypotheses and evaluate the influence
of constructs within the research model. The results presented in Table 4, Figure 2, and
Figure 3 demonstrate that all hypotheses (H1-H9) are supported (P < 0.05) in the AR
group, with coefficients indicating significantly stronger effects compared to the non-
AR group. This suggests that augmented realism and technology fluidity serve as
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powerful drivers for enhancing cognitive responses—specifically attitudes (H1a, H2a)
and perceived information quality (H1b, H2b)—as well as affective responses such as
immersion (H3a, H4a) and enjoyment (H3b, H4b) within AR environments.
Furthermore, in the AR group, cognitive responses related to attitudes (H5a) and
perceived information quality (H5b), as well as affective responses like enjoyment (H7),
have substantial positive effects on purchase intention. Moreover, perceived
information quality (H8) and enjoyment (H9) significantly impact attitudes. The
findings highlight that perceived augmented realism and technology fluidity not only
enhance immediate consumer perceptions and emotional engagement but also translate
these improvements into stronger purchase intentions.

Table 4: Multi-Group SEM Analysis

Hypothesis AR Group Non-AR Group

Coef. (SE, t-value) P Results | Coef. (SE, t-value) p Results
Hla | PAR— A | 0.332(0.054, 6.15) | *** Y 0.231(0.068, 3.397) | *** Y
H1lb | PAR—PIQ | 0.243 (0.049, 4.96) | *** 0.22 (0.061, 3.606) | ***
H2a | PTF — A | 0.236 (0.055, 4.29) | *** 0.156 (0.058, 2.690) | 0.006
H2b | PTF— PIQ | 0.369 (0.053, 6.96) | *** 0.219 (0.054, 4.056) | ***
H3a | PAR—1I | 0.297(0.056,5.30) | *** 0.102 (0.066, 1.545) | 0.092
H3b | PAR—E | 0.239 (0.051, 4.69) | *** 0.201 (0.060, 3.350) | ***
H4a | PTF —1 | 0.232(0.056,4.14) | *** 0.147 (0.059, 2.492) | ***
H4b | PTF —E | 0.253(0.051, 4.96) | *** 0.108 (0.052, 2.077) | 0.052
H5a | A —PI 0.273(0.059, 4.63) | *** 0.208 (0.055, 3.782) | ***
H5b | PIQ — PI | 0.201 (0.055, 3.65) | *** 0.124 (0.058, 2.138) | 0.029
H6 I-E 0.245 (0.056, 4.38) | 0.002 0.241 (0.057, 4.228) | ***
H7 E — PI 0.248 (0.058, 4.28) | *** 0.228 (0.059, 3.868) | ***
H8 | PIQ — A | 0.162(0.057,2.84) | 0.004 0.103 (0.064, 1.609) | 0.078
H9 E— A 0.148 (0.059, 2.51) | 0.008 Y 0.173(0.062, 2.774) | 0.002

Note: “Y” represents the supported hypothesis, and “N” represents the unsupported hypothesis.

<|<|=<|=<|=<|<[<|<|=<|<|<|=<

<|lz|<|<|<|<|z|<|<|z|<]|<]|=<

In contrast, several hypotheses (H3a, H4b, H8) were not supported in the non-AR group
(P > 0.05). These results indicate that, in the absence of AR technology, the relationships
between perceived augmented realism, technology fluidity, and affective responses are
either diminished or altered. Specifically, the influence of perceived augmented realism
on immersion (H3a) and the effect of perceived technology fluidity on enjoyment (H4b)
were found to be statistically insignificant (P > 0.05) under non-AR conditions.
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Additionally, the connection between perceived information quality and attitudes was
also insignificant (P > 0.05).
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Mediating Effect Analysis

The mediation analysis results (see Table 5), conducted using bootstrapping with 5,000
resamples (Huo & Li, 2022), revealed that in both AR and non-AR groups, cognitive
responses - specifically attitudes (H10a, H11a) and perceived information quality (H10b,
H11b) - significantly mediated the relationships between both perceived augmented
realism and purchase intention, and between technology fluidity and purchase intention.
Table 5 shows these effects were notably stronger in the AR group. For affective
responses, Table 5 demonstrates that the AR group showed significant mediation
through enjoyment (H12a, H13a) for both paths, while the non-AR group's mediation
through enjoyment (H13a) was non-significant (p > 0.05). Similarly, Table 5 reveals the
combined immersion-enjoyment mediation (H12b, H13b) was significant in the AR
group but non-significant in the non-AR group for the augmented realism path (H12b;
p > 0.05), indicating AR environments amplify both cognitive and affective pathways
to purchase intention.

Table 5: Mediation Analysis

Path AR Group Non-AR Group
Coef. (SE, t-value) P | Results | Coef. (SE, t-value)| p |Results

H10a | PAR -> A->Pl | 0.089 (0.027, 3.30) | 0.000 Y 0.047 (0.013, 2.01) | 0.032 Y
H10b |PAR -> P1Q -> P1| 0.046 (0.023, 2.03) | 0.028 Y 0.032 (0.015, 2.16) | 0.021 Y
H1la| PTF->A->Pl | 0.070 (0.021, 3.32) | 0.000 Y 0.031 (0.014, 2.14) | 0.025 Y
H11b |PTF -> PIQ -> P1| 0.072 (0.022, 3.34) | 0.000 Y 0.031 (0.015, 2.00) | 0.033 Y
H12a| PAR->E ->PIl | 0.063(0.019, 3.31) | 0.000 Y 0.050 (0.020, 2.50) | 0.011 Y
H12b | PAR -> | -> E ->| 0.052 (0.020, 2.60) | 0.020 Y 0.013 (0.012, 1.12) | 0.099 N

Pl
H13a| PTF->E->PIl | 0.055(0.027, 2.04) | 0.027 Y 0.025 (0.019, 1.31) | 0.082 N
H13b | PTF->1->E-> | 0.025 (0.013, 1.99) | 0.033 Y 0.023 (0.012, 1.98) | 0.034 Y

Pl

Note: “Y” represents the supported hypothesis, and “N” represents the unsupported hypothesis.
DISCUSSION

The key findings reveal that, among the AR characteristics affecting cognitive
responses, perceived technology fluidity has the most substantial influence on perceived
information quality, followed by perceived augmented realism's impact on attitudes.
Regarding affective responses, perceived augmented realism has the strongest effect on
immersion. The results highlight that, in AR environments, both perceived technology
fluidity and augmented realism play a crucial role in shaping users' cognitive and
affective responses. Specifically, attitudes and perceived information quality are central
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to the decision-making process, with augmented realism being key to enhancing users'
immersive experiences.

As an external stimulus, perceived augmented realism enhances the authenticity and
credibility of AR experiences, thereby increasing consumer engagement and trust in the
presented information (de Amorim et al., 2022). This fosters more favourable attitudes
and improved perceptions of information quality (Jou et al., 2022). At the same time,
perceived technology fluidity alleviates operational difficulty and reduces cognitive
load (Huo & Li, 2022). As the user experience improves with greater technological
fluidity, consumers' attitudes toward the product or service become more positive, and
their evaluation of the information also improves. This aligns with previous research
(Duxbury & Haynie, 2023). Both factors influence consumers' internal psychological
states, ultimately leading to more positive behavioural responses.

The study found that perceived augmented realism and perceived technology fluidity
positively influence consumers' immersion and enjoyment. This indicates that the
stimulus of perceived augmented realism fosters greater immersion and enjoyment
among consumers, enhancing their emotional involvement. As noted by (Chong et al.,
2021), well-integrated AR features can effectively enhance users' immersion, making
them feel more present and, in turn, leading to greater enjoyment. Similarly, perceived
technology fluidity, as a key external stimulus, facilitates seamless and smooth
interactions with the technology, reducing cognitive effort and allowing users to focus
more on the content itself. This leads to improved immersion (Sears, 2024) and makes
the interactions more engaging and enjoyable (Ridge, 2021).

Attitudes, perceived information quality, and enjoyment significantly influence
consumer purchase intentions. This suggests that consumers' perceptions of AR
technology—especially their attitudes and the quality of the information—along with
their enjoyment during the AR experience, impact their purchase intentions. This aligns
with (Heim & Gierlich-Joas, 2022), who found that favourable attitudes toward AR
correlate with higher purchase intentions. Additionally, (Daassi & Debbabi, 2021)
showed that accurate, reliable information reduces perceived risk, enhancing purchase
likelihood. Perceived information quality strengthens cognitive responses, which in turn
positively affect purchase intentions. Moreover, enjoyment, as an affective response, is
influenced by AR immersion. (Kowalczuk et al., 2021) found that greater AR
immersion boosts enjoyment, which in turn increases purchase intentions. However, in
the non-AR group, perceived information quality had no significant impact on attitudes,
likely due to the limited information presentation without AR technology, which may
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have hindered the enhancement of consumers' perception of information quality,
resulting in an insignificant effect on attitudes.

The study found that attitudes, perceived information quality, immersion, and
enjoyment all play significant mediating roles in AR conditions. These results indicate
that AR technology influences consumers' cognitive responses (attitudes and perceived
information quality) and affective responses (enjoyment), which in turn impact their
purchase intentions. When the AR interface is perceived as realistic and seamless, and
provides high-quality, reliable information, it enhances consumers' attitudes towards the
product or service. This, coupled with the enjoyment derived from the immersive AR
experience, fosters a more favourable internal state, leading to increased purchase
intentions. Thus, the interaction between cognitive and affective responses transforms
the initial stimuli (perceived augmented realism and technology fluidity) into
behavioural responses (purchase intentions). These findings align with previous
research, suggesting that high-quality AR visualisations positively influence consumer
attitudes and perceived information quality, thereby affecting purchase intentions (de
Amorim et al., 2022). Additionally, the results support (Kowalczuk et al., 2021), who
demonstrated that the effect of AR technology characteristics on behavioural intention
is mediated by immersion and enjoyment. However, in the non-AR group, the mediating
effect of immersion and enjoyment was not significant, likely due to the lack of
interactivity and sensory stimulation, which resulted in lower levels of immersion and
enjoyment.

CONCLUSION

This study comprehensively explored the effects of perceived augmented realism and
perceived technology fluidity on consumer purchase intentions in an AR environment
in China, grounded in the S-O-R theory. The results indicate a strong positive influence
of perceived augmented realism and perceived technology fluidity on consumers'
attitudes, perceived information quality, immersion, and enjoyment. Our findings
emphasize the important mediating roles of attitudes, perceived information quality,
immersion, and enjoyment in the relationship between augmented realism, technology
fluidity, and purchase intentions. The study suggests that improving these mediators
through enhanced augmented realism and smoother technology interactions can
significantly boost consumers' purchase intentions. These insights carry important
implications for the design and application of AR technologies in consumer behaviour.
By prioritising augmented realism and seamless technology experiences, businesses can
effectively enhance perceived information quality, foster positive consumer attitudes,
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and create immersive, enjoyable experiences. These factors are pivotal in influencing
purchase intentions, providing a strategic edge in a competitive market.

IMPLICATIONS

Theoretical Implications

Previous research has inadequately explored the influence of perceived information
quality on cognitive responses within AR purchasing environments. This study
incorporates perceived information quality as a cognitive response variable, aiming to
examine the impact of AR technology features on consumer cognition through the S-
O-R theory. The results affirmed its significant mediating role, providing valuable
insights for future research to investigate other variables within the S-O-R framework.
Further exploration of the interactions between stimuli, consumer psychological
responses, and behavioural outcomes in AR contexts is recommended. Moreover,
limited research has addressed how perceived augmented realism and perceived
technology fluidity affect consumer cognitive and affective responses, as well as
behaviour in AR shopping environments. This study fills this gap by demonstrating that
these factors positively influence cognitive responses (attitudes and perceived
information quality) and affective responses (immersion and enjoyment), which in turn
enhance purchase intention. These findings shed light on how perceived augmented
realism and technology fluidity shape both cognitive and affective responses, ultimately
impacting behavioural outcomes in AR settings, thus contributing to the growing body
of knowledge on AR applications in marketing and consumer behaviour.

Managerial Implications

The study's findings underscore the significance for mobile e-commerce retailers to
invest in AR technology that prioritises high perceived realism and fluidity. By
enhancing the realism of product displays with features such as multi-angle views, zoom
capabilities, and lifelike visualisations in real-world contexts, retailers can substantially
improve consumers' perceptions of product information quality. This, in turn, fosters
positive attitudes towards products, leading to increased purchase intentions.
Additionally, retailers should focus on creating immersive AR experiences that
emotionally engage consumers. By incorporating interactive elements and rich sensory
feedback, retailers can deepen immersion and enjoyment, which positively influences
purchasing behaviour. These strategies will help build trust, reduce uncertainties, and
enhance consumer satisfaction and loyalty in the mobile e-commerce sector.
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For app developers, the study highlights the need to prioritise seamless integration of
realism and technology fluidity in AR applications. Developers should focus on creating
intuitive and responsive interfaces that allow users to interact with virtual objects
effortlessly. Ensuring smooth interactions, prompt system responses, and easy
navigation is essential for maintaining high levels of user satisfaction and engagement.
Simplifying the user interface while retaining high-quality visual and interactive
elements is crucial to prevent overwhelming users and enhance their overall experience.
Furthermore, ongoing technological advancements in AR are vital to meet evolving user
expectations, enabling retailers to offer immersive, satisfying, and effective AR
experiences that drive consumer purchase intentions.

LIMITATIONS AND FUTURE RESEARCH DIRECTION

This research, while significant, is not without its limitations. The sample, consisting of
Chinese university students, may not be representative of the broader consumer
population, which limits the generalisability of the findings across different cultures and
demographics. The use of a posttest-only between-group design, while controlling for
extraneous variables, does not account for pre-existing differences between groups. A
pretest-posttest design could provide more robust insights by measuring initial attitudes
and behaviours before the AR intervention. Longitudinal studies are also recommended
to assess the effects of AR over time, as the current cross-sectional design limits the
ability to track engagement and purchasing behaviours. Furthermore, this research
predominantly focused on the positive aspects of AR, such as realism and technology
fluidity, without considering potential negative impacts, such as mental distress or
technology failures. Future research should explore both positive and negative
consumer reactions to AR characteristics to develop more balanced, user-friendly
applications.

ETHICS STATEMENT

In accordance with the Declaration of Helsinki, the study adhered to its ethical protocols
for collecting data, individuals, and samples in each research procedure. Statement of
Informed Consent The researchers requested that the respondents carefully read the
written informed consent prior to the experiment and questionnaire. They also
introduced the purpose of the study and clarified that the data would be used solely for
research purposes and that all information about the respondents would be kept
confidential. All respondents, who were informed and voluntarily participated,
completed the experiment and questionnaire.
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APPENDIX: MEASUREMENT TABLE

Variable Constructs Measurement
Perceived PAR1: The virtual objects on the APP with the AR function (without the AR function) seem real to me. Likert scale
Augmented PAR2: The experience on the APP with the AR function (without the AR function) seems real to me. 1: Strongly
Realism (PAR) PAR3: The shoes on the APP with the AR function (without the AR function) are similar to reality. disagree
(Bafios et al., PAR4: My interactions with the virtual object on the APP with the AR function (without the AR function) 2: Disagree
2000) seem natural to me, like those in the real world. 3: Moderately
PARS: In my opinion, the quality of the images of the APP with AR function (without the AR function) disagree
objects is high. 4. Neutral
PARG6: My experience with the APP with AR function (without the AR function) is congruent to other 5: Moderately
experiences in the real world. agree
Perceived PTF1: The APP with AR function (without AR function) can surf across content features that provide tips, 6. Agree
Technology information, and fun. 7. Strongly
Fluidity (PTF) (y. PTF2: | can get any new content features | need on the APP with AR function (without AR function). agree
Chen & C. Lin, | PTF3: 1 can get any information about the content features | need on the APP with AR function (without AR
2022) function).
PTF4: On the APP with AR function (without AR function), | can get any fun content features | need.
PTF5: On the APP with AR function (without AR function), | can access any items | need anytime.
PTF6: | can review any items | need anytime on the APP with the AR function (without the AR function).
PTF7: 1 can search for any archive items | need anytime on the APP with the AR function (without the AR
function).
PTF8: | can freely flow from one subject to the next on the APP with the AR function (without the AR
function).
Attitudes (A) Al: | am positive about the APP with AR function (without AR function).
(Pantano et al., A2: The use of the APP with an AR function (without an AR function) is a good idea.
2017) AZ3: It just makes sense to use the APP with the AR function (without the AR function).
A4: The APP with AR function (without AR function) is so interesting that | just want to learn more about it.
A5: | would recommend the APP with AR function (without AR function) to others.
Perceived P1Q1: The APP with AR function (without AR function) provided me with the information I expected.
Information P1Q2: The APP with AR function (without AR function) provides trustworthy and reliable information about
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Quality (PIQ) shoes.
(Pantano et al., P1Q3: The APP with AR function (without AR function) provides detailed information about shoes.
2017) P1Q4: The APP with AR function (without AR function) provides complete information about shoes.
P1Q5: The APP with AR function (without AR function) provides personalized information about shoes.
P1Q6: The APP with AR function (without AR function) provides information that helps me in my decision.
Immersion (1) 11: Shopping on the APP with the AR function (without the AR function) made me deeply engrossed.

(Yim et al., 2017),

12: Shopping on the APP with AR function (without AR function) made me absorbed.
13: Shopping on the APP with AR function (without AR function) focused my attention.

Enjoyment (E)
(Plotkina &
Saurel, 2019)

E1: Shopping on the APP with AR function (without AR function) is enjoyable.
E2: Shopping on the APP with AR function (without AR function) is pleasurable.
E3: Shopping on the APP with an AR function (without an AR function) is fun for its own sake.
E4: Shopping on the APP with AR function (without AR function) makes me happy.
E5: Shopping on the APP with an AR function (without an AR function) makes me excited.

Purchase Intention

(P)

(Pantano et al.,
2017)

PI1: I intend to buy my shoes on the APP with the AR function (without the AR function).
PI12: The probability that I would consider buying the shoes on the APP with the AR function (without the AR
function) is very high.
P13: If I plan to buy shoes, | would very probably buy them on the APP with AR function (without AR
function).
P14: 1 would consider buying the shoes on the APP with the AR function (without the AR function).
P15: My willingness to buy shoes on an APP with the AR function (without the AR function) is high.
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