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ABSTRACT

By integrating virtual objects into real-world environments, augmented reality (AR) offers consumers a more
immersive and interactive product experience. As AR applications become increasingly accessible via web and mobile
platforms, many retailers have adopted this technology to enhance digital shopping experiences, particularly for
products that benefit from virtual try-on. However, limited research has examined the effect of different AR
technological characteristics on various aspectsof customer experience and subsequent behavior. This study
mvestigates how three AR technology characteristics — interactivity, augmentation, and vividness — impactcognitive and
emotional experiences and how these experiences influence word-of-mouth (WOM) intention. Data from 234 Korean
consumers who used an AR-based virtual try-on service on an eyewear retailer’s website or mobile app indicate that
mteractivity and augmentation positively influence both cognitive and emotional experiences. In contrast, vividness
significantly affects only the emotional experience. Furthermore, both cognitive and emotional experiences positively
influence WOM intention. This study extends the AR literature by distinguishing the differential roles of AR
technological characteristics and demonstrating how cognitive and emotional experiences influence WOM intention.
Its findings also offer practical insights for retailers aiming to design AR services that enhance customer satisfacion and
promote positive word-of-mouth.
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AR characteristics Customer Experience

Augmentation

A 2HA 24e dAeE HJEEFZE(Con- HGAD ARG Ao e FEE ALt 9
venience sampling) = AAste] AEE FH A grolth L3k AA AR AR A5 QA - AAH
o B4 28 SEAY HE A" HAA e SAToEN I HEFe Foli, A
ouj, AEE A 106 (453%), <14 128% T 1 BAE AA "AE gEd SAAM 2o
(54.7%) 22 = stE2 434 deta = etgstA Asstaal stk
HAF 585% = 7H B2 H &S X hil

I

B A5 20008 9 o4

4
H9%=E 71 Bk, 40008+ A °/4 6,000%F

2 et FAEe A% =% A FE
G Ao g mame Seea e T WA AT ASSU A% 45
Match) el Esjold i mubel of =27 o] Al ’d& Araghashi and Yuksel(2022) ¢+ Kim, S. et
"aatol Z29A(AR) 7PERE(Virtual try-on)  A-(2022) 81 AT AR E I 2 A S
Nse ARAAT FAAEE Ane anmg 8¢ Leeel d2022)9) IW FR A A4
E pCE oldle] AR 7158 AlLstelom. F2 Kim. J. H et al(2022)¢] 4] £33 2&
T s e . R EE LB REEEE L
o 9% BAHA BT ol AA uAg g o June and Park(02)e] SEFRE A&
glel B4 Sl AFE WS whelshe] 79| o, FHEE Heller et al.(2019)9] 374 #3
QS BYAE Eol7) AR ol ey ¢ TISE SESAS AT W FRE W
o o 58 Eo} 5 o]4te] AES Aoz FHe 2 W (back-translation) #H8& AH =]
@ 5 M AR AUS e ame ogs  F HUGHACH AF 4B IS (Table Do
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A YAE HAE(=A3s I%EA gl 4=HF]
o, 7=w¢ 2EhHE 4383

THE AEE Amos 280 FAZZIRE o] F
ato] EAsIoH, SHRF] Ag=s #ANE
o S AES ¥ FUAARY 4%
df AR S AR SAFEA o
3 e ASS f8 #eld 2dwse AN

A% +48 2ARge AgaAArH=17030,
df=120, CMN/df=142, TLI=98, CFI=.99,
RMASEA=03). E& 3¢9 xFst HAAH

{Table 1> Measurement Assessment

(standardized factor loading)< .78 ©| A2 2 9
&g, A A F = (composite Reliability, CR)
© 8ol e R HE HANE AEAS gelst
Aok =3 zF W FE2H W4 Average
Variance Extracted, AVE)2 66& Z33}97,
(Table )94 &  A%ol, ol FAHT 7+
FHFA ARt  2ACE Yeh SHEY
o 49 EFA (convergent validity) # 8 g3
4] (discriminant validity) & 913}t

AM

2. FxRY 24

HI

2 AFdA AAE HEE HASE Y8l
IBM SPSS Amos 28.0% Ag3ted, F+Z29A 4
2 (Structural Equation Modeling, SEM)& 4

Constructs Items Fac-tor AVE | CR
loadings
Whlie shopping (browsing) with AR...
I was in control of my navigation through this device. .85
Interactivity I had some control over the content of this app/website that I .80 66 .85
wanted to see.
I was in control over the pace to watch products. 78
Whlie shopping (browsing) with AR...

Auementation The virtual products seemed to be part of my virtual body 87 79 92
& The level of reality seemed high on this app/website. 91 ’ ’
The products seemed to exist in real time .88

Product/Image shown by AR was...
vage - vivid .88
Vividness unclear - clear .86 78 93
dull - sharp 93
fuzzy - well defined .86
Cognitive I experienced new and beneficial knowledge. 83
Ex gerience I learned many things about products. .88 73 .89
P I was able to get a lot of information. .86
Emotional I had a pleasant experience. 93 86 92
Experience I had a fun and interesting experience. 92 ’ ’
I would say positive things about [this brand] to other people. 93
I would recommend [this brand] to someone who seeks my advice. 92
Word-of-Mouth I would encourage friends and relatives to do business with [this 90 84 4
brand].
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{Table 2> Convergent and Discriminant Validity

1. perceived interactivity
2. perceived augmentation
3. perceived vividness

4. cognitive experience

5. emotional experience
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