Pre prints.org

Article Not peer-reviewed version

The Impact of Virtual Reality and
Augmented Reality Service
Technologies on Consumer
Purchase Intention for Fashion
Brands

Chih-Wen Wu ~
Posted Date: 20 July 2023
doi: 10.20944/preprints202307.1408.v1

Keywords: Virtual reality (VR); Augmented reality (AR); fashion brands; fsQCA

E E Preprints.org is a free multidiscipline platform providing preprint service that

is dedicated to making early versions of research outputs permanently
available and citable. Preprints posted at Preprints.org appear in Web of
Science, Crossref, Google Scholar, Scilit, Europe PMC.

Copyright: This is an open access article distributed under the Creative Commons
Attribution License which permits unrestricted use, distribution, and reproduction in any
medium, provided the original work is properly cited.



https://sciprofiles.com/profile/1678306

Preprints (www.preprints.org) | NOT PEER-REVIEWED | Posted: 20 July 2023 do0i:10.20944/preprints202307.1408.v1

Disclaimer/Publisher’'s Note: The statements, opinions, and data contained in all publications are solely those of the individual author(s) and

contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to people or property resulting
from any ideas, methods, instructions, or products referred to in the content.

Article
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Chihwwu@dragon.nchu.edu.tw; Tel.:886-4-22840392; exit:752; Fax:886-4-22860993.

Abstract: The rapid growth of virtual reality (VR) and augmented reality (AR) services in various
industries has stimulated innovation. This study proposes a research framework and theoretical
model based on self-determination theory (SDT) to examine consumers’ purchase intentions for VR
and AR service technologies. The research scope includes fashion brands that use VR and AR service
technologies. The study employs in-depth interviews to identify the key drivers of VR and AR
technologies for fashion brands. The research design uses an online survey of 675 fashion brand
consumers to collect questionnaire data employing structural equation modeling (SEM) and fuzzy
set qualitative comparative analysis fuzzy-set qualitative comparative analysis (fsQCA) to test the
research hypotheses and answer the research questions. This study contributes to understanding
consumer technology and psychological perceptions about implementing fashion brands with VR
and AR service technologies for future service design and marketing. The research findings show
that perceived value, perceived enjoyment, perceived informativeness, presence, and consumer
experience affect purchase intention positively when using AR/VR service technologies. Further,
the results highlight that perceived value, enjoyment, and informativeness affect consumer
experience. The results of the FsQCA show that the causal conditions of perceived value, perceived
enjoyment, perceived informativeness, presence, and consumer experience are sufficient and
necessary for higher purchase intention for consumers in the fashion brand context.

Keywords: virtual reality (VR); augmented reality (AR); fashion brands; fsQCA

1. Introduction

Digital transformation has affected our lives and consumption. Virtual reality (VR) and
augmented reality (AR) service technologies have grown rapidly in various industries, including real
estate, fashion brands, retail, transportation, tourism, education, entertainment, museums,
furnishing, jewelry, consumer-packaged goods, and beauty products. Technological advance drives
the VR development of computing, motion sensors, digital displays, and computer vision. The
market value for VR is around US$14 billion and may grow to US$50-60 billion within five years
worldwide (Gartner, 2018). Generally, VR research is driven by the US, Europe, and startup
companies. Significant growth is predicted for VR applications until 2028 (Gartner, 2018).

Augmented reality (AR) integrates virtual content into reality. The AR has been attracting
increasing attention from marketing researchers. A VR creates a perception of virtual information,
whereas AR enhances the real world for generating information (Caboni & Hagberg, 2019;
Kandaurova & Lee, 2019). The AR is defined as a feature of the interactive, real-time, computer-
generated, and simultaneous application (Boyd & Koles, 2019; Farah, Ramadan, & Harb, 2019;
Huang, 2019) enabling consumers to see the real world and its virtual objects by wearing see-through
displays (Bonetti, Warnaby & Quinn, 2018; Flavian, Ibafiez-Sanchez, & Orus, 2019). An AR is a 3-D
computer-simulated visualization technology supplementing sensory information, including
graphics, labels, objects, sounds, and avatars (Bonetti, Warnaby, & Quinn, 2018; Rauschnabel, He, &
Young,2018; Smink et al., 2020; Yim, Chu & Sauer, 2017).
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An AR delivers an interactive experience and enhances contextual information for appearance,
enjoyment, and usability (Flavian, Ibafiez-Sanchez & Oruas, 2019; Nanda, & Banerjee, 2020).
Marketing platforms evolve rapidly in AR and enable real-time interactions to enhance customer
experiences (Dwivedi, et al., 2022; Rauschnabel, Felix, & Hinsch, 2019). For example, advancing new
technologies, such as Apple AR and 5G glasses, enhances marketers’ ability by employing AR in
various industry contexts. (Javornik, 2016, Roggeveen, Grewal & Schweiger, 2020; Pantano et al,,
2020). With the increasing number of companies integrating AR into their marketing plans, AR
marketing applications have become other forms of digital marketing strategies (Heller et al, 2019;
Rauschnabel et al., 2019; Scholz & Duffy, 2018). AR in marketing applications provides consumer
experiences and demonstrates consumer benefits by integrating digital information and the physical
environment (Rauschnabel, 2021; Wedel, Bign'e, & Zhang, 2020).

A VR refers to a computer-generated simulation that incorporates vision, hearing, or touch and
interacts to be real and is a vehicle with other hardware for simulation (Deng, Unnava & Lee, 2019;
Pizzi et al., 2019). A VR user perceives VR from one or more senses and interacts to appear real
(LaValle, 2017). Firms use VR marketing tools, including branded VR, to promote their businesses
(Boyd & Koles, 2019; Carrozzi et al., 2019; Rauschnabel, Felix & Hinsch, 2019). Virtual Reality
marketing is an effective strategy (Alcaniz, Guixeres, & Bign’e, 2019; Flavi'an, Ib’a™nez-S"anchez, &
Orus, 2019) and an ideal marketing platform for enhancing consumer experiences (Cheng, Fu, & de
Vreede, 2018; Dwivedi et al., 2021; Loureiro et al., 2019). Martinez-Navarro et al., (2019) found that
VR application positively affects purchase intention in an e-commerce context. Retailers use VR for
service innovation to create new business opportunities and promote economic growth (Alcaniz,
Bigne, & Guixeres, 2019; LaValle, 2017; Plotkina & Saurel, 2019 Vrechopoulos et al., 2004).

The research scope focuses on fashion brands using VR or AR service technology applications
to improve the shopping experiences. With advances in VR and/or AR service technologies, many
fashion brands use VR and/or AR service technologies to enhance services for enhanced consumer
experience. The fashion brand industry increasingly uses VR or AR technologies to conduct customer
service businesses. Firms such as Amazon, ASOS, Nike, and IKEA implement VR and AR service
technologies to enhance the consumption experience of their products and help consumers make
purchase decisions (Heller, et al., 2019; McLean, Al-Nabhani & Wilson, 2018). Consumers often use
computer-generated product representations to develop innovative products before making
purchasing decisions (McLean, Al-Nabhani & Wilson, 2018; Pizzi et al., 2019). Li, Daugherty, & Biocca
(2002) & Yim & Park (2019)s’ research find that VR and AR service technologies produce better effects
on consumer behaviors than traditional businesses. Hilken et al, (2017), Huang (2019) and Yim &
Park (2019) examined the effect of VR and AR service technologies in some previous studies.
However, limited studies exist that examine AR and VR service technologies for consumer distractive
and negative effects on consumer responses (Paul, Sankaranarayanan, & Mekoth, 2016; Sung, et al.,
2021; Yang, et al., 2020). Few studies have focused on AR and VR service technologies to examine
consumers’ psychological mechanisms. Despite the steady growth in VR and AR service technology
applications, the literature still lacks empirical research explaining consumers’ psychological factors
and perspectives. Therefore, this study addresses how VR and AR service technologies reshape our
understanding and conceptualization of consumer purchase intention in the fashion brand context.

This research theme has received little attention in marketing and information management
journals. A literature review reveals that studies on VR and AR service technologies for fashion
brands are scarce. This study attempts to explain consumer purchase decisions regarding fashion
brands using VR and AR service technologies. It employs self-determination theory (SDT) to examine
empirical evidence of antecedent variables and purchase intention for fashion brands in the context
of VR and AR service technologies. This research aims to understand the factors that facilitate the
adoption of VR and AR service technologies by incorporating the SDT.

This study contributes to research on VR and AR service technologies in two ways. First, by
examining how VR and AR attributes influence consumer perceptions of fashion brands with their
service technologies, fashion brand retailers can improve their VR and AR service technologies.
Second, a more thorough conceptualization of consumer purchase intention perception of fashion
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brands with VR and AR service technologies could help fashion brand retailers learn how to attract
consumers to their fashion brands when designing VR and AR service infrastructures. Third, the
results contribute knowledge to information management journals. This study seeks to answer three
important questions:

1. How do VR and AR service technologies re-evaluate the understanding and conceptualization
of consumer purchase intention in the fashion brand context?

2. How do the antecedents of VR and AR service technologies affect consumer experience in the
fashion brand context?

3. What are consumers’ cognitive responses to VR or AR service technologies in the fashion
brand context?

The research motivation is to study the unique experiential and psychological aspects of VR and
AR in fashion brands. However, information management literature lacks an understanding of the
role of psychological and experiential factors in examining the antecedents of consumer purchase
intention. This research aims to address this gap and add to our theoretical knowledge of VR and AR
service innovation technologies by exploring the antecedent variables influencing purchase intention.
Therefore, the main objective of this study is to develop a theoretical model with key variables
influencing purchase intentions for fashion retailers' VR and AR service technologies based on SDT.
The findings have significant managerial implications for firms with VR and AR service technologies
for better service innovation performance and purchase intentions of potential customers. Little
research has contributed to the theoretical and managerial implications of improving VR and AR
service technologies in the fashion brand industry. Further, most studies have focused on VR and AR
technical issues, ignoring customer perspectives.

This study highlights a theoretical model for VR/AR service technologies. This research
contributes to the literature by advancing the knowledge of consumer experience and purchase
decisions based on the SDT. Furthermore, the SDT provides a useful foundation for investigating
consumer behavioral intentions and important practical insights for enhancing fashion brand
practices. The research outcomes will provide a foundation for firms to invest in and design VR and
AR service technologies and examine their context of fashion brands for further studies. A
comprehensive determinant of purchase intentions toward fashion brands would enable managers
to formulate effective marketing strategies in the digital marketing era.

2. Literature review

2.1. Theoretical Background- Self-determination theory

The SDT is defined as an individual’s emotion, motivation, and personality and is a theory for
examining human psychological and motivational behavior (Dahl & Moreau, 2007; Ryan & Deci,
2000). The SDT conceptualizes the motivational mechanism that directs people’s behavior (Chou and
Yuan, 2015; Van den Broeck et al., 2010). According to SDT, motivation, autonomy, competence, and
relatedness drive individuals” psychological and human functions (Ajzen, 1991; Ryan & Deci, 2000;
Schmitt,2012). Thus, SDT drives enjoyment, interest, and satisfaction in consumer behavior (Dahl &
Moreau, 2007; Ryan & Deci, 2000; Steinhart, Kamins, Mazursky & Noy, 2014). Therefore, SDT is
widely recognized for explaining consumers’ social and environmental behavior (Bidee et al., 2017;
Huang et al.,, 2018; Steinhart, Kamins, Mazursky & Noy, 2014), product engagement (Chen & Lu,
2021; Yang et al., 2017), and service development participation or value co-creation (Chou & Yuan,
2015; Shaw & Shiu, 2002). SDT explores how psychological satisfaction in a virtual environment
facilitates motivational behavior (Hoffman & Novak, 2012; Lin, Tsai & Chiu, 2009; Tamborinil et al.,
2010). Thus, SDT examines and predicts consumers’ behavioral intentions (Roca & Gagné, 2008; Ryan,
Rigby and Przybylski, 2006).
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2.2. Augmented reality (AR) versus virtual reality (VR)

A VR is a multidimensional service application for end users using graphic and display
technology (Han et al., 2020). Some industries, including oil, gas, construction, and aerospace, use VR
for technological advancements and service innovation to improve service quality (Shin, 2018;
Tussyadiah et al., 2018). Increasingly, retailers can facilitate service innovation, logistics, and business
management (Laurell et al., 2019; Smink et al., 2020) and increase customer value (Collins, et al., 2021;
Kannan & Li, 2017; Tussyadiah, et al., 2018). Amazon’s experiments with VR kiosks represent a new
form of customer engagement (Hoffman & Novak, 2018).

A VR plays an important role in customer service (Van Kerrebroeck, Brengman, & Willems,
2017), changing the shoppers, brands and retailers’ behavior and attracts the interest of many
researchers (Grudzewski et al., 2018; Hoffman, & Novak, 2018). Factually, VR enables consumers
interaction with various service channels (Cummings & Bailenson, 2016; Farah, Ramadan, & Harb,
2019; Helmefalk & Hultén, 2017). Accordingly, the virtual environment affects the virtual store
experience quality and users’ behavioral intentions (Algharabat et al., 2017; Van Kerrebroeck,
Brengman, & Willems, 2017). Thus, VR can provide a visual environment that affects individuals’
decision-making (Alcafiiz, Bigne, & Guixeres, 2019; Bigné, Llinares, & Torrecilla, 2016; Heller et al.,
2019).

Bonetti, Warnaby, & Quinn (2018) define AR as a physical world with interactive media,
including video, images, or text. The AR is a virtual object providing consumers with high levels of
interactivity and the vividness of an immersive experience compared to traditional media (Hilken et
al., 2017; Yim & Park, 2019; Yim, Chu, & Sauer, 2017). However, relatively few studies have examined
the potential implications of AR for consumers and other stakeholders in retail environments (Hellier
et al., 2019; Mantymaki, Baiyere, & Islam, 2019; Yim & Park, 2019). From a marketing perspective, AR
can increase customer satisfaction and loyalty, repeat purchases, and positive WOM and help
retailers maximize market share (Bonett et al., 2018; Hilken et al., 2017; Yim, Chu, & Sauer, 2017).
Carrozzi et al. (2019) find that AR devices help consumers’ purchase decisions with their shopping
goals and AR enables consumers to deliver a more direct product experience during purchase
(Dacko, 2017; Heller et al., 2019; Mahr, & Keeling, 2019; Mantymaki, Baiyere, & Islam, 2019).

2.3. Perceived Value

Value is defined as a consumer’s perception of the subjective evaluation of some product or
service based on benefits and consumption costs (Babin, Darden, & Griffin, 1994; Hamari, Hanner, &
Koivisto, 2017; Zho & Ahn, 2023). In general, perceived quality and price influence value (Chang &
Wildt, 1994; Hellier et al., 2003; Karjaluoto et al., 2019). Perceived value is a determinant factor of firm
performance (Babin & Attaway, 2000; Costa, Zepeda, & Sirieix, 2014; Cronin, Brady, & Hult, 2000;
Keeney, 1999; Ruiz et al., 2008). Value is a fundamental antecedent of behavioral intentions (Babin &
Attaway, 2000; Cronin, Brady, & Hult, 2000; Papagiannidis, See-To, & Bourlakis, 2014) in the
marketing literature. Therefore, higher levels of perceived value yield higher purchase intentions in
the virtual environment (Babin & Attaway, 2000; Papagiannidis et al., 2014).

2.4. Perceived enjoyment

Enjoyment refers to using a specific system enjoyable for any performance consequences
(Hamari, 2015; Plotkina & Saurel, 2019). Perceived enjoyment is “the degree to which the activity of
using technology is perceived to be enjoyable in its own right apart from any performance
consequences that may be anticipated” (Rese, Schreiber & Baier, 2014). In empirical studies,
enjoyment is a major factor driving the use (Pantano et al., 2017; Yim et al., 2017). Generally,
enjoyment plays a significant role in customer engagement with the service system and performance
reinforcement (Hoffman & Novak, 1997; Pantano et al., 2017; Tamborinil, et al., 2010; Yim et al., 2017).
Enjoyment directs users to use new technologies (Plotkina & Saurel, 2019; Yim et al., 2017).
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2.5. Perceived Informativeness

Informativeness can enhance consumer confidence in the perceived richness of information or
knowledge by providing customer services (Tang, & Chen, 2020; Yim et al., 2017). Informativeness is
an important research dimension of the AR/VR brand shopping experience with the deployment of
VR/AR in marketing applications (Li et al., 2001; Plotkina & Saurel, 2019). Hilken et al. (2017) and
Rese, Schreiber & Baier (2014) acknowledge that the marketing potential of VR is to provide extensive
sensory information to customers for service innovation.

2.6. Presence

Presence is defined as “the experience of presence in an environment through a communication
medium” and the psychological state in which individuals interact with a technology-mediated
environment (Steuer, 1992; Tussyadiah et al., 2018; Wei, Qi & Zhang, 2019). VR and AR aim to
reconstruct a virtual environment for its user; prior work argues that presence is a determinant factor
for consumer experiences (Caboni & Hagberg, 2019; Hoffman & Novak, 2012; Shin, 2018). Shin
(2018) found that presence enhances consumer experience among social media users. Therefore, a
sense of presence can be presented through various means, including watching a movie, playing a
video game, or reading a book (Caboni & Hagberg, 2019). Accordingly, store environments can be
enhanced using VR or AR applications in virtual experiences (Chou & Yuan, 2015; Helmefalk &
Hultén, 2017).

2.7. Consumer experience

The consumer experience is a key component in brand positioning (Brakus, Schmitt, &
Zarantonello, 2009; Esmark et al., 2018; Schmitt, 1999; Zhang & Wedel, 2009). Experience can be
measured through direct or indirect participation or observation (Brakus et al., 2009; Schmitt, 1999).
The product/brand choice can come from consumers’ experiences and purchase behaviors in VR
(Bigné, Llinares, & Torrecilla, 2016; Yang et al., 2017). The theoretical background of customer
experience combines all organization touchpoints and creates an overall experience (Mclean, Al-
Nabhani & Wilson, 2018; Verhoef et al., 2009). However, researchers must include customer
experience in a virtual environment (Novak, Hoffman, & Yung, 2000; Verhoef et al., 2009). Re-
purchase intention, re-visit intention, satisfaction, trust, and loyalty are conceptualized as outcomes
of a positive customer experience (Verhoef et al., 2009).

2.8. Purchase intention

Purchase intention is the consumer’s response to retailers (Kim & Ko, 2019; Yim et al., 2019). The
relationship between the attitude to online technology and the purchase intention is examined (Choi,
& Ahn, 2023; Méantymaki & Salo, 2013; Sarantopoulos et al., 2019; Tanner, et al., 2008). Intention
represents the degree to which an individual is willing to use or purchase (Chang & Wildt, 1994; Choi
et al., 2004; Gifford & Bernard, 2006; Hellier et al., 2003). In marketing and information management
research, consumer behavior includes behavioral intentions and actual behavior (Lin & Shen, 2023;
Mantymaki, & Salo, 2013; Venkatesh and Davis, 2000). Furthermore, behavioral intention refers to
people given to behave themselves in particular ways in certain situations (Teng, 2010; Papagiannidis
et al, 2014; Wang & Chen, 2019). Theoretically, behavioral intention represents an individual
engaging in a particular behavior (Cronin, Brady, and Hult, 2000; Papagiannidis et al., 2014; Pee,
Jiang, & Klein, 2018). Generally, consumer purchase decisions are based on cognitive reasoning
(Babin & Attaway, 2000; El-Adly & Eid, 2016). Assessing consumer purchase intentions are crucial
for a firm’s success.
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3. Research Framework and Model

3.1. In-depth interview

This study focused on purchase decisions and consumer experiences with VR and AR service
technologies. An in-depth interview research methodology involving consumer participants was
utilized because the exploratory qualitative approach matches the complex character of VR and AR
service technologies. This qualitative study aimed to discern the effects of antecedent factors on
consumer experience and purchase intention. Moreover, an in-depth interview methodology was
implemented during the research process when the real business environment was complex.
Participants were recruited based on a preselection criterion with the knowledge of VR and AR
consumer experiences in fashion brands. Open-ended semi-structured interviews were conducted; a
revised version was refined to improve and develop the questionnaire for further research.

3.2. Research framework and hypotheses

After completing the in-depth interviews and literature review, the research develops the
constructs and hypotheses. The study is grounded in the SDT exploring psychological factors in
virtual environments and how to facilitate consumer behavior. The SDT theory examines various
ranges of relationships for positive and negative attitudes or emotions. Perceived value, enjoyment,
informativeness, presence, consumer experience, and purchase intention were derived from the SDT
perspective. Therefore, the following research hypotheses were developed and refined:

Perceived value is a consumer's assessment of the net derived benefit of a product, service, or
brand offering (Karjaluoto et al., 2019; Zeithaml, 1988). Consumer perceived value is a significant
determinant of consumer satisfaction and post-purchase behavior (Yap, Xu, & Tan, 2021). The
perceived value represents a consumer's research towards an external environment and is explained
as “the trade-off between quality and price” (Zeithaml, 1988). Therefore, the relationship between
perceived value and consumer experience requires empirical evidence. Thus, the research
hypothesis is formulated as follows:

H1. Perceived value positively affects consumer experience.

Huang et al. (2018) explored motivated behavior in virtual environments and found that
satisfaction contributes to individuals’ experiences of enjoyment, influencing future behavior.
Plotkina and Saurel (2019) and Rese et al. (2014) validated the SDT framework to examine the
relationship between enjoyment and consumer experience in the virtual environment context.
Many researchers have proposed that enjoyment is a major characteristic of consumer experiences
and creates hedonic outputs (Hoffman & Novak, 1997; Rauschnabel, 2018). Therefore:

H2. Perceived enjoyment positively affects consumer experience.

AR and VR service technologies enable consumers to examine the specific characteristics of a
product or brand before making a purchase decision (Plotkina & Saurel, 2019; Rese, Schreiber & Baier,
2014; Yim et al., 2017). Technological advancement provides useful information, enhances learning,
and offers value to consumers (Holbrook, 2000; Loureiro et al., 2021). The AR and VR service
technologies bring new consumer experiences that interact similarly to the real world and experience
a sense of novelty in a virtual world (Javornik, 2016; Rauschnabel et al., 2017, McLean & Wilson,
2019). Therefore,

H3. Perceived informativeness affects consumer experience positively.

Chang and Wildt (1994) and Cronin, Brady, and Hult (2000) found a significant positive
relationship between perceived value and purchase intention. Consumers are willing to purchase
products when they perceive the product or service as high value (Broniarczyk & Griffin, 2014; Choi
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et al., 2004; Park & Hadi, 2020). Thus, perceived value affects repurchase intentions and loyalty
(Foroudi et al., 2018; Tanner et al., 2021; Kivetz & Zheng, 2017). Perceived value is a more suitable
consumer assessment of new technology-based adoption (Hudson et al., 2019; Javornik, 2016; Kang,
Shin & Ponto, 2020). Therefore, AR/VR service technologies are a competitive advantage source for
creating consumer value for an organization (Huang et al., 2018; Manis & Choi, 2019; Chakraborty,
Siddiqui & Siddiqui, 2022). Thus,

H4. Perceived value influences purchase intention positively.

In empirical studies, enjoyment is a major factor driving the use and plays a significant role in
customer engagement in the service system and performance reinforcement (Hoffman & Novak,
1996; Pantano et al., 2017; Tamborinil, et al., 2010; Yim et al., 2017). Enjoyment directs users to adopt
new technologies (Plotkina & Saurel, 2019; Yim et al., 2017). Purchase intention is a consumer’s
response to e-retailers (Kim & Ko, 2019). The relationship between the attitude to online technology
and purchase intention is examined (Sarantopoulos et al., 2019; Tanner, et al., 2008). Few studies have
focused on the effects of perceived enjoyment on purchase intentions. Therefore,

HS5. Perceived enjoyment influences purchase intention positively.

Informativeness is an important research dimension for the VR brand shopping experience with
the deployment of VR or AR service technologies in marketing and information management
applications (Li et al., 2001; Plotkina & Saurel, 2019). Consumer behavior includes behavioral
intentions and actual behavior (Venkatesh and Davis, 2000). Purchase intention is affected by the
informativeness of AR/VR service technologies examined in this study. Therefore,

H6. Perceived informativeness affects purchase intention positively.

Presence is regarded as a psychological medium; the user's psychological interpretation of what
is in front of them is essential for developing a sense of presence by listening to a song, reading a
book, playing a video game, or watching a movie (Thornson, Goldiez, & Le, 2009; Shin, 2018;
Helmefalk & Hultén, 2017). Presence is stimulated to an alternative place different from where they
are, but they feel they are in a real place (Chou & Yuan, 2015; Helmefalk & Hultén, 2017). Media
characteristics of presence are generated from a virtual environment by a sensation of “place illusion”
(Hoffman & Novak, 2012; Shin, 2018). Therefore, VR or AR systems can generate responses in the
virtual world by showing images, providing information, tracking user positions and actions (Caboni
& Hagberg, 2019; Shin, 2018), and stimulating purchase intentions. Therefore,

H?7. Presence influences purchase intention positively.

In the consumer experience of VR and AR, service technologies are regarded as the key
competitive advantage because they can interact with brands through cognitive, physical, and
affective stimulations (Schmitt, 1999). Therefore, consumer experiences result from purchase
behavior observations through real or virtual environments (Roggeveen, Grewal & Schweiger, 2020;
Scholz & Duffy, 2018). Satisfaction with consumer experiences is associated with positive word-of-
mouth, repeat purchases, customer loyalty (Shin, 2018), and firm success (Caboni & Hagberg, 2019;
Roggeveen, Grewal & Schweiger, 2020; Marimon, et al., 2019). This study examined purchase
intention outcomes in an AR/VR consumer experience context, an important issue for fashion brands.
Therefore,

HS. Consumer experience influences purchase intention positively.
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Figure 1. Research framework.

3.3. Questionnaire development and pre-test

A survey questionnaire was used to measure the research constructs and test the research
equations and hypotheses. An online survey was conducted to gather data from respondents who
used VR and AR service technology in fashion brands. A pilot study examined measurement
parameters. A convenience sample of 20 potential Taiwanese respondents was selected. The research
constructs of perceived value, enjoyment, informativeness, presence, consumer experience, and
purchase intention were revised and improved. The survey instrument was pretested with 20
potential informants who provided comments to improve the survey questionnaire instrument.
Research model testing was conducted using a sample of VR/AR service technology users of the
fashion brand in the research sample. The questionnaires were pretested before administration to
ensure their validity and reliability.

3.4. Measures

The study developed scale items to measure purchase intention for fashion brands using VR/AR
service technologies based on SDT. In the measurement method, the research construct captures
perceived value, enjoyment, informativeness, presence, consumer experience, and purchase
intention. An adaptation of Babin and Attaway’s (2000) and Papagiannidis, See-To and Bourlakis’
(2014) 5-item scale measures value. This research adapts the studies of Rese, Schreiber, and Baier
(2014) and Plotkina and Saurel (2019) to measure enjoyment. A 5-item instrument from Rese et al.
(2014) and Plotkina and Saurel (2019) was used to measure informativeness. Smink, at al. (2020) and
Han et al., (2020) 4-item instrument captures the dimensions of presence. To measure consumer
experience, Bustamante and Rubio (2017) and Mclean, Al-Nabhani, and Wilson (2018)’s eight items
were adapted. Finally, three items were adapted from Plotkina and Saurel (2019) and Smink et al.
(2020) were used to measure purchase intentions.

A 32-item self-administered questionnaire was developed after the pre-test and a seven-point
scale was used to measure the items. The questionnaire operationalized the research constructs and
variables by adapting extant and accepted scales from the literature. Six research constructs were
measured: perceived value (V), perceived enjoyment (E), perceived informativeness (I), presence (P),
consumer experience (CE), and purchase intention (PI). The final questionnaire items were organized
as follows.
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3.5. Measurement model fit

In the research model, the fit measurements consisted of discriminant validity, internal
consistency, and convergent validity. Each research construct was tested for internal consistency
composite reliability by calculating Cronbach’s alpha values (Bagozzi & Yi, 1988). Convergent and
discriminant validities were tested (Bagozzi, Yi, & Phillips, 1991; Fornell & Larcker, 1981). The data
analysis yielded chi-square values and further assessment of the model fit with computed average
variance extracted (AVE) approximation (RMSEA) and comparative fit index (CFI). After testing the
measurement model's validity, structural equation modeling (SEM) analysis tested the hypotheses
using AMOS 12 software. Confirmatory analysis confirmed the reliability and validity of all
research constructs. Statistical analysis tests whether the confirmatory factor analysis (CFA) and the
theoretical model fit. The AVE of constructs exceeds the minimum criteria of .50. These results tested
and verified the discriminant validity of each research construct.

3.6. Fuzzy-set qualitative comparative analysis (fsQCA)

This study employs SEM and fsQCA to perform empirical analysis and test the research
hypotheses. The fsQCA uses the fuzzy set theory and differentiates itself from conventional statistical
methods (Ragin, 2008). Woodside and Zhang (2013) conducted a statistical analysis by performing
calibrations. Ragin (2008) and Woodside (2013) stress the importance of high consistency over high
coverage. Consistency and coverage test results for fSQCA describe these relationships. The fsQCA
and SEM were compared with the results of capturing relationships and predictive capabilities.

4. Empirical results

The survey was conducted through an online questionnaire platform called Survey Monkey,
which distributed questionnaires for three months, from April to June 2022. Taiwans’ fashion market
was chosen as the research site because of its overall industrial growth. Descriptive statistics were
used to analyze respondents' backgrounds. In this manner, the questionnaire asked the participants
about any experience using AR/VR when the fashion brand was in question. Table 1 presents the
descriptive statistics of the sample. No AR/VR experience was excluded from the research sample
database, and 675 participants were included in the final data analysis. (n = 675). The sample
comprised 70.22% female and 29.19% male. Since the main consumer group of fashion brands is
female, women are more likely to participate in the questionnaire. The results of the descriptive
statistics show that the age distribution of respondents ranges between 16 and 25 years, which means
that the consumer groups of fashion brands are mainly younger. Detailed sample characteristic
profiles are presented in Table 1.

Table 1. Demographics of respondents.

Gender Responses Percentage
Male 197 29.19%
Female 474 70.22%
Other 4 0.59%
Total 675 100%
Age Responses Percentage
16-25 298 44.15%
26-35 237 35.11%
36-45 62 9.19%
46-55 37 5.48%
56-65 26 3.85%
66+ 15 2.22%

Total 675 100%
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Education Responses Percentage
Below high school 51 7.56%
High School 217 32.15%
Bachelor’s degree 246 36.44%
Master’s degree 126 18.67%
PhD. degree 35 5.19%
Total 675 100%
Using AR/VR experience Responses Percentage
Under five times 364 53.93%
5-10 times 172 25.48%
11-15 times 89 13.19%
16-20 times 32 4.74%
21+ times 18 2.67%
Total 675 100%
Income (Monthly) Responses Percentage
Less than NT$30,000 246 36.66%
NT$30,000-49,999 183 27.27%
NT$50,000-69,999 95 14.16%
NT$70,000-89,999 72 10.73%
NT$90,000-100,999 54 8.05%
More than NT$110,000 21 3.13%
Total 675 100%

The final valid sample size was 675 participants based on an online survey. The questionnaire
comprised perceived value, enjoyment and informativeness, presence, consumer experience, and

purchase intention. Table 2 presents the descriptive statistics of the mean values, standard deviations,
and standardized loadings of research constructs.

Table 2. The mean value, standard deviation, and standardized loadings of measures in the
measurement model.

. Standardized
Construct and scale items z

Mean SD .
loadings
Value (7-point scales with anchors strongly disagree and strongly agree)
1. Fashion brand shopping with VR/AR responds to

4.8 1.6 0.84
customer needs.

2. Fashion brand shopping with VR/AR is clear and 46 14 0.86
understandable.

3. Fashion brand shopping w1th VR/AR are valuable to my 47 13 0.83

shopping.
4. Fashion brand sboppmg' w1th_ VR_/AR shows a sincere 51 17 0.82
Interest in trying it.

5. Fashion brand shopping w1t.h‘VR/AR helps you in making 49 16 0.89
a decision.

Enjoyment (7-point scales with anchors strongly disagree and strongly agree)
1. Fashion brand shopping with VR/AR is fun to watch and

. 4.6 1.3 0.84
listen to.

2. Fashion brand shopping with VR/AR is entertaining. 5.1 1.5 0.79

3. Fashion brand shopping with VR/AR is enjoyable. 4.8 1.8 0.78
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4. Fashion brand shopping is fun to use VR/AR function. 47 1.7 0.84
5. Fashion brand shopping does not sell products, but it
would entertain me.

Informativeness (7-point scales with anchors strongly disagree and strongly agree)
1. Fashion brand shopping with VR/AR shows the

52 1.6 0.83

. . 5.3 1.6 0.81
information I expected.
2. Fashion brand shopping with VR/AR provides detailed
. ; . 5.4 15 0.78
information about fashion brands.
3. Fashion brand shopping with VR/AR provides complete
. ) . 52 1.6 0.74
information about fashion brands.
4. Fashion brand shopping with VR/AR provides
. . 4.8 1.4 0.82
information that helps me understand the products.
5. Fashion brand shopping with VR/AR provides the
) _ 49 1.5 0.78
information to compare products.
6. Fashion brand shopping with VR/AR offers product 47 16 0.79

knowledge.

Presence (7-point scales with anchors strongly disagree and strongly agree)

1. Fashion brand shopping with VR/AR is similar to

L . . 5.3 1.6 0.81

experiencing the products in reality.
2. Fashion brand shopping with VR/AR feels real. 5.4 1.5 0.83
3. Fashion brand shopping with VR/AR seems real rather
than virtual.

4. Fashion brand shopping with VR/AR is as realistic to me
as in the real world.

Consumer experience (7-point scales with anchors low and high)

1. Fashion brand shopping with VR/AR awakens my

52 1.6 0.85

4.8 1.4 0.75

oo 4.6 15 0.72
curiosity
2. Fashion brand shopping with VR/AR brings interesting
. . 51 1.6 0.83
ideas to my mind
3. Fashion brand shopping with VR/AR inspires me 52 14 0.82
4. Fashion brand shopping v?nth' VR/AR makes me feel 43 17 0.86
enthusiastic
5. Fashion brand shopping with VR/AR makes me feel 47 18 075
amazed
6. Fashion brand shopping with VR/AR makes me feel 49 17 0.82
comfortable
7. The experience of fashion brand shopping with VR/AR is
5.1 1.6 0.75
exactly what I need.
8. I am satisfied with the experience of fashion brand 48 14 0.82

shopping with VR/AR
Purchase Intention (7-point scales with anchors low and high)
Please compare your firm's performance to your competitors over the last five years
1. After using VR/AR, I would purchase the fashion brand

54 1.8 0.87
product.
2. After using VR/AR, I would consider buying a fashion
. . 5.1 17 0.91
brand product that is very high.

3. After using VR/AR, I will be buying a fashion brand

. . 5.3 1.6 0.88
product that is very high.

4. After using VR/AR, I intend to buy a fashion brand 49 14 0.79

product that is very high.

Abbreviations: Mean, Mean value, SD, standard deviation.
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4.1. Model validation

The SEM was employed to test the research model and examine its validity and reliability. The
study examined the reliability of each item by assessing Cronbach's alpha and the composite
reliability values of each research construct for model validation (Bagozzi & Yi, 1988; Fornell &
Larcker, 1981, Nunnally, 1978). The AVE from each research construct is above 0.50 (p <.01), and the
composite reliability coefficient of each variable achieved above 0.7 (p < .01). The analysis of
convergent and discriminant validity indicated that high reliability and good convergent validity
were acceptable for all the research constructs. Further, the square root of each variable's AVE value
is between 0.76 and 0.86, indicating discriminant validity in the measurement model of this research.

(see Table 3).
Table 3. Construct measurement in the survey.
Measures construct Cronbach's a AVE
Perceived value 0.88 0.84
Perceived enjoyment 0.82 0.79
Perceived informativeness 0.78 0.76
Presence 0.75 0.82
Consumer experience 0.82 0.78
Purchase intention 091 0.86

Abbreviation: AVE, average variance extracted.

4.2. Measurement model fit

Table 4 shows the measurement of the relevant overall model fit for further analysis. The chi-
squared test yielded chi-squared values of 882.64 with 668 degrees of freedom (p = .00.) Model fit
indices values show the mean square error of approximation (RMSEA) = 0.057; goodness of fit index
(GFI) = 0.92; CFI =0.91; and normed fit index (NFI) =0.93. These values indicated a good fit for the
research sample dataset and exceeded the accepted critical values.

Table 4. Overall model fit.

Chi-square 882.64
d.f. 668
p-value 0.000
RMSEA 0.062
CFI 0.91
NFI 0.93
GFI 0.92

Abbreviations: CFI = comparative fit index; GFI = goodness of fit index; NFI = normed fit index;
RMSEA = root mean square error of approximation.

4.3. Structural model

This research used CFA and path analysis to test the theoretical model. The proposed structural
model supported eight hypotheses (H1). Perceived value positively affects consumer experience
(H2). Perceived enjoyment positively affects consumer experience (H3). Perceived
informativeness affects consumer experience positively (H4). Perceived value influences purchase
intention positively (H5). Perceived enjoyment influences purchase intention positively; (H6).
Perceived informativeness affects purchase intention positively (H7). Presence influences
purchase intention positively, and (H8). Consumer experience influences purchase intention
positively. Table 5 presents the path analysis of the structural model, and the results support all
research constructs.
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Table 5. Path analysis results.

Path Standardized path estimate t-value Significant

HI1: perceived value — consumer experience 0.52** 4.78 s
H2: perceived enjoyment— consumer experience 0.62**  6.92 s
Ha3: p'.erceived informativeness —consumer 076" 581 s
experience

H4: perceived value — purchase intention 0.52** 7.42 s
Hb5: perceived enjoyment— purchase intention 0.82* 8.15 s
H6: pérceived informativeness —purchase 056" 623 s
intention

H7: presence— purchase intention 0.63* 4.32 s
HB8: consumer experience— purchase intention 0.81**  5.15 S

Note: All t-values are significant at *p <.05; **p <.01. Abbreviation: s, significant.
4.4. fsQCA

Before performing the fsQCA, research was conducted to calibrate the data (Ragin, 2008;
Woodside and Zhang, 2013). The measurement items were calibrated into fuzzy sets for three cut-
off points (0 = no set membership, 0.5 = crossover point, and 1 = full set membership) with values
ranging from 0 to 1(Fiss, 2011). The data were calibrated to the values of 0.05, 0.50, and 0.95 as the
three thresholds, and transformed the variables into calibrated database sets for full memberships,
crossover points, and non-membership. Table 6 presents the calibration results for the research

constructs.
Table 6. Data Calibration.
Configuration element Fully-in Crossover Fully-out
(range) (95%) (50%) (5%)

Perceived value 6 4 2
Perceived enjoyment 6 4 2
‘ Percel'ved 6 4 5

informativeness
Presence 6 4 2
Consumer experience 6 4 2
Purchase intention 6 4 2

Calibration thresholds: fully in=top quartile, crossover=median, and fully out=bottom quartile.

The FsQCA examines necessity analysis with a consistency score of above 0.9 (Ragin, 2008).
Perceived value, enjoyment, informativeness, presence, and consumer experience are necessary
conditions to explain a high level of purchase intention (see Table 7). A low purchase intention
analysis confirmed that the absence of perceived value, perceived enjoyment, perceived
informativeness, presence, and consumer experience conditions yielded a lower level of purchase

intention.
Table 7. Analysis of necessary conditions for predicting purchase intention.
High purchase intention Low purchase intention
Configuration element  Consistency Coverage Consistency Coverage

Perceived value 0.9463 0.8217 0.7036 0.2481

Perceived enjoyment 0.9532 0.8782 0.7425 0.2367
 Perceived 0.8437 0.9251 07786 0.2356
informativeness

Consumer experience 0.8659 0.9357 0.7106 0.2345

Presence 0.9076 0.9139 0.7323 0.2184
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In this study, fsQCA examined how perceived value, perceived enjoyment, perceived
informativeness, presence, and consumer experience are necessary or sufficient conditions for the
outcome of purchase intention; further, these research constructs appear essential and adequate for
predicting purchase intentions. The overall solution coverage indicates that causal conditions account
for 92% of the membership in the higher purchase intention solutions, while the outcome condition
accounts for 77% of the membership in the low purchase intention solution (see Table 8). The
solutions for higher purchase intention samples for consumers exhibit high consistency and solution
coverage. Thus, causal conditions, including perceived value, enjoyment, informativeness, presence,
and consumer experience, are necessary and sufficient for higher purchase intention. The fsQCA
results are presented in Table 8.

Table 8. Sufficiency analysis for high purchase intention.

Raw Coverage Unique Consistency
Coverage

Perceived value (PV) 0.543245 0.047464 0.895963
Perceived enjoyment (PE) 0.387542 0.013284 0.915397
Perceived informativeness (PI) 0.345741 0.038538 0.921825
Presence(P) 0.387282 0.013732 0.915976
Consumer experience (CE) 0.248482 0.003278 0.934496
~PV ePE e ~PI 0.249102 0.049193 0.737652
PV e ~PE e ~PJe P 0.207365 0.024365 0.736458
PEePleP e ~CE 0.213628 0.026439 0.759273
PV e PE e Pl e CEe ~P 0.236701 0.028752 0.928563
PV e PE e PI e Pe ~CE 0.224075 0.028752 0.914056
PV e PE e Ple Pe CE 0.328314 0.032506 0.941538

Solution coverage: 0.9276; Solution consistency: 0.8475; The symbol "~" stands for "absence of.".

Table 9. Sufficiency analysis for low purchase intention.

Raw Coverage Unique Consistency
Coverage

Perceived value (PV) 0.328735 0.065082 0.725583
Perceived enjoyment (PE) 0.220675 0.047534 0.754906
Perceived informativeness (PI) 0.375642 0.017654 0.714322
Presence(P) 0.218672 0.072563 0.822868
Consumer experience (CE) 0.367842 0.016495 0.715322
PE ¢ ~CE 0.286594 0.082597 0.823408
~PV e ~PE e ~PI 0.206455 0.048753 0.913845
~PVe ~PE e~Pl e~DP ¢CE 0.374328 0.074028 0.938692
~PV o ~PE e~ P[] e~ CE oP 0.270643 0.072561 0.906571

non

Solution coverage: 0.7751; Solution consistency: 0.7526; The symbo stands for "absence of.".

5. Discussions and Implications

Advances in AR/VR marketing applications have attracted considerable interest. The AR is
increasingly deployed in retail settings. This research finding provides empirical support for the SDT
as a guiding framework for understanding how to influence purchase intention in the fashion brand
context, focusing on the purchase intention effect after an AR/VR usage application. This result is
consistent with previous studies that found AR/VR marketing is a driving strategy for improving and
increasing consumer purchase intentions (Erdmann, Manuel Mas, & Arilla, 2021; Pantano, Rese., &
Baier,2017; Qin, Peak & Prybutok, 2021; Rauschnabel et al. ,2019). Pantano, Rese, and Baier (2017)
and Papagiannidis et al. (2014) recognized the psychological and cognitive factors influencing
consumers’ acceptance and adoption of innovative marketing technologies and supported the
purchase decision from the AR and VR service technologies application. In addition, this study
highlights the roles of consumers’ perceived value, enjoyment, informativeness, presence, and
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experience as important determinants of purchase intentions. The research findings reveal that
fashion product purchase intentions are influenced by multiple factors.

The results show that AR and VR service technologies consumer experience positively impacts
consumer purchase intentions, such as increased curiosity, interest, inspiration, enthusiasm, surprise,
expectation, and satisfaction. Previous researches emphasize the importance of AR/VR service
technologies for enhancing the consumer experience for better organizational performance (Chen &
Dubinsky, 2003; Papagiannidis et al., 2014; Rauschnable et al., 2018 Wang and Chen, 2019). Therefore,
the empirical research incorporates some research constructs related to the SDT to develop a research
model to examine how AR and VR service technologies influence consumers’ psychological
responses to interact with the product and make purchase decisions.

Although AR/VR service technologies are relatively new in Taiwan, the research results suggest
that these systems attempt to influence consumers’ attitudes toward value, enjoyment, and
informativeness. Taiwanese consumers appreciate innovative service technologies, and the data
analysis demonstrates their comfort in using the new technology when perceived value, enjoyment,
informativeness, and consumer experience influence their purchase intention. In particular, this
study finds that value, enjoyment, and informativeness are antecedents of consumer experience,
which, in turn, affect purchase intention. The results show fashion brand retailers in Taiwan with
AR/VR applications supporting physical and online shopping influence consumer buying decisions.
Taiwanese fashion brand retailers have developed and adopted a new AR/VR application technology
that positively influences consumer purchase intentions and decisions. The study of fashion brand
retailers considers consumer interactions with AR/VR applications as a shopping experience by
focusing on perceived value, enjoyment, and informativeness as the most important elements of the
AR/VR application.

Considering it is essential to examine consumers’ perceptions of VR/AR service technology
applications, this study investigated the influence of AR/VR service technology usage on fashion
brand consumers. It focuses on consumer experience and purchase intention of AR/VR service
technologies. The conceptual model examines the research constructs for psychological
characteristics (perceived value, enjoyment, informativeness, presence, and consumer experience)
rather than the technology acceptance model (TAM), including ease of use, usefulness, attitude, and
behavioral intention research constructs and variables. In summary, fashion brand retailers should
introduce AR/VR systems to support the consumer experience and enhance purchase intention.
Therefore, fashion brand retailers should develop interactive AR/VR service systems as a new
marketing strategy.

Perceived value, enjoyment, and informativeness positively affect consumer experience.
Consumer experience can enhance consumer value, enjoyment, and informativeness. Consumer
experience can facilitate comparing products using AR/VR service technology applications.
Therefore, service providers should also suggest customized schemes based on customer needs and
highlight the importance of marketing plans for AR/VR service technology applications.

This study combined SEM and fsQCA to examine the proposed research hypotheses. The SEM
and fsQCA enrich the understanding of how perceived value, enjoyment, informativeness, presence,
and consumer experience explain a consumer's purchase intention. The SEM analysis indicates that
perceived value, perceived enjoyment and perceived informativeness, presence, and consumer
experience positively affect purchase intention, while the fsQCA findings show that these cognitive
factors should always be combined with purchase intention. The results show that perceived value,
enjoyment, informativeness, presence, and consumer experience are not individually relevant and
must be combined to predict purchase intentions.

This study also provides insights when employing SEM, and the fsQCA complement and
contributes to the existing literature. The SEM and fsQCA methods examine the antecedents of
purchase intention through a symmetric theory approach (Ragin, 2008). The fsQCA provides
important and detailed information about higher or lower purchase intention segments for necessary
and sufficient conditions. Decision-makers can understand the differences in purchase intention
among different consumer segments. The FsQCA operationalization of the SDT model with an
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adjective semantic differential segmented group offers a better cause analysis of AR/VR service
technology applications supporting the validity of the basic SDT model. Hence, SEM combined with
the sQCA model is preferred over the single model. Empirically, this study combines the SEM and
fsQCA models for better predictive accuracy.

This study examines consumer differences and similarities across segments based on their
psychological responses towards AR/VR service technologies application in fashion brand retail
using fsQCA. The purchase intention heterogeneity was examined by employing fsQCA. It was
found that consumer heterogeneity exists in consumers’ psychological perceptions of AR/VR service
technologies. This study identifies the commonalities and differences between low and high purchase
intention segments by employing fsQCA to predict consumers’ purchase intentions and examines
the combined conditions of perceived value, enjoyment, informativeness, presence, and consumer
experience. Consumers with high purchase intentions have a greater positive response towards
AR/VR service technologies and higher perceived value, enjoyment, informativeness, and presence.
Perceived value, perceived enjoyment, perceived informativeness, presence, and consumer
experience are necessary to enhance consumers’ purchase intentions from the fsQCA. Accordingly,
the research findings indicate that perceived value, perceived enjoyment and informativeness,
presence, and consumer experience are necessary and sufficient conditions to enhance consumers’
purchase intentions. These findings support SDT and reveal that a consumer’s perceived value,
enjoyment, informativeness, presence, and experience are necessary and sufficient to predict
purchase intention. Consistent with the fsQCA results, firms should focus on understanding
consumer attitudes and intentions toward AR/VR marketing. Future AR/VR marketing consumer
research should examine consumers’ perceived value, enjoyment, informativeness, presence, and
consumer experience as psychographic variables to enhance purchase intention for AR and VR
service technology applications.

From a theoretical perspective, the results shed light on the affective factors influencing purchase
intention in marketing and information management literature. This study extends the previous
research explaining how consumers perceive VR and AR in fashion brands. Despite the application
of ARVR service technologies by retailers worldwide, previous studies show that consumer attitudes
towards AR/VR service technologies as management and marketing strategies are not always
positive (Roggeveen et al., 2020; Pantano et al., 2017). However, the research findings indicate that
AR/VR service technologies applied to marketing strategies can have positive motivations and
attitudes towards consumers’ experiences.

This research identifies relevant variables and adopts them from the AR/VR domain to further
understand consumers’ purchase intentions in the fashion brand market. Among the research
constructs, perceived value and enjoyment, perceived informativeness, presence, and consumer
experience influence were tested as determinants of purchase intention toward fashion brands.
Contrastingly, perceived value and enjoyment and perceived informativeness are examined as
determinants of enhancing the consumer experience in the fashion brand context. The research
findings regarding the significant factors are suggested for future research on purchase intentions
toward fashion brands.

This study demonstrates that perceived value, enjoyment, informativeness, presence, and
consumer experience positively affect purchase intention. This strengthens the SDT, arguing their
satisfaction with psychological characteristics in the virtual environment and how to facilitate
purchase intention. The research results are consistent with other studies in the literature, which
show that consumers’ attitudes could determine their purchase intention (Dacko, 2017; Lin, Tsai &
Chiu, 2009; Sarantopoulos et al., 2019). The AR/VR service technologies for marketing applications
can be coordinated to develop and implement successful marketing programs (Manis & Choi, 2019;
Scholz &Dulffy, 2018). These results shed new light on previous studies by Rauschnabel et al. (2019)
and Schnack, Wright, and Holdershaw (2019), showing that consumers’ psychological factors can
influence their purchase intention to stimulate retail AR/VR service technology development. The
research found that psychographic factors influence the technological adoption of AR/VR services.
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Regarding practical implications, this study considers AR/VR service technologies as a
marketing strategy and offers important practical implications for fashion brand retailers. The
research segments high and low purchase intention consumer groups to identify the heterogeneity
of consumer attitudes toward AR/VR service technologies. The results show that consumers react
differently to AR/VR service technologies applications, from low to high purchase intention. Fashion
brand retailers can leverage critical resources to communicate the value of AR/VR service
technologies and assist consumers. They should ensure that AR/VR service technology is high value,
enjoyable, informative, and has a good presence and consumer experience to increase consumers’
purchase intention. These practical implications are important for future AR/VR service technology
applications in the fashion brand context.

The results revealed the relative importance of all significant factors identified through research
hypothesis testing by employing SEM and FsQCA. Among the significant determinants of the
purchase intention of fashion brands, attitude investigation is important for strategic decisions
regarding the perceived value, enjoyment, informativeness, presence, and consumer experience.
Accordingly, consumer experience is the most critical factor for fashion brands, affected by perceived
value, enjoyment, and informativeness. Therefore, fashion brand service providers should consider
the important psychological factors of these research results.

This study has practical implications for retailers and marketers to invest in AR/VR service
technologies. Since AR/VR service technologies specifically lead to beneficial effects, it is
recommended that investors invest in AR/VR service technologies applications to enhance consumer
experience and purchase intention. This study demonstrates the positive effects of informativeness
as a marketing strategy. The high purchase intention segment significantly and positively affects
psychological attitudes toward AR/VR service innovation applications. Hence, fashion brand
retailers have opportunities to promote the benefits of AR/VR service technologies to consumers.
Purchase intention can be enhanced through consumer perceptions of value, enjoyment,
informativeness, and presence in AR/VR service technologies. Consumers have a better experience
of their purchase intentions. This research finding supports fashion retailers’ development of
necessary AR/VR service technology applications.

The sample data for this research were collected between April and June 2022 in Taiwan. During
this period, the COVID-19 pandemic strongly affected the global economy (Gordon-Wilson, 2022;
Kursan Milakovic, 2021). This study demonstrates that consumers’ purchase intentions can be
enhanced through perceived value and enjoyment, perceived informativeness, presence, and
consumer experience in fashion brands during the COVID-19 pandemic. The research also guides
decision-makers to invest in AR/VR service technologies to improve consumers’ purchase intentions.
The research findings motivate marketing managers and/or CEO to invest in AR/VR service
technologies during and after COVID-19. The results also help us understand that consumers can use
AR/VR service technologies and applications for their shopping experience. Consumers can gather
information about products from AR/VR service technologies applications, which can be used to
strengthen their purchase intentions.

6. Conclusions and research limitations

The research objectives shed light on AR/VR marketing issues, on which little research exists for
AR/VR service technologies application in the information management literature. Therefore, this
study obtains findings that answer three key questions: How do the antecedents of VR or AR service
technology applications affect consumer experience in the fashion brand context? What are
consumers’ purchase intentions using VR or AR service technologies in the fashion brand context?
Which factors influence the results of consumers’ purchase intentions for the AR/VR service
technologies application in the marketing plan? The research findings show that perceived value,
enjoyment, informativeness, presence, and consumer experience positively affect purchase intentions
when using AR/VR service technologies. Finally, the results highlight that perceived value,
enjoyment, and informativeness affect the consumer experience. Regarding the impact of the AR/VR
consumer experience, the results show that AR/VR consumer experience positively impacts
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consumers’ purchase intention in terms of increased curiosity, interest, inspiration, enthusiasm,
amazement, expectation, and satisfaction.

This study had some limitations. First, only fashion brands in Taiwan are examined, limiting
industry-wide generalizability because customers may have varying attitudes toward the AR/VR
shopping experience. Accordingly, future research should extend to another industry or national
context to provide additional perspectives. Second, the research investigates Taiwanese fashion
brand consumer samples, mainly focusing on a certain age range (between 16 and 35 years). This
range of young respondents answered the questionnaire because of the extensive use of AR/VR
service technologies applications; however, this might limit the research performance to a general
public sample. Empirical evidence from older consumers with higher incomes should be used in
future studies. Third, the sample in this study was sufficiently large for SEM and fsQCA to obtain
valid empirical results. However, future research should obtain a larger sample set and collect more
data to increase predictive validity. Given the vast diversity of this fashion brand market, future
studies should focus on the effect across countries from different consumer cohorts to explore the
different segments of AR/VR service technologies applications. Fourth, the research model developed
only six research constructs; therefore, this study did not include the impact of other important
factors, such as loyalty and technological characteristics. These variables should be considered in
future studies. Future studies should examine other research constructs and variables to evaluate
indicators impacting consumer purchase intention. Finally, another research limitation of the survey
is that the questionnaire is a self-reported measure of consumers’ responses owing to constraints of
the survey's administration to respondents from an online survey. Future research could collect open
and secondary data sources to obtain the views of AR/VR service technologies consumers.
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