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ABSTRACT

In this study, the AIDA model (attention, interest, desire, and behavioral
action) and TAM (technology acceptance model) were used to explain the
behavior of consumers of sports products through augmented reality
shopping applications familiar on social media. Thus, the present study
aimed to investigate the impact of social media on the process of using
augmented reality shopping applications by customers of sports
products emphasizing the AIDA and the TAM maodels. The present study
was descriptive and correlational in terms of nature. Convenience
sampling was used. The samples were selected among those who
were familiar with augmented reality shopping applications through social
networks and had experience using augmented reality shopping
applications. AIDA and TAM model questionnaires were used as research
tools. To analyze the data and assess the direct and indirect effects of
variables, structural equation modeling was used in PLS4 software. The
results revealed that attention and interest have a positive and significant
impact on behavioral beliefs in the technology acceptance model. Thus, it
can be concluded that social media acts as an external element in the
process of accepting augmented reality shopping applications. It promotes
a mediating role in creating the desire to use applications by positively
affecting users' attitudes toward accepting new technology. The promotion
of augmented reality shopping applications in social networks can
facilitate the process of familiarity with using these applications. Research
and development companies in Iran can draw the attention of users toward
the use of these platforms by adding various sports options to the product
menu of augmented reality shopping applications.
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Introduction

Social media platforms have revolutionized the way the world creates, shares, and consumes content. The
unique features of social media, such as ease of networking and instant access to domestic and international
information, have turned various platforms into very powerful multipurpose tools. Augmented reality (AR)
shopping applications are a new technology that provides realistic and interactive experiences to customers.
They can improve the limited services offered by online sports retailers and improve the overall shopping
experience. However, despite their potential benefits, the actual usage and adoption of AR shopping apps
among the general public are still not favorable. This research examines the impact of social media on the
process of using augmented reality shopping applications by customers of sports products to use AR
shopping programs in an integrated form.

Methods

The current research is one of the few according to its practical purpose and in terms of the type of
data. It is also one of the descriptive studies of the correlation type that were conducted in the
field. Customers of sports goods who learned about augmented reality shopping apps on social
media and had at least one experience using them to purchase sports goods made up the statistical
population of the study. The research samples that met the requirements to be included in the
study were chosen from the statistical population by sharing in the virtual environment. The AIDA
model questionnaire (from Hudson et al.,, 2011; Lin and Huang, 2006; Strong, 1925) and the
technology acceptance model questionnaire (from Choi and Toten, 2012; Lopez-Nicolas et al.,
2008) were the research instruments used. According to Cochran's sample size table, the statistical
sample was considered equal to 384 people. The method of data collection was electronic; the
researchers designed an electronic questionnaire online and distributed and collected the
questionnaires through social networks. After collecting the questions, 412 questionnaires were
collected, with 384 questionnaires being evaluated after the first screening. Cronbach's alpha
coefficient was also utilized to test the reliability of the questionnaires. After analysis, the
Cronbach's alpha of the questionnaires used in the research was determined to be above 0.7. In
order to measure the direct and indirect effectiveness of variables, structural equation modeling
was used in pls4 software. Smart PLS structural equation modeling is considered suitable for the
analysis of complex research models and is proposed as an estimation framework that incorporates
relevant theories and empirical data.

Results
The following results were obtained from the data analysis
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Figure 2. (Final research model)



Table 1. Coefficient of determination (R2) and (Q2) and model fit (SRMR-NFI)

. Predictive communication Predictive
Variables S .
cv-com communication cv-red R — square adjusted R - square
Interest 0.496 0.334 0.442 0.444
ease of use 0.410 0.303 0.437 0.439
Perceived 0.456 0.351 0.484 0.485
usefulness
attitude 0.445 0.377 0.521 0.524
Desire 0.521 0.352 0.459 0.461
intent to use 0.407 0.390 0.558 0.559
SRMR 0.073
NFI =
Conclusion

By using the technology acceptance model and the AIDA model, the present study tried to develop and
describe concepts such as perceived usefulness and consumers' willingness to use augmented reality
shopping applications. Because when creating media information, the marketer should strive to show why
augmented reality shopping apps are more attractive than other apps. It is probable that, since the Internet is
one of the priorities of consumers to obtain information, marketing efforts through advertising on social
media are inevitable. While attracting potential clients' attention, it is critical to highlight the benefits of using
applications. This research proposes supplying customers with knowledge and inspiration in an interactive
manner, with regular changes, in order to promote returning or revisiting advertising media in an online
context. Promotion of augmented reality retail applications via social networks might assist in the process of
becoming acquainted with and utilizing these applications. Research and development companies in Iran can
draw the attention of users towards the use of these platforms by adding various sports options to the product
menu of augmented reality shopping applications. More importantly, these methods can not only retain
existing consumers but also attract more potential consumers.
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Figure 1. Conceptual model of research
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Table 1. Results of confirmatory factor analysis and reliability of questionnaires

AVE R Bl Wl VI bl Syt Cognd SNl iie
rho-a rho-c
VIVAS <JAY Ya/ror Q1
YN -4y NG < IYAA VAM NN YS/AYD Q2 42,
VEVY -[AYY - /ary Q3
YAYD <MY YY/YAY Q4
-Ivs -IN¥E A JIAFY Y/\00 MY ¥5/10) Q5 &
VA0 -[AYY \DANAY Q6
VDA IND Yo F Q7 .
A -/vaa -IAA -Ivas VY- -IAYA ¥V/ALY Q8 § %L
VAYD -IAS¥ FADY Q9 “
VAY -IADY FUFYY Q10 . G
-IvYyY -IAVE -[AQY N AV -IAM FOIANY Q11 E\ £
VY NINEY \ATAYZ2 Q12 ot
¥/.55 -[A50 YAAYY Q13
AAR <IAVE - [AM -INYY AT - [AAY av/yay Q14 %\\
VAR -IAYY Yo/ay Q15
\TRR <IAA \(Val Q16
-IVV¥ -1AdD AN -[AD¥ Y/-a5 -IAVE £7/05A Q17 'S
YIYY N\ YA Q18
VIEA NN TV/AYY Q19 4
AR <IA+5 -IAA -Ivag VYN -1A0 a¥/A Q20 3
VIEAY -IAYY LAYART Q21 E.

Olsebol b eldl p> ol 6aiiS oy |y Dl 950
sl Jie a boye b SIS @ plgie JoS
sljlne 5l (o) () gl By Glmg
9 J=)98 slume (9 abliio ()AS3L u Lo»
(o S C gy o s 9 €, S )Y
ey debsl 3 (V410 sl 45 oslizal (HTMT)

1. Heterotrait-Monotrait Ratio

Jitue (gla psio VIF jlade a8 sl lis Y o> ol
R s UL‘“" 4S Cowl ol .))9])4. I\ Sy > )‘ )2@5
2 ol 00l saaliie bodly o Jedon JSie g
Hloel il yols imeh o yaite gl jedls @ls oyl
A glig,S S & g0 s 15065 0 sl
oSlee 5 IV 5l i S ye LG (a3l /Y
(VN e cohlSon g (sjing) conl /0 51 pir bl
Yl b ] canlio 35 OVl Jole )b polds



VY e oS S5 a1 elaral sladils) 5T 1, Sen g g8
S oro a3 5l ST Slaojle b (gylidle sla Jao polde &S oK .l ol i)l 55 AoME & jgody
e ¥ o ¥ Jglis 50 aiS o dlpiuiun i aliie D) dg g S8 Ll M il SLHTMT
G W o>)9T oy sbaylxe i 1y o/ sl ke (V+10) o hhlsSen 5 Jluin
(HTMT) ciao SS-caigyn o Sawen .V Jgoa
Table 2. Heterotrait-single-trait correlations (HTMT)
2 Joo bﬁ, aBile §0dgu 83Ul gpens ary
d
-ISYY 03! gt
<A N SXodgm
-IAYD IAY -1V addle
< IVY- - AD AF .15V o3liiw! sl
A Ni7as -IAS0 <IV¥ -/ava Jw
IAVE - IAYY -I550 -Ivoa <A -/ova pRgLd
Gl g yo jlado | eSS adlllas Tobw > o ol 1y /A u5 HTMT  yolds
HTMT
abliio (5,135 5L s yile Y Jou
Table 3. Cross loading matrix
oSS Jao o3liw! ad e ENed g odlw! Cgpuw g
<IYAN -Iyoy Nirat NI -I¥YY -IYFE <AV Y g
-IfeY fe <I¥V- - /0¥ JEeY -I¥FY +[ADA Y dngd
A -/¥¥ -I¥VY I8N -I¥¥5 AL <IAYY Yoy
-00f N -[0sY -ISYE Nian -IAYD -/FFa Y Cgpw
+[BAA -I¥Y¥ o /vy -foy - AR NAnle Y Cgpew
<[5 -10+A - /0¥ -[oF- -fovy N /Yy ¥ Cgpew
- ooy -IVO¥ Niad -I5Y8 -IABY -/ova Niral Y Ghodgm
<[oF- -I5YY < [BAA < [BAA 1M -[oAS -/¥Y Y Svwedgw
-/¥AD -loss -[BVY ISA -IAYA AN -/yof ¥ g\odgm
-Jovy -[5\Y Nars < IAMY -[s0Y -[sov -[o¥¥ ) adMe
-[¥08 -[ony -[OVA < /AAY -5 -[onY -Josy Y ade
AR -[ova -lo-5 < JA¥¥ -JovE -Jovy - I5Y0 Y adde
-I5YY -[5\F </AYA -/oVF -JovE -[o0s </¥YY ) wad
IS\ ey [N 5oy /#\0 -/a-0 AR Y nad
<Yy NN </AYY DAZN) N g RARN Y aad
NI [ASA VAR -[boY -[5AY <[OYA < J¥a- A
<[05A NN Nz <IEVA Nt -/avy AR Y Jso
VAR - IAA¥ <15V -Jovs /508 -[0¥Y < /¥AA ¥ Jwo
-IASD -1BY -I5¥Y <I¥Y -1BY -I$+A i ) oS
<[AAY <184 -150v -[¥55 -1o¥0 <18 A </¥YY Y oSS
<AV i) <1¥0Y -[DVY -[oY¥ -100# <J¥VY ¥ S




WYY

VEF Sl OFV ol epgms olasd omdlsd Sl sbiyg sloailis; 1> Slbli)| cu o sols acklad

9 151y oy comliie obl (8 2l ggeme)
o e > & WS e Slhaidy g 20l 1) [ Sen
lgiss bl ol sl o 4l adlllas (¢ Sl
sloans b oigal sl (F Jgin) (3900 S byl @

by adlas

lagsize (o )s IS0 45 o oL ¥ Jgis gl
sl b) gblite (IS0 1 jd (laky 0als sdalin
2 eopl g ooode ed o al a5 dgr (bais pSojlul
Yubar S5y y90 AVE 3lie oS)Y g byed (o)

o) s FLe Do Ui (p SNamed o pd 5l
(VY o han 5 ) ol casbie SSE el

OigR Jda sl e b basye laand b Eo)lel g puus o ol ¥ Jgu
Table 4. Path coefficient values and t-statistics of hypotheses related to research model paths
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Figure 2. Final research model
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Table 6. Coefficient of determination (R?) and (Q?) and model fit (SRMR-NFI)
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