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Abstract

High return rates, exchange rates and negative review rates have always been difficult problems
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that need to be solved urgently in the e-commerce industry. The emergence of AR provides a new
idea for solving this problem. Starting from the characteristic attributes of AR, this paper combines
the SOR theory and TAM model to construct a model of the influencing factors of augmented reality
technology on users’ online shopping intention. The data were collected through questionnaires,
SPSS and AMOS were used for statistical analysis and hypothesis testing. The study found that: the
interactivity, aesthetics, and fun of AR have a positive impact on users’ online shopping intention;
perceived usefulness and perceived risk play an intermediary role between AR feature attributes
and users’ willingness to shop online; product involvement plays a moderating role between per-
ceived risk and online shopping intention. The research conclusions of this paper not only provide
new suggestions for e-commerce managers to formulate effective marketing strategies in the field
of e-commerce, but also provide new references for AR technology developers to constantly im-
prove and optimize augmented reality technology.
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TEL WA, WEARE . L. SOOI, 14, TAM BT IZ 0 T E U,
RERLRLEE GO PSR o T AT, AR BB, 5\ AR R (1 B
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Figure 1. Theoretical model
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FEoEaoANOg, FERAERPRERGN;, B0 0 ER, HREE AR XTH 7 W E A
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4.2. fRMEG S

FEAPNAOGREAGEREINE 1. BAMS, ZUi#E T 5% G 52%, WAt 48%. Z1i# ik
FELE 30 HLAN . XL P2 ORI BB, A IR B SR R . A R R B
BRI 70 AE R UL b, H i AR P 52 Ui 5 B 50%, #1824 I R 32 U5 4 i b 25%. K932
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Table 1. Basic information table of samples

F 1L HRERERE

F P HEAE i Aol
3 131 52%
5]
& 121 48%
20 #LLF 60 24%
21~30 167 66%
EW
31~40 16 6%
41~50 9 4%
WIFR LR 13 5%
i 18 7%
ZHERE KELR 31 12%
KEAE 127 50%
A UL L 63 25%
1ERUT 93 37%
2~34F 96 38%
1 FHAS
4~5 4F 45 18%
54 &L E 18 7%
—ANH 1 REE A 153 61%
—ANH 2~3 Ik 67 27%
5 SIS R — & 1~2 &k 19 8%
—J# 3~5 & 8 3%
—JEHEE 5 K 5 2%
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4.3. [EHERE

NBACRAS PRI i) 25 6 AT SE P, SCEENS )45 115 R REAT 7RSSR - 1745 8244 (5 & Cronbach’s o= 0.965,
T BB ARE AR 1. R I EE LN Cronbach’s o (KT 0.7, 4615 CR M 0.7 UL E, X
T 1) 5 1) A BB — SO AVE BB, VELE 2. KMO FEEAR N 0.956, KT 0.8, TiBliZsdE 3R+ & &t
ITHETo0 0T AR BRI A I AL 7 (i Dy 5283.341, HHIJE A 276, P {4 0.000, /N7 0.01, it T
BTN 1%H) B AT, 2R WE 3. mERIRSIERH AVE [ CREE&E, X4 AVE KT
0.5, CR KT 0.7 if, FEIFTm H BA RIFIUSIORE . i3k 2 B, FrA A& K] AVE {EH#7E 0.5 LA
I, CREMRT 0.7, R ERMWSBE LT

Table 2. Results of reliability and validity analysis
= 2. BHESHER

AR =g B P53 fif o L o R CR AVE
R H M QL 0.997

ZHME ZH M Q2 0.995 0.867 0.900 0.761
ZHM Q3 0.546
FEMME QL 0.804

FEME FEMME Q2 0.791 0.846 0.851 0.648
FEMME Q3 0.819
R Q1 0.772

A Mk Q2 0.816 0.841 0.846 0.652
Ak Q3 0.810
JERENA M QL 0.781
B A Q2 0.816

A H 0.886 0.887 0.663
RN T Q3 0.832
IRENAT T Q4 0.828
JREI XU Q1 0.770

TR R RGN R Q2 0.780 0.792 0.796 0.566
J&E XU Q3 0.705
PRI QL 0.802
FEEEENE Q2 0.802

YN 0.846 0.852 0.593
PRI Q3 0.857
PRI NEE Q4 0.594
MR QL 0.834
MR Q2 0.849

oA g 7 0.895 0.903 0.699
MR Q3 0.834
MR Q4 0.828

>

3
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Table 3. KMO and Bartlett tests
Fz 3. KMO FnE4FF4F4a58

KMO Hukfd Ul &4 0.956
ERARTT 5283.341
R AR BT FE AR 56 H 276
BEMPE 0.000

4.4. REBRERE

441 EREFHEERE

WK Amos 24.0 XA SRR B TRS . SIFES RN 4, SR X/df = 2.024,
RMSEA vy 0.064, IF1=0.955, TLI=0.946, CFI=0.954, NFI=0.915, iM% ETaIrE 2
B 2, ARG RO, PIET S SR

Table 4. Evaluation index system of the overall fit of the model and fitting test
4. BEBAEREITNERERRMERE

Gt g X2/df RMSEA IFI TLI CFI NFI
fliHE 2.024 0.064 0.955 0.946 0.954 0.915
#IE <3 <0.08 >0.9 >0.9 >0.9 >0.9

UG RR HAE CIE: 34 HAH HAE A CIE: 374

4.42. BIRESH

Ko 25 BB R (WA 5), SRR IR B G 1 B E B3 R sg ), HARHEA R AR R
79 0.414 F10.509, Bz H3 Al H5 43 3 [ 48 ik o« A2 B AN BRI P 0 ik n KU B A I8 325 TR [l 2, AR
YEAL 4% 280N 0.141 A1 0.539, BB 15 H2 Al H6 o7 o 38 B M HE 04 F 1 i b v AL 4642 R %08 —0.003
HARZE@P>0.1): [FFE, SRR XS 20 AS B2 (8 =—0.246,p > 0.1), FrEME H1, H4 ARk
So SR PG R XU A 3 IE A R (B = 0.557, p < 0.001), BB H7 J&or. S8 A AL A
IR XoF P9 Dy 75 J 4] B i) i 452 ¥ 35 (B = 0.503, p < 0.001; B = 0.440, p < 0.05), B[ H8 Al HO 753 1 16
1.

4.4.3. RAYBLSH

{81 FH Hayes il ] SPSS % #2J7 Process #4747 o /v 2R 73 A1 o RAE RSB0 25 R (W& 6), B i
PEA2 1) Bootstrap 95% & (5 X [HIFA LA 0, 1 B A FH VARSIV 76 & B8 A2 1 R AR 35, BT
W T N BART S, RAA AN S TR BEES MR R = 0.2671, 95% CI = [0.1735,
0.3707]), W5 M= (S = 0.2759, 95% CI = [0.1561, 0.3955]), #4554 Il 7= I (5 = 0.2688, 95%
Cl =[0.2007, 0.3448]). B&%1 R F 7 22 HAES W = & (8 = 0.0976, 95% CI = [0.0473, 0.1630]), W
PE5 W = (B = 0.0701, 95% CI = [0.0202, 0.1422]), Rk 5 1 = & (8 = 0.0684, 95% CI = [0.0.0193,
0.14881). JB%NA F 1 AR 0 KU B =X A 17 A2 B S M =R (B = 0.1157, 95% CI = [0.0580, 0.2011]),
W 5 W ) = R (B = 0.1573, 95% CI = [0.0814, 0.2526]), @ikt 5 /& & (8 = 0.1534, 95% CI =
[0.0786, 0.2500])-
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Table 5. Results of path analysis
5 BESHER

1% AR KR PRAEAL B SR AL R AT P R ks 6 45
H1 A HAE— AN R -0.003 0.078 0.949 NS
H2 22 B — A 0.141 0.076 - SCHF
H3 FE M- BE M 0.414 0.155 - SCHF
H4 FE W — R -0.246 0.16 0.148 ANSCHE
H5 R — B 0.509 0.149 SCHF
H6 TR A — B R X 0.539 0.164 - TR
H7 JERENE F A — 13 XU 0.557 0.128 SCHF
H8 JRENA I — P e 3 B 0.503 0.131 SCHF
H9 R IR i — P e 2 T 0.440 0.152 - SCHF

FE: LTS T4rgER R 0.001, 0.01 AT 0.05 R EE K.

Table 6. Mediation effect analysis

6. PN

BUSAA FriEiRZ  BootLLCI TR  BootULCI LR

TOTAL 0.4805 0.0544 0.3820 0.5969

LA B A — R R 0.2671 0.0503 0.1735 0.3707

A8 A — JER IR — P i e S 0.0976 0.0301 0.0473 0.1630

2 — AN P — TR A — P TR 0.1157 0.0370 0.0580 0.2011

TOTAL 0.5034 0.0524 0.4022 0.6112

FRNE— B F I — P R 0.2759 0.0609 0.1561 0.3955

ST — SRR — ) ) 7 B 0.0701 0.0312 0.0202 0.1422

SN — RN R — J R A — PP 5 IR 0.1573 0.0434 0.0814 0.2526

TOTAL 0.4909 0.0582 0.3795 0.6114

R — G P A — P R 0.2691 0.0609 0.1501 0.3887

TR — SR R XL — PR e e 0.0684 0.0308 0.0193 0.1388

IR — BT A — SRR XU — o ) IR 0.1534 0.0439 0.0786 0.2500

4.44. PBHEE S

R 18 R 60 RIS S Do) DA SR 1 2 0 T 4 B o 7 0 N2 B R A T A8 4k, ERIRAIE 72 R SPSS H
(1922 TC LA B VA 75 3568 72 0 N BE R TR SV AT A5G, B IR I R SR N 2 SR AR B, =i NFE L TR
PG FBEN RS x 7= i N AR N TN AR &, @il AR x =i N 1X— 38 B . & 1 )
WA 1 RS R AEAE . BEAEE (LR TR, BERE 5P SN M A AR (B = —0.082, t =
—2.472, p = 0.014)%F ¥ 2 & MW = B 53, [RIBE = b N B0 5 RO A7 A, BIMERA H10 JRo7
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Table 7. Analysis of test results of moderating effect
F= 7. PTHEAREE RS

PRl REL B t PRl REL B t
YN 0.55 11.198 0.547 11.232
TR A 0.362 7.362 0.35 7171
RENAR x 77N -0.082 —2.472
RJ; 0.728 0.734
F 332.985"" 6.110"

FE: LTS T4rgER R 0.001, 0.01 AT 0.05 R EE K.

5. &it5RB=
5.1. &ip

PRI E AASY) AR SR NI, (5B SOR BIRFIE AR Z A, FeF R sc ki R IARIE IR, ¥
AEH M SRR R A O R, BN MR RS E A TR A, SN RN N
AR, AR T R I SR A 0 T R I S B AR AL T A . TRAEE R R S H . EM
PEFIER AP 2l BT IV RS B A S V8 S P X A i o 7 5 N A R X A g 3
BB A ANER . (B2, CHMEEEA AR RE, WTREAAECL FER: —=2HAT AR 1
5] P P A ) B IR AN AR, 0 LB SRR P R B T RE 2 A7 7R BB R R A5, A3 % AR
T P42 SRR IR B LT s 2 o8 TP B i P B 0 4 32 A A 22 S S5 R R IR i . AN A 244
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