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Investigating Consumers' Attitudes and Usage
Intentions towards AR by Integrating
Technological Readiness and Theory of Planned

Behavior



EF £

A S Y 0 E PR3 9 8 (Augmented Reality, AR)F B4t AR E R~ IR A 5
BE A RS ERLFR KA O AR R P AN s TR 2 i B
FHA LR LRAABFE o HNF LR LR ARZ TS 0 R ¥R
Fic o M@ 2o BauRfE o Fp ATy 3 i & (Technology Readiness, TR)
g PAR BB AR T XD FEOEFEE P AR RET A AR RS
B RBIZ T EF B E IR AL P IR R AR 2 8 AR

A

AFTHEY PR{AIRE D ZEFA L WP HEF R EE 7 5 2% (Theory
of Planned Behavior, TPB) % 4 B* ¥ k3 eh e > fI* 2 i g7 B2 22702 0
»etk Afci 365 i 0 FE* AMOS 22 it {7 % 4 > A2 03] (Structural Equation
Modeling, SEM) A4 47 = £ § % % 43 91 B % % BLbE 8 87 A13T 400 5 35 AR £ 3t

e RALFIEPL  FRAD L ORFTEE R RS R LH -

3

o AR BRAAEEBEHERY LRIZRE R LRTHER Y LRI B EF

BN ER o

MET P PHERR P EFSER - AAIR T AW R EE



Abstract

In the realm of e-commerce, implementing Augmented Reality (AR) enhances
consumers' perception of product value, consequently impacting their brand loyalty.
However, consumers' inherent psychological factors significantly influence their
acceptance of this technology. Despite its potential, existing literature on consumer
behavior within the retail sector regarding AR adoption remains fragmented. Therefore,
this study investigates how consumers' intrinsic technological beliefs—measured through
Technology Readiness (TR) dimensions, including optimism, innovativeness, discomfort,
and insecurity—affect their attitudes and intention to use AR. Understanding these factors
Is crucial for predicting and comprehending AR technology adoption, aligning with this

study's objectives.

This study employed convenience sampling through online platforms, utilizing
Technology Readiness and the Theory of Planned Behavior (TPB) as the framework for
questionnaire design. Measurement utilized the Likert five-point scale, yielding a total of
365 valid responses. Structural Equation Modeling (SEM) analysis using AMOS 22
indicated that consumers' optimism and innovativeness positively impact their attitudes
toward AR technology. Specifically, innovativeness significantly drives usage intention.
Additionally, AR attitude serves as a mediator between consumers' optimism and usage
intention, as well as between innovativeness and usage intention.
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