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Augmented Reality(AR) Fashion Shopping Service Acceptance Based
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Abstract: This study analyzed the effects of optimism and innovativeness, the two drivers of a consumer’s tech-
nological readiness to use an augmented reality(AR) fashion shopping service within the framework of the Technology
Acceptance Model(TAM). The survey was conducted on 249 people (males = 58; females = 191) in their 20s who
were willing to participate in the AR experience. Data were analyzed using confirmatory factor analysis(CFA) and
structural equation modeling by AMOS 22.0. The results indicated that a greater level of perceived optimism had a
positive influence on the ease of use and usefulness of the technology. The findings also show that consumers with
a high degree of innovativeness tend to have a higher level of playfulness toward AR fashion shopping. Regarding the
effects of user beliefs, ease of use had a positive effect on the perception of usefulness and playfulness with higher
levels implying a higher consumer intention to adopt an AR fashion shopping service. In addition, this study reveals
the moderating effect of consumers with high-fashion versus those with low-fashion innovativeness. For the latter,
technological innovation had an insignificant effect on playfulness, thus indicating that consumers with low interest in
fashion did not enjoy AR fashion shopping even if the technology was highly innovative. Nevertheless, the analysis con-
firms the possibility that experiencing a fashion product through AR technology could replace the actual experience

of wearing the products.
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2.2. TAM(Technology Acceptance Model)
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Fig. 1. The stimulus of study.
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Table 1. The result of confirmatory factor analysis

Factor Items Standardlz.ed t-value Cronbach’s o AVE  CR
factor loadings
Technology gives people more control over their daily lives. .830
Optimism Product.s and services that use the newest technologies are much more 843 13.672 0 646 927
convenient to use.
You prefer to use the most advanced technology available. 734 12.074
I tend to purchase new products earlier than others 776
Innovativeness 1 would like to utilize the newest technologies when they are released 715 10.798 .823 617 849
I know a lot about the newest technologies or products .858 11.760
It is useful .885
i It is helpful for shoppin .893 19.434
Perceived p pping 368 664 930
Usefulness Tt can enhance shopping efficiency 753 14.557
I can obtain information on shopping easily 714 11.467
It is easy to use 7194
i It is easy to understand 851 15.049
Perceived . Y 004 709 938
ease of use [t is easy to learn .845 14.920
How to use it can be obtained easily 875 11.467
It is enjoyable to utilize the AR shopping 965
Perceived . . .
It is pleasant to experience the AR shopping 904 21.469 874 755 864
playfulness
It is fun to utilize the AR shopping 719 13.428
It there is an opportunity, I would like to utilize this shopping .888
(Usage e an intention fo utilize this AR shopping 927 21600 919 796 950
intention
I have an intention to recommend this AR shopping to my friends .860 18.873
Table 2. The squared correlations and AVE of variables
Factor Optimism Innovativeness Usefulness Ease of use Playfulness Usage intention
Optimism 646"
Innovativeness 120° 617
Usefulness 286 .110 .664
Ease of Use 293 .076 486 .709
Playfulness .050 .099 125 .070 155
Usage intention 247 .065 537 270 .190 796
a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.
4 QBN Pol HE AL olgale] A 42,714 U=
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