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Abstract This study derived the quality factors of AR applications in mobile shopping and examined how
these AR quality factors affect the customer's experience and satisfaction. Beyond product quality
assurance, in modern society, the customer's experience in shopping is also an essential factor in
maintaining customer satisfaction and loyalty. Therefore, based on Pine and Gilmore's experience model
(entertainment, education, aesthetic, and escapism), this study explored the interrelationship among AR
technology quality, four areas of experience, and customer satisfaction. The AR technology quality
factors are system quality (visual quality, visual appeal, and augmentation) and service quality (organized
system, reliability, and responsiveness). Specifically, AR technology quality affects customer satisfaction
through absorption (entertainment and education) and immersion (escapism and aesthetic) experiences.
A survey was conducted to verify the hypothesized research model in this study. An analysis of 295
questionnaires found that AR technology quality significantly impacted absorption, immersion, and

customer satisfaction.
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Table 1. Unidimensionality test

Standardized Cronbac

factors 8 (t-value) b alpha Mean AVE1l  CCR2
VV1 81 (fixed)
VV2 .86 (16.25)
V3 77 G42) .88 3.90 .65 .88
VV4 78 (14.42)
VA1 .79 (fixed)
VA2 75 (11.43) .81 4.00 .58 .81
VA3 .75 (11.40)
AUG1 77 (fixed)
AUG2 73 (11.28) .78 4.02 .55 .79
AUG3 73 (11.27)
REL1 75 (fixed)
REL2 78 (11.20) .79 3.80 .56 .79
REL3 .72 (10.69)
RES1 .81  (fixed)
RES2 .65 (10.15) 77 3.96 .55 .79
RES3 76 (11.44)
SYS1 .77 (fixed)
SYS2 75 (11.90) 77 4.04 .52 .76
SYS3 .68 (10.85)
ENT1 .73 (fixed)
ENT2 .68 (10.22) .78 3.93 50 .75
ENT3 .70 (10.47)
EDU1 77 (fixed)
EDU2 74 (11.89)
EDUS 72 (11.49) .82 3.89 .54 .83
EDU4 72 (11.48)
ESC1 .69 (fixed)
ESC2 74 (10.56) .79 4.06 51 .76
ESC3 71 (10.24)

EST1 .76 (fixed)
EST2 71 (10.05) 81 412 .53 .77
EST3 72 (10.15)
SAT1 75 (fixed)
SAT2 72 (11.92)
SAT3 75 (12.35) .85 4.04 54 .85
SAT4 74 (12.13)
SATS 70 (11.57)

Notes: 1. AVE, 2. CCR: Construct Reliability

3. VV(visual vividness), VA(visual appeal),
AUG(augmentation), REL(reliability), RES(responsiveness),
SYS(organized system), ENT(entertainment), EDU(education),
ESC(escapism), EST(esthetic), SAT(satisfaction)

5317 S5 FAMEE 2kl 9
A%53M= Amos 22.02 &8
7} 714H AR Ak
HojZ Qltk 2% = 469.08, df
= 244 (p < 0.001); TLI = 0.90: CFI = 0.91; RMSFA = 0.05.

AR 71&E4o] o= Ao nX|= ol #3t 7

A1(8 = 0.54, p € 0.00D)F T-ZH AFo] M2l JTF
of ¥t 7H42(8 = 0.40, p € 0.001)= |3t Hog

ly
SHEo] 7o) A=t oy AET dgd A
A 9y A 7 A Al #wst 7 3(8 = 0.47,
p < 0.00D)3 712 4(8 = 0.46, p € 0.001) FA] =&
fFolgt Aoz FYEict i weF Ay g
2 A" 9 ud A 7 FAC B 7HE 5(8 = 0.30,
p < 0.00D)<} 7H4 6(8 = 0.21, p € 0.0)%= B2t A
o7 HIEo] 7Hdo] A=t vixgo R dgH
A o] A AAMZE| v|X]= FaFe] Bwit 7Hd 7
(8 = 0.40, p < 0.0 =|H AHFo] My FIPNZE
of B2 Gl T3t 714 8(8 = 0.34, p € 0.01) GA]
A2 cKTable 3%%).

Table 3. Hypotheses test result

hypothesized research model

Hypotheses standardized
P t-value  results
HI1.AR tecl.mology quality — Sqren 658 Supported

Entertainment
H2.AR technology quality — -

Education .40 5.27 Supported
H3.Entertainment—Escapism AT 5.83 Supported
H4.Entertainment—Aesthetic 46%* 5.72  Supported
H5.Education—~Escapism .30™* 4.18 Supported
H6.Education—~Aesthetic 21 2.92  Supported
H7AEs'caplsm—>C.)V€ra'll e 514 Supported
experience satisfaction
H8.Aesthetic—Overall 34 451 Supported

experience satisfaction
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Table 2. Discriminant Validity and Correlation Estimates

\A% VA AUG REL RES SYS ENT EDU ESC EST SAT mean st.dev
v .65 3.90 .54
VA .29 .58 4.00 .50
AUG 45%* .30™ .55 4.02 .45
REL 24 23" .16 .56 3.96 .57
RES 55% 33" .59 27 55 4.04 .49
SYS 25" .20 18+ 50" 23" 52 3.80 52
ENT 24 27 24 27 .26™ 23" .50 3.93 43
EDU .20%* .20%* .20™ .16™ 24 21 43 54 3.89 40
ESC 22™* 22™ .20 .23 24 .18 39 .39* 51 4.05 .50
EST 25 25" A7 16™ 23" .19 35 .28** 48** .53 4.12 45
SAT 24 25" 25 31 22 22 420 34 43 .39** .54 4.04 .49

% Off-diagonals show the correlations among the constructs: **p < .05, ** <{ .001

% Diagonals show AVE(Average Variance Extracted).
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