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The Effect of AR Technology's Convenience on Purchasing
Intentions in Mobile Shopping: Focusing on the Regulation Effect of
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Abstract This study, centered on mobile phone purchasers, verifies the effect of AR technology's
convenience in consumer mobile shopping on consumers' intentions by focusing on the regulation
effect of purchase satisfaction. According to the results of the hypothesis of SPSS, convenience has a
positive (+) effect on both purchase intent and purchase satisfaction, and purchasing satisfaction plays
a partial regulatory role between convenience and purchase intention. The results of this study are
expected to provide users with various information using AR technology quickly and accurately in
mobile shopping, thereby enhancing consumers' trust, providing pleasure, causing users to purchase

intention, and realizing the untapped marketing effect more specifically.
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Table 1. Result of Convergent Validity

Variables loading clsen SD Cronbach’a AVE
value
Conl 0.836
Con Con2 0.862 2,354 1.068 0.870 2.990
Con3 0.782
PUI1 0.803
PUI PUI2 0.646 2.072 0.875 0.816 3.171
PUI3 0.711
SATI 0.727
SAT SAT2 0.812 2.295 0.919 0.755 3.058
SAT3 0.843
1=
4.3 gaA 4

3
H4Eo AAAAS B3 2y}, A, o=
4 T ETe fo3 AEdaAE 2t (r=0.496,

p<0.01; r=0.457, p<0.01). Table 2= &4 A} Fo|t}

gender .059 1.229 .036 .866 1.010
age 078 1.569 021 473 1.101
job —.075 —1.497 —.036 —.817 1.106

education .066 1.367 .059 1.400 1.042
monthly

average —.076 —1.525 —.085%* -1.971 1.088

income

convenience 49 3o 11.698 1.028
R2 021 .258
AR2 .010 .247
F 1.881 24,867

"p<.05, "p<.01, ""p<.001
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Table 4. Results of Hypothesis 2

Dependent Variable: Purchase intention

step2 step3 step4
Table 2. Results of Correlation Analysis ! b ‘ b ‘ VIE
gender | -054 | 1145 | .011 | .236 | 029 | .653 |1.051
1 2 3 age 106 2.188 .092 | 1.937 082 1.774 | 1.096
CON - job —.052 | —1.052 | —.070| —1.459| — 066 |-1.412|1.126
PUI 0.49 6% - education | -021 435 016 342 007 145 |1.045
SAT —0.099+ 0.45 7w - monthly

ki p< 001, #x:p<.01, *p<.05
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Table 3. Results of Hypothesis 1

Dependent Variable: Purchase intention

stepl step2
B t B t VIF

average .031 .636 .050 | 1.056 .040 .873 | 1.100
income

COMVEMENC| o 0wsx | 4.237 | 078 | 1.492 | .104* | 2.058 | 1.331

e(A)
Sa“f%‘f“"n 2616w 4,987 | 236w | 4.612 | 1.348
Interaction 235wk | 5,276 | 1.022
(A X B) : : :

R2 066 117 171

AR2 053 103 156

F 5.07 8w 8. 146w 11,053+

"p<.05, “p<.01, "p<.001
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Table 5. Result of Path Analysis

XA F Atk Table 55 &4 2

Path

B

result

H1: CON — PUI

0.493

support

H2: CON # SAT — PUIL

0.102

support

#xp<,001, **:p<.01, *p<.05
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