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Abstract

This research investigated the impact of Augmented Reality (AR) on brand equity and informed decision-
making among consumers using a mixed-methods approach. In the qualitative phase, data were gathered through
semi-structured interviews with 13 participants and thematic analysis was employed to interpret the findings. In
the quantitative phase, a questionnaire based on the qualitative results was distributed to 384 university students
familiar with AR technology.

The qualitative findings identified 3 primary categories: psychological, technological, and marketing factors.
Psychological factors included interactive pre-purchase experiences, trust, and emotional connections.
Technological factors involved realistic product simulations and integration of advanced technologies.
Marketing factors emphasized simplifying the purchasing process, personalizing customer experiences, and
mitigating purchase risks.

In the quantitative phase, Structural Equation Modeling (SEM) was utilized to assess the impact of the
mentioned factors on brand equity and informed decision-making. The results indicated that psychological,
technological, and marketing elements associated with AR significantly enhanced informed decision-making and
customer support for brands. Evaluations of both measurement and structural models confirmed the substantial
influence of AR on the research variables.

The findings suggested that brand managers had to leverage AR to enrich customer experiences, foster
stronger emotional connections, and enhance brand equity. Providing interactive experiences and transparent
information could streamline customer decision-making and increase loyalty. Additionally, investing in AR
technologies and analyzing interaction data had to be integral to the digital strategies of brands.
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Introduction

The rise of immersive digital technologies has reshaped consumer engagement, transforming how brands
connect with users. Among these innovations, Augmented Reality (AR) stands out as a crucial tool that overlays
virtual elements onto real-world environments, offering consumers richer and more interactive experiences. This
dual-layer engagement allows brands to connect with consumers on emotional, cognitive, and functional levels.
With projected market growth exceeding $90 billion by 2029, AR has proven particularly effective in sectors, such
as fashion and cosmetics, where sensory interaction is vital. While previous studies have examined the role of AR
in marketing, limited research has focused on its integrative function in shaping brand value and facilitating
informed decision-making. Additionally, there is a lack of understanding regarding AR reception in culturally
nuanced markets like the Middle East, where digital literacy and user expectations differ significantly. This study
aimed to fill these gaps by presenting a comprehensive conceptual framework that combined the psychological,
technological, and marketing dimensions of AR. By integrating consumer psychology and branding strategies with
immersive technology, the research sought to uncover how AR could significantly influence brand perception and
enhance informed customer decision-making. The findings were anticipated to provide managers and digital
marketers with practical strategies for implementing AR in experience-driven environments.

Research Background

AR integrates virtual content into real-world environments, fundamentally transforming how consumers
experience and evaluate products. By providing multisensory engagement through visual simulations,
personalization, and real-time interactions, AR can enhance brand value and mitigate the perceived risks
associated with online purchasing. Research indicates that AR positively impacts brand image, consumer trust,
and purchase intent by enriching both functional and hedonic values. However, most previous studies have
examined these dimensions in isolation, neglecting the synergistic interaction between psychological
responses—such as trust and emotional connection—technological usability—Ilike responsiveness and realism—
and marketing strategies, including personalization and digital storytelling. Consumer decision-making
influenced by cultural context, social norms, and individual traits benefits from the ability of AR to facilitate
product understanding and reduce ambiguity. Despite its transformative potential, the long-term psychological
effects and cross-industry applications of AR remain underexplored, especially in emerging economies.
Additionally, while AR fosters immersive and emotionally engaging experiences, an over-reliance on its
technological appeal may lead to diminished interpersonal interactions and increased dependence on mediated
environments. This study introduced new constructs—such as "cognitive guidance AR", "smart decision-making
ecosystem"”, and "synergistic AR experience"—to address these gaps and provide a multidimensional
perspective. These contributions aimed to enhance our understanding of the holistic impact of AR on brand value
creation and decision quality.

Materials & Methods

This study employed a mixed-methods design to thoroughly analyze how AR influenced brand value and
informed customer decision-making. In the qualitative phase, semi-structured interviews were conducted with 13
experts in AR, digital commerce, and Artificial Intelligence (Al). Thematic analysis facilitated by Atlas.ti
software identified 3 core themes: psychological, technological, and marketing factors that shaped AR effects.
This phase ensured construct validity by integrating diverse perspectives. For the quantitative phase, a
questionnaire was crafted based on the thematic findings and distributed to 361 university students familiar with
AR. Data analysis was performed using Structural Equation Modeling (SEM) with SmartPLS 3.0. Reliability and
validity were established through Cronbach’s alpha (>0.7) and Average Variance Extracted (AVE>0.5). Path
analysis was utilized to assess the impact of the three AR dimensions on brand value and decision-making.
Additionally, model fit indicators, such as SRMR and R2 values, were examined to validate the model structure.
This dual-phase approach facilitated a comprehensive understanding by merging rich qualitative insights with
empirical validation. It enabled researchers to explore complex interrelations and develop a robust conceptual
model, addressing gaps in the existing AR literature and providing actionable strategies for digital branding.

Research Findings

The qualitative findings revealed that psychological factors (trust, emotional connection, perceived control),
technological features (realistic simulation, interactive interfaces), and marketing strategies (customization,
gamification, risk reduction) significantly shaped AR impact on brand value and decision-making. In the
quantitative phase, SEM confirmed strong positive effects: psychological factors influenced decision-making
(B=0.262, p<0.000) and brand value (p=0.347, p<0.000); technological factors affected decision-making
(B=0.245, p<0.000) and brand value (B=0.118, p=0.049); marketing factors showed significant effects on both
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decision-making ($=0.310, p<0.000) and brand value ($=0.269, p<0.000). Interestingly, the direct impact of
brand value on smart decision-making was not statistically significant (3=0.040, p=0.455), suggesting a potential
mediating effect or cultural variance in value perception. Model fit was acceptable (SRMR=0.076) and R? values
demonstrated strong explanatory power (R2=0.574 for decision-making, R2=0.442 for brand value). These results
underscored the role of AR as both a cognitive guide and emotional anchor in enhancing purchase decisions.
Additionally, cultural sensitivity emerged as a significant moderator, with localized content and visual identity
enhancing user engagement. The findings highlighted the importance of context-aware AR strategies to
maximize impact in culturally diverse markets.

Discussion of Results & Conclusion

This study highlighted the transformative role of Augmented Reality (AR) in shaping brand value and enabling
smarter customer decisions. By integrating psychological, technological, and marketing factors, AR created
emotionally resonant and cognitively enriching user experiences. It enhanced pre-purchase confidence, fostered
brand trust, and facilitated personalized consumer journeys. Although brand value alone did not directly
influence decision-making, the interplay of AR core dimensions proved crucial in guiding consumer choices.
Managers were encouraged to adopt user-centric AR strategies that emphasized personalization, transparency,
and emotional storytelling. Future applications should focus on investments in culturally adaptive AR designs
and Al-powered recommendations. The mixed-methods approach of the study enhanced its theoretical and
practical contributions by providing validated models and introducing new constructs, such as “cognitive
guidance AR” and “synergistic AR experience”. However, limitations included a geographically narrow sample
and a restricted cross-industry scope. Future research should investigate the long-term impact of AR on
consumer loyalty across diverse cultural contexts and its integration with other emerging technologies. Overall,
AR is not just a digital enhancement; it is a strategic asset for creating memorable, meaningful, and intelligent
interactions between brands and consumers.
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Table 3: Summary of Theme Analysis Report
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Figure 1: Conceptual Model (Source: Research Findings)
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Figure 2: The structural model of the research in the mode of coefficient estimation
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Figure 3: The structural model of the research in the significance mode of the coefficients




VP (00) sl osbes el oslad coas sl Jlo e oI5l Sligio / VY

debe 3510 Slaobne 5 sl s b p0lie A 5
Table 9: R-Squared Values and Model Fit Indices

Estimated Saturated fit model

R Square

R Square

: oS oy
Model Model Adjusted
Y .,+v¢ | SRMR ErY L PFY BV) %, 55,
VY «8Av | d_ULS 2 N (SD)s e ka2 (6 15 pennds
« MA ‘A | d_G FEFF AVE /XL
Y51, VOV vysyvoy | Chi-Square
PN %A | NFI . ovAy | Goodness of fit (GOF)

B0l Jolse Al s O g ulal o aisl
T- o BV e [l L (BV) sy 55,0 5 (RP)
YU (s ,lskas P-Value = 0.000 , Statistic = 5.683
(B0l Jalge 457 dias e OLE bl 3503
Haumer et al. &lidss . Aiws &, S350 p 8 50
Sl osls 0L 5-5(2016) Mauroner et al. 5(2020)
Sy A sl Llg oo LSOl Ol e S
Ans SRl A 4 s laly 5 Aisu

S8 a8 251> 0 )Ll g sb g 4 p g Ad
S el S 5 e U 5
ialy O dygdr mmls Gl AL s (6 fhe ek g
S L SDM) dd g (6,8 vmnat 5 (T) (503l
P-Value = ,T-Statistic = 4.366 ¢+ ,YF0 lsle
Ssline 5 e 53U baadl ol 3,05 (g5lskae 0.000
Aol st s gp (68 el 1 (65L
5 (2022) Chen 5 (2024) Negm &oladss .S
Se@ 3 AR L gl sl aS usyls ST
gl R (6 e (58 s

SU Lo 55 S 4SO pler b b
el sl Bl 45 350 6ol lie 5 Cta
305 (T) (sl ddaly 487 dias oo OLES O Jguir

5 T-Statistic = 1.977 «+ ,\1A Llole L L BV) &,

ANBles s i

&) =4S (SEM) (g =l SY¥slae Jus @Lﬁ

oL (U enlaiul Gl L;an\:_.pjs (_)j_»)'T
i3 (AR 635551 Cmily s Slslins sla b |
Sl el OL s (6,8 sl (Siliadpp 5
Solslims e s Al Al o ) Jds

W5 s ane Ols Ll gy 5SS a

LBl il £-£-0
Jelse a8 5,ls )Ll g 5 g ol 4y Il A 8
Sl 5 e U Al S e L0l
Urir g 2 31 5 e s 5
B0l ool se Olse dlayl, 45 Aims e OLES O
ele L L (SDM) ses 2 (5 -8 oeas 5 (RP)
P-Value = 0.000 , T-Statistic = 4.186 ¢+,Y#Y
Salime 5 oo SU s nlssls oYL s lsbas
) e M g (6,8 wansd p (LB, Jolse
NegM (3 Sliion Ly ¢ oioman A8 a4l
45" Sl Ll 00 (2024) Shaheen et al. 5(2024)
AR I Jeols s 5 o sla il Lls aSTE
by 3 1) (5 e (5 S mnd Kl oo
B0l Jalse aS UL S e pss s b

S PSP 5 RS P RPN FRNCS JpgN




WY/ e 530 0 5 g e [ Siadosp 5 iy 2550 1 035530 il s (5558 30 oS5 andllas

Wl a5y 48 Ly ST 03 28 sba 5
(S tn 6 8 oS 50 o edin U
Sosline sl Gt 1l 3 4 STl ply 63,108
Wl ol du b LUl ol Sl e s s 3L
Sslize Sl SU s 4 Ll e o2 £ 5 02T
SLaSL 53 Bl iy Slad g b alie 53 S 3
Sl 5 s Lo S5 Cmnl o S 0l 6Ly 5
5 ) SLaylib L gl slis 08 S s o
Lo sl ol sl acsls (65T malgm ol s 4,2y
S oo 21y iy 55 e S 3T Al 5 o

.m;uz,alf&)::“wﬁ

O0lgile 9 (6 g8 e 1
S g5 doxs V-1
(AR)o35 551 bl ol 31 Lulows Coda b jtags !
Lo yn (5,8 oeniss 5 Ly 51 06t 25
IPBler Oy poa 5387 (b Gmaw o sr)lx
Sosmein |y ool g adly sl (S Li0ls, sl
Sladllas 1 (6ol M 1 S (h s 2 4SS
Rl les ;ST s Ve ssbar ) Jol e ol 7 (3
_ &S ,>e) SOR - Jie el gl i
4S sl ) Sl T 5 g oS 5 e ('c_wg_mgtf)\
5 e emD 51 6 sls S1a S e oy Sl 5
S B 62,208 5 ale s o) 5B el
5O Jdou) el s 2,3 S0,
Lo, wals ) Ol ol (bt b SV slas (5L e
Ot 9335 51l ol oo g 51 sy
orlde (B me s &1l s ate Ol Julad 1 (6 5 Gaes
AR i Syl 5 AR gl 3len & 2 0
Sl st (Ao 05 dnn g Sl ¢ s ol

o Jlaws ob5L )5 0393 Caadly ow )

5B ol & L s 03415 (g lslas P-Value = 0.049
Haumer et al. Slagss .Col Lol g,y sl 51 SCans
S 45l L.Sb ;5 (2024) Shaheen et al. ,(2020)
Ml Al 5 0 AR Uile 4l 5T 5 (slangs sl
il I8 5T W ) s s s | (6t

AU Ll e L5l & L S ey 855
abls (g e Lindi ga (5 S mndd (6 I3kan 5 oo
(M) (2L s5b o iy o Jsulr gl il S
¥V ale 5L L (SDM) di pa (6,8 vmnad 5
«1>Las P-Value = 0.000 , T-Statistic = 4.513
oot A ool5b a8 s e Ol el pl sl
1 (5t diaigp (58 mnsd (6,185 )
Nallasivam & 4 (2024) Shaheen et al. &YLas
e 2Lk 48T WG ls STE 55(2022) Kiran
STyl T (g rie dﬁ?m@,uljs@&,ju

3l a8 s s o)Ll S ol ot i
Bl sls A5y 35 solsbiae 5 e ST 5 oo
Ay s (M) bk o daly O Jsir s g1
P- 5 T-Statistic = 4.363 ¢+,Y#4 le ,L L (BV)
P =L ol sl YL (slslas Value = 0.000
S e A B s 35 1 bl lsliee 5 e
+(2016) Mauroner et al. 5(2022) Chen Silagss
25 A5 o S50 e LSk &S lesls Ol
a3y 350 5 ST s 5

3 ote S0 Ly 58S 0 Ol i 405
L 315 (6 e e g s~ o Sololiae
3 BV) aS, S5yl o dasly 457 A 0 OLES O J gt
T- ey ¥ Jule JL L (SDM) sk pa (6,8 oS
S ,lalas W3l P-Value = 0.455 , Statistic = 0.747
;(2020) Haumer et al. ;(2024) Negm L a .ol
oYl ia 5 (2024) Shaheen et al. ;(2022) Chen



VO (00) (sl o5be el ot coassler Jlo e 5 3k Sligio 1 VF

o edols e (5 sl bads 1y ARLS ol
(Lol gjlualis UL AR 45 sl 0Lis Jhash
Al a(s e 5l o 5 il ga Dlalgiiy &
3 oy b B35 s o s 1y (6,8 oS
; Yaoyuneyong et al., 2014) .S o Slazis & &
.(Mlambo, 2024; Nallasivam & Kiran, 2022
G i 53 0L e gyl T gl Jdos ulal
s (6 0BT Sleaas Ao p3F LAR
S 5 Jeol g s p) B S e o s
slazeh 5 (Jsl8 5 585 SLedMbl) ( = ls slazel
oaliul (Cpimman 3 (U 4 (S35 laa!) (sible
Slaslgio Iyl (gl e g (slag ) - SIS
,-unfr,._.p;,\_;il);uu:,pp VI WL
2255 hdT i 5 el (Sl 4 e S
b s nl e slasosT s 3l (S
A e 5Lt (61 48T Sl (o ol
53 4L Hsba 1y ol s w5l (s ls ol
e et S (a6 s A
30D (AR ST 3ot 4 p2x) Ul enlis
S 3T (o0 i 951 5 iy 93 (5153
35 6L Sl 51 Jdow 55t LS (Noigh
S oo i S g b il L 3L
5\6,5Mq\,u)3\, AR i oS (ke 4o
SosLd ol sls OLES cdas e 0L 0L U lu
Sl cpalr (6 4 15 (55 sl Al 3 Ll o
(Kazmi et al., 2021) .&S™ |5 slazel 6
3 Oyomdan Jdowd oS 5 (LB b B
E 5583 iy p Ol (g bl SV sles (g5l ke
&S Glaesls 5,8 al b La e Ole Laily; 51
DL (bl ¥91) (157 5 ((panaind Ll \Y)

Iy (Ao p3F0) L3 oy i s lisiilg,y Julge 457 sl

L AR ASA!AQL:JLAJ_:chJ)\J\}w@éAi):
A ) pggie s LBl (6 )laline jsbas |y iy 250
aslysld (= Li0ly ) Jule aw Julas 5148« AR‘_;\J'é]r.A
o:_gj'_é‘ C._.as*f\) &S -\AJ@ | ARE A C‘J?t':.w\ gs’t:’.)‘)bﬁ
ol 3l ) oy Smki (5Lai 2 ol
3 gt s Lo g2 é;—:fgv:*—@'ﬁbﬁ S 1A
LS 55 e e gmammn (53l Ol ¢ ioman
Cel Jolw slads oo >l b 503l b &K, ke
G ite o3 6,8 53 5 CSe od =S e o5
; Mlambo, 2024; Rauschnabel, 2023) .l ol
O s (s sl (Raval & Aiman, 2024
e bedzsls a5 by 3l AT s oS Sllas
ju_paﬁhl_a?453;4_;;\3«\_1};7&\):\‘})')\»
?)b\)@f&))‘-\_v\jwa-\_ééjugf&s&
.qu}i?a;ucbdﬁjgj‘_gsﬂ&

Jos b 5 o g bl 55 08 0 gl o
o);dw‘)éﬁm&bb}‘;ba\wca%
)é%ﬁg&#“d)‘bb)%@hﬁb@j
u(uﬂu_j.‘h:a_«#‘ﬂv\_ﬁ;wbj;;—qﬁjj
(tJ_Sjuij)\L;\)_é\v_aL;ﬁ>>(j_€,i»‘5j_:fJ$&
L AR L 55 S Ol &L 45T Sl outualons]
.(Haumer et al., 2020) 3,8 . & s i

AR 4S5 1Ssls olas Lassls 93 Il 4 cwl.i 3
LQJ-:?r-:"—*‘J dl e ((6’5-\.1_34 j_fgﬁi!.,\_;a» Ol geas
&ﬁl.w@;wjféﬁ‘;m»\,ogp
°MC‘M‘W§3WLSJ'A’J)‘JCW
oSS o - .(Qin et al., 20218) 1S e 5 20



WO /e 530 0 5 g e [ Skiadisp 5 iy 2550 1 035330 il s (5558 30 oS 5 andllas

US4 b3k s w5 (a0l Ao 4w S
NP5 b o e Sl nl 2l e W1 Sl
90l pdea u i sbaslelin (ki p sl sl xal j5AR

3 sd e S OLLLILL

[ FLBON) Jolge 12 adadan 35 a0
Gl & s 2 b o (sla b 31 15 L ki
ST S5 0L ke 5 B SELEON) Slae 2
i ol o gl S oslial ke ol 51
AS glakame b Gl (65,6 (UX) (5008
aals oy 5 Soial oS el (6 e OT 55
SLzd 53 J gz Lla5T it o 0L 2o el
b, 5 0T 5, Sas U ol ol b (55 lms
50585 (6,83 e Sl Sty (655 3, 55
el g Ol 3l oslial 1345 o L 4y Glas
2305534 AR Lo s (Interactive Storytelling)
1 (Able (5513Lss o A e Ko b wlws
Al 5 o s (LAl s 0 gad (G 4 U S o8
22 Sl Sl CIB a1y Ly akds b azse U
LK sles 4 AR (glas

L sfobize § pod) S o5 (>5b
:(Gamification) (& 3l—w 1983l 31 o8l
S0l L 0 S5 S S hSaS
e 8 Sl 5 o o sl s (6l )
SlaimeeS 54 & sla Ml (sl Al
S 55 gt oS eslinwl AR s (glailas
Joles 358 3 34 i 5 oS p S S gl 25
FPS PR S RO S W EE [ PRV N PO
S o ot B e (slo bl 4 ) 4y 5

Sl x5 (8l 4515908 ol g ) Arwgd
3 Hal s e Glos AR Niadigh 9 & g 019

d\é‘f‘&bb)b}@j@dej)\SLﬁds

Jolse a8 o jn e bls w5 (g )lsls g slaml 5o
G 5eS 5 (Ao ,5Y0) oI5k 5 (Ao yafe) Wiy lid
O 93 S Ol pde 4 Wil 5 e gl o Ll
S S AR & b slas s

93 05 940 s 5 aS sl 0L Jra s claasl
AR j\@"q\ﬂpw;éux&b@—@@w
5B 5o B A 3 S LS
¢«Jain et al., 2024) WUles S esliwl (5 2in b LSl
313 OLES Liagi (st sla o el
Sl n s 4 3L Oliee 4 658 () Lo g S
5315 y0kals Gk (s (sl el gl S 3
Sl el o e a5 L AR ms ole
sds (555U o by 5 0L it a3 (5,8 )
AR ) Olse L (o e (5 m0 a8l ()l
b 5 6K p Ceal S s e (0D 099
S o a1 D s & 2

Ll 2o ol rsete 2ol ol
20T Sl gl as 5 6 5 ol Ol po
I 5 oS e 5y (Jlims SLIL saae
a e 2 55 o2lial 0353 Loy (6,8 4 2
a5 AR byl dau 5 53 1 355 0 slgiiy L,
o Al b s sl sld L plbal g (6 i
oujﬁjupub@_&uéﬂfggjgw
o) S a5 Do 5L (K p e S5
s 48k (ol 5 e g (gl o 543 S0 g,
sl = j_Ic\SLa\fT &;Mj‘)\v\ilg: 6oLy sl (gl

.J;ﬁ‘fvﬁ‘}éﬂm

b Ob b 9 Oy 4 dlgdy F-1
ob}}é‘@—.&’jbé)jué\;)b olis JZ.A}}_:. U’i‘c.’.‘:"

S fin o i LS g5 oo Ll )8 ()l 5l Ol e (AR)



VEF (00) sl osbe el oslad coas sl Jlo e 5 oIl Sl 1 VVF

R N PP I FCH P Py W
AP sl s Rl 4 Ll e s 5
ST S (ladbate glas I3l 53 Ly S 5 5ol
Sly= S Slaoez )l Hf calaiw!
slaa 2 by Dlolxe S o > 4b
~&5 1 20) S-O-R ile glade 1 6,50 ¢ AR
L B S e ST sy 4 (Gl oS
Sl ST ol b Sl O o | )
Ly 15 o (25 e Ol gy 005 581 il (e
“ c(‘,_%g\f)l) S it (S35l lnb
sl e B E R b (2l
Lozl e Sl eslial 508 e g )13l
Jymame led O o SLAR & o 5 50 00 Cosl

Y- % R N (S TS SR E TR It

ST oK 5 4 dlguw 11
oy ol psedd plulld el s gioes wa S

b 6 o3 8 s Loy T Slalllae ol Y
CLa s 5 ol 5ol |y Laasl Hlael Ol b L5
Les alllan ol (s s idg 1) Olosl )5 3 9 40
el s gdme lamslr Ly 5 (ol oLdl e ddats s
L s sl oy 255 o0 2y 0l ol 0l 0l
5 2l Cadoen L 53 5 56855 (slaas ol
ol o S el OB 4,8 550 (K3
Caio p 5 il S a0 pas 6350 oal b (5 i e
dpu‘s\g,}g\,@u&uw\ﬁ“Suﬁ
Sl 303530 Camdly Sb oy sy oplil 4S5 sdoee
L 58 o s Slatst o Sl tile b
Lo sl 3l (6 ,55-85 ¢S 0 4 Ll § o0 S 5

g R S R

Lf‘b'-t_ﬁ:g;a)) ‘5LAC,.L.53J_>=A )'l Lf<’l (e

el ) 3 S (Sla b e 4 L ok ) slite
et S Ja g ol g5 53 o Ly
Ll (8l (o gme rgn sLad g3l 5l s S o 4
Sl 2l ol el Jro i pabed laslgiiy
UL ol dgmamms o 5 Ly (g e S 5
sl ol 5115 5 8 5 5 e gLl
ST ol i p o 5 50

39 039 j8l Caeix819 31 (651D 3O gy
Sl 5l (S i B 028 (Gl gatls
A Gl paemie b B 4 2 &)1 s SUls AR
Lse 3 Ay o lads 5 (Il (6l o el )8
St 53,5 SLa S 55 L clie Jledbl AR
Slatalie (o L 55 Dlowar 5 i
S 3lomn b5l (LIl pioman it )] s
Sl 53 J g (§5lwand L (dasdga 1) Wb
> et o S s oo Gl s 5 s
S 0 ST (6t 23 53 L g

Sla halos 31 ol bt B! B
0,130 3l ol 53 16 P gmadi ZBlio 9 bR
Sl 25 gl Gl G bl s e slazsl
pslas Slesliul 5, 8 o S8 AR s J gases
CiS oyl slazel b6 5 JolST Sleb! mu_ijféb
et yma 53 3121 5 Olinl 5 Jguame o1,
S e $SS s 5 2alS g slazel slaul 4
L) Sl S e Aol Jool pl 0 87 o lasi
S o S lodb s a3 oS

I (B P Ase) b AR Ol yoxi Gabai
A g ol e gLl IS 1S
b s bl AR Bl s o8is 3
L LS clasles 0L dtile o g (6 polie o siome
LAR L B, 1 55 ) owe oSl



WY/ e 530 0 5 gy e [ Siado s 5 iy 2550 1 035380 il s (5558 30 o7 5 andllas

i3 43 S5 ol |y S e sl
caalllae sl 5o ol s glubs Slids glalsl s

&Ue Y

5 s ol s (V62 Y) ia pn 33 o5 6 3L
L o35 30 Cmdl g (655L8 1 (e S|
D) éwb:—r_mélfj‘—gﬂnﬁ Jis o Lg:J_QJ)
s TS g Cais 53 g bl 5 b & b
PE-FY DI bl Sl
https://doi.org/10.22108/nmrj.2023.137481.2886

(S8 5 o dedame (el STl (B gals
ag>lgn o WJBTVA NEPRUBINQL TR DRVEWPH
slazel coded &3 Sy 5 o33 531 il y L
Cllos (g piin ds 5 A 2B ol i S >
AYON A A ¢l il o e (i Oles

https://sanad.iau.ir/journal/gism/Article/69802
8?jid=698028&lang=en

3 ¢l e (= AS o e 315 5L o gls ¢ Las
Lo, Kal, 5 La 3l LV F 4 Y) dagd ¢y g5 5Tobe
3550) Ol b3k s s 658 6 S o
oLl Sldimer o35 31 Zoadly () 5LS 1aalllan
AVENOY (¥ X ¢ s
https://doi.org/10.22108/nmrj.2022.133629.2700

References

Alsop, T. (2024). AR/VR B2C market revenue
worldwide from 2019 to 2029 (in billion
USs. dollars). [Website].
https://www.statista.com/forecasts/133739
3/ar-vr-b2c-market-revenue-worldwide

Bagheri-Garbollagh, H. (2023). Intention to
reuse the augmented reality app based on
the stimulus-organism-response framework
and gender schema theory in the fashion
clothing industry. New  Marketing
Research Journal, 13(2), 43-64.
https://doi.org/10.22108/nmrj.2023.137481
.2886 [In Persian].

;,ma_@v_»,'mu;_mﬁﬁ_;
Ay 435 oS it 4 08 aS oS Lk
P s e A shapes b Sl plal
63 50 o S\t O pomie sba o S 58 1
53 35 a5 O S tn g3 4 e pl e e
A5l (6 S edomy ladis jledsT sla o
S 5,8 e e G EKs U sk slad
SIS b Ll gl Olejea o OIS
sletiey 55 2l s e S1AST e al B ) L ie
L osT s STl wile slaanly sla pize 5 4 o
U LsdodnT gladus 3,0 0diS 5 jme Oloen
03938 Comdly (6,10 51 e y3 La 0T i

D355 e i S s

V- S WX RE TR 2
s ’J‘*-"‘J‘V-PQU""“L’»'LQ“‘)J%J‘
03958l ol 50 e s alie Slallas 35S
| dlln 5 o s 6 S poamndl 5 (5 a2
1,13_.;};;\‘5,_:‘)_#&5,;@&\3;,5,\,_;;
BE) d\fv\d.s C_S_)_& S gdows sldeay L(}J (sl S gdoee
kel o5 U sl S laelan o
crﬂésj_jéas\suuﬁ‘}_ﬂlf)}_bgam@w
GL..p )‘ 03l L;JJTCAD- Q\gﬁ‘ J.:: GL‘) tngbg;a’J)u\m
Barone, A. M., & Stagno, E. (2023).
Augmented  reality. In:  Artificial
Intelligence along the Customer Journey
(pp. 87-104). Palgrave Macmillan, Cham.
https://doi.org/10.1007/978-3-031-48792-7_6
Barta, S., Gurrea, R., & Flavian, C. (2023).
How  augmented reality increases
engagement through its impact on risk and
the decision process. Cyberpsychology,
Behavior, and Social Networking, 26(3).
https://doi.org/10.1089/cyber.2022.0087
Brady, D., Cook, A., & Dajee, J. (2018).
Augmented Reality in Retail Transforms
Consumer Experience. Deloitte.


https://doi.org/10.22108/nmrj.2023.137481.2886
https://sanad.iau.ir/journal/gism/Article/698028?jid=698028&lang=en
https://sanad.iau.ir/journal/gism/Article/698028?jid=698028&lang=en
https://doi.org/10.22108/nmrj.2022.133629.2700
https://www.statista.com/forecasts/1337393/ar-vr-b2c-market-revenue-worldwide
https://www.statista.com/forecasts/1337393/ar-vr-b2c-market-revenue-worldwide
https://doi.org/10.22108/nmrj.2023.137481.2886
https://doi.org/10.22108/nmrj.2023.137481.2886
https://doi.org/10.1007/978-3-031-48792-7_6
https://doi.org/10.1089/cyber.2022.0087

VP (00) by osbe el oslad coas sl Jlo e 5 oIl Sl /YA

https://www2.deloitte.com/us/en/pages/tec
hnology/articles/augmented-reality-retail-
vcommerce.html

Braun, V., & Clarke, V. (2006). Using thematic
analysis in  psychology.  Qualitative
Research in Psychology, 3(2), 77-101.
https://doi.org/10.1191/1478088706qp0630a

Buckova, M., Skokan, R., Fusko, M., &
Hodon, R. (2019). Designing of logistics
systems with using of computer simulation
and emulation. Transportation Research
Procedia, 40, 978-985.
https://doi.org/10.1016/j.trpro.2019.07.137

Bulearca, M., & Tamarjan, D. (2010).
Augmented  reality: A sustainable
marketing tool? Global Business and
Management Research: An International
Journal, 2(2), 237-252.
http://gbmrjournal.com/pdf/Bulearca%20&
%20Tamarjan,%202010.pdf

Butt, A., Ahmad, H., Ali, F., Muzaffar,
A., & Shafique, M. N. (2023). Engaging
the customer with augmented reality and
employee services to enhance equity and
loyalty. International Journal of Retail &
Distribution Management, 51(5), 629-
652. https://doi.org/10.1108/1IJRDM-04-
2021-0165

Cakirkaya, M., & Kogyigit, M. (2024).
Consumer Involvement in Augmented
Reality Applications in the Context of
Phygital Marketing Communications. ASR:
Chiang Mai University Journal of Social
Sciences and Humanities.
https://doi.org/10.12982/CMUJASR.2024.008

Chen, D. (2022). How digital technologies
reshape and transform marketing: The
participation of augmented reality in brand
loyalty building. Academic Journal of
Business & Management, 4(9), 22-27.
https://dx.doi.org/10.25236/AJBM.2022.04
0904

Chen, Y., & Lin, C. A. (2022). Consumer
behavior in an augmented reality
environment: Exploring the effects of flow
via augmented realism and technology
fluidity. Telematics and Informatics, 71,
101833.
https://doi.org/10.1016/j.tele.2022.101833

Chodak, G. (2024). Augmented reality in E-
commerce. In The Future of E-Commerce
(PP.147-167). Palgrave Macmillan, Cham.
https://doi.org/10.1007/978-3-031-55225-0_5

Dethe, H. S., & Joy, E. (May, 2023).

Revolutionizing e-commerce with 3D
visualization: An experimental assessment
of behavioural shopper responses to
augmented reality in online shopping. 2023
4th International Conference for Emerging
Technology (INCET), Belgaum, India, (pp.
1-6).
http://dx.doi.org/10.1109/INCET57972.20
23.10170472

Diaa, N. M. (2022). Investigating the effect of
augmented reality on customer brand
engagement: The mediating role of
technology attributes. The Business and
Management Review, 13(2), 350-375.
https://cberuk.com/cdn/conference_procee
dings/2022-09-16-09-31-05-AM.pdf

Feiz, D., Baghernezhad-Hamzekolaie, M. E.,
& Mahavarpour, F. (2022). Challenges and
solutions for applying new technologies in
Iranian marketing (case study: Augmented
reality (AR) technology). New Marketing
Research  Journal, 12(3), 153-176.
https://doi.org/10.22108/nmrj.2022.133629
2700 [In Persian].

Fornell, C., & Larcker, D. F. (1981).
Evaluating structural equation models with
unobservable variables and measurement
error. Journal of Marketing Research,
18(1), 39-50.
https://doi.org/10.2307/3151312

Gupta, S., Gallear, D., Rudd, J., & Foroudi, P.
(2020). The impact of brand value on
brand competitiveness. Journal of Business
Research, 112, 210-222.
https://doi.org/10.1016/j.jbusres.2020.02.033

Hair, J. F., Hult, G. T. M., Ringle, C. M., &
Sarstedt, M. (2017). A primer on Partial
Least  Squares  Structural — Equation
Modeling (PLS-SEM). SAGE Publications.

Haumer, F., Kolo, C., & Reiners, S. (2020).
The impact of augmented reality
experiential marketing on brand equity and
buying intention. Journal of Brand
Strategy, 8(4), 368-387.
https://www.ingentaconnect.com/content/h
sp/jbs/2020/00000008/00000004/art00008

Henseler, J., Ringle, C. M., & Sarstedt, M.
(2015). A new criterion for assessing
discriminant validity in variance-based
structural equation modeling. Journal of
the Academy of Marketing Science, 43,
115-135.  https://doi.org/10.1007/s11747-
014-0403-8

Hilken, T., Keeling, D. 1., de Ruyter, K. D.,


https://www2.deloitte.com/us/en/pages/technology/articles/augmented-reality-retail-vcommerce.html
https://www2.deloitte.com/us/en/pages/technology/articles/augmented-reality-retail-vcommerce.html
https://www2.deloitte.com/us/en/pages/technology/articles/augmented-reality-retail-vcommerce.html
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1016/j.trpro.2019.07.137
http://gbmrjournal.com/pdf/Bulearca%20&%20Tamarjan,%202010.pdf
http://gbmrjournal.com/pdf/Bulearca%20&%20Tamarjan,%202010.pdf
https://doi.org/10.1108/IJRDM-04-2021-0165
https://doi.org/10.1108/IJRDM-04-2021-0165
https://doi.org/10.12982/CMUJASR.2024.008
https://dx.doi.org/10.25236/AJBM.2022.040904
https://dx.doi.org/10.25236/AJBM.2022.040904
https://doi.org/10.1016/j.tele.2022.101833
https://doi.org/10.1007/978-3-031-55225-0_5
http://dx.doi.org/10.1109/INCET57972.2023.10170472
http://dx.doi.org/10.1109/INCET57972.2023.10170472
https://cberuk.com/cdn/conference_proceedings/2022-09-16-09-31-05-AM.pdf
https://cberuk.com/cdn/conference_proceedings/2022-09-16-09-31-05-AM.pdf
https://doi.org/10.22108/nmrj.2022.133629.2700
https://doi.org/10.22108/nmrj.2022.133629.2700
https://doi.org/10.2307/3151312
https://doi.org/10.1016/j.jbusres.2020.02.033
https://www.ingentaconnect.com/content/hsp/jbs/2020/00000008/00000004/art00008
https://www.ingentaconnect.com/content/hsp/jbs/2020/00000008/00000004/art00008
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8

WA/ e 530 0 5 g o [ Siadosp 5 iy 2550 1 035380 il s (5558 30 oS5 andllas

Mabhr, D., & Chylinski, M. (2020). Seeing
eye to eye: Social augmented reality and
shared decision making in the marketplace.
Journal of the Academy of Marketing
Science, 48, 143—-164.
https://doi.org/10.1007/s11747-019-00688-0

Huseynli, B. (2022). Examining the
relationship between brand value, energy
production, and economic  growth.
International Journal of Energy Economics
and Policy, 12(3), 298-304.
https://doi.org/10.32479/ijeep.12987

Jain, S., Pahwa, M. S., & Dorasamy, N.
(2024). Impact of Augmented Reality on
Enhanced  Customer  Experience in
Retailing. MGM  Publishing House.
https://doi.org/10.62823/EXRE/2024/01/01.3

Javornik, A., Duffy, K., Rokka, J., Scholz, J.,
Nobbs, K., Motala, A., & Goldenberg, A.
(2021). Strategic approaches to augmented
reality deployment by luxury brands. Journal
of Business Research, 136, 284-292.
https://doi.org/10.1016/j.jbusres.2021.07.040

Jiang, Z., & Lyu, J.(2024). The role of
augmented reality app attributes and
customer-based brand equity on consumer
behavioral responses: An  S-O-R
framework perspective. Journal of Product
& Brand Management, 33(6), 702-
716. https://doi.org/10.1108/JPBM-09-
2023-4706

Jung, T. H., &Dieck, M. C. T.(2017).
Augmented reality, virtual reality and 3D
printing for the co-creation of value for the
visitor experience at cultural heritage
places. Journal of Place Management and
Development, 10(2), 140-
151. https://doi.org/10.1108/JPMD-07-
2016-0045

Kazmi, S. H. A., Ahmed, R. R., Soomro, K. A.,
Hashem, A. R., Akhtar, H., & Parmar, V.
(2021). Role of augmented reality in
changing consumer behavior and decision
making: Case of Pakistan. Sustainability,
13(24), 14064.
https://doi.org/10.3390/su132414064

Lavoye, V., Mero, J., & Tarkiainen, A. (2021).
Consumer behavior with augmented reality
in retail: A review and research agenda.
The International Review of Retail,
Distribution and Consumer Research,
31(3), 299-329.
https://doi.org/10.1080/09593969.2021.19
01765

Lavoye, V., Mero, J., Tarkiainen, A. (2022).
Augmented reality in retail and E-
commerce: A literature review: An
abstract. In F. Pantoja, & S. Wu (Eds.),
From Micro to Macro: Dealing with
Uncertainties in the Global Marketplace
(pp. 211-212). AMSAC 2020.
Developments in Marketing Science:
Proceedings of the Academy of Marketing
Science. Springer, Cham.
https://doi.org/10.1007/978-3-030-89883-0_55

Markets and Markets. (2023). Augmented
reality market size, share & industry
growth analysis report by product by
device type (head-mounted display, head-
up display), offering (hardware, software),
application  (consumer, commercial,
healthcare), technology, and geography -
global forecast to 2026. Semiconductor
and  Electronics  Market  Research.
https://www.marketsandmarkets.com/Mark
et-Reports/augmented-reality-market-
82758548 .html

Markovitch, S., & Willmott, P. (2014).
Accelerating the digitization of business
processes. McKinsey&Company,
Corporate  Finance  Practice, 1-4.
https://www.mckinsey.com/~/media/McKi
nsey/Business.pdf

Mauroner, O., Le, L., & Best, S. (2016).
Augmented reality in advertising and brand
communication: An experimental study.
World Academy of Science, Engineering
and Technology, International Journal of

Social, Behavioral, Educational,
Economic, Business and Industrial
Engineering, 10(2), 422-425.
https://B2n.ir/yq9023

Maxwell, J. (1992). Understanding and
validity in qualitative research. Harvard
Educational Review, 62(3), 279-301.
https://doi.org/10.17763/haer.62.3.8323320
856251826

Mlambo, P. (2024). Effect of augmented reality
(AR) applications on in-store shopping
experience in South Africa. International
Journal of Fashion and Design, 30(2), 59-
70. https://doi.org/10.47604/ijfd.2801

Nallasivam, A., & Kiran, P. (2022). Influence
of augmented reality on purchase intention.
Journal of Management and Science,
12(1), 52-60.
https://doi.org/10.26524/jms.12.11

Negm, E. (2024). The impact of augmented


https://doi.org/10.1007/s11747-019-00688-0
https://doi.org/10.32479/ijeep.12987
https://doi.org/10.62823/EXRE/2024/01/01.3
https://doi.org/10.1016/j.jbusres.2021.07.040
https://doi.org/10.1108/JPBM-09-2023-4706
https://doi.org/10.1108/JPBM-09-2023-4706
https://doi.org/10.1108/JPMD-07-2016-0045
https://doi.org/10.1108/JPMD-07-2016-0045
https://doi.org/10.3390/su132414064
https://doi.org/10.1080/09593969.2021.1901765
https://doi.org/10.1080/09593969.2021.1901765
https://doi.org/10.1007/978-3-030-89883-0_55
https://www.marketsandmarkets.com/Market-Reports/augmented-reality-market-82758548.html
https://www.marketsandmarkets.com/Market-Reports/augmented-reality-market-82758548.html
https://www.marketsandmarkets.com/Market-Reports/augmented-reality-market-82758548.html
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/McKinsey%20Digital/Our%20Insights/Accelerating%20the%20digitization%20of%20business%20processes/Accelerating%20the%20digitization%20of%20business%20processes.pdf
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/McKinsey%20Digital/Our%20Insights/Accelerating%20the%20digitization%20of%20business%20processes/Accelerating%20the%20digitization%20of%20business%20processes.pdf
https://b2n.ir/yq9023
https://doi.org/10.17763/haer.62.3.8323320856251826
https://doi.org/10.17763/haer.62.3.8323320856251826
https://doi.org/10.47604/ijfd.2801
https://doi.org/10.26524/jms.12.11

VP (00) by o5bes el olad coassler Jlo e 5 3k Sligios /A

reality on consumer behavior: A focus on
value development, leading to brand
engagement and purchase intention.
Management & Sustainability: An Arab
Review, 4(2), 320-341.
https://doi.org/10.1108/MSAR-08-2023-0044

Nikhashemi, S. R., Knight, H. H., Nusair, K.,
& Liat, C. B. (2021). Augmented reality in
smart retailing: A (n) (A) symmetric
approach to continuous intention to use
retail brands’ mobile AR apps. Journal of
Retailing and Consumer Services, 60,
102464.
https://doi.org/10.1016/j.jretconser.2021.10
2464

Pandey, P. K., &Pandey, P. K. (2025).
Unveiling the transformative  power
of augmented reality in retail: a systematic
literature analysis. Journal of Strategy and
Management, ahead-of-
print. https://doi.org/10.1108/JSMA-05-
2023-0101

Panhale, T., Bryce, D., & Tsougkou, E. (2023).
Augmented reality and experience co-
creation in heritage settings. Journal of
Marketing Management, 39(5-6), 470-497.
https://doi.org/10.1080/0267257X.2022.21
20061

Pantano, E., Rese, A., & Baier, D. (2017).
Enhancing the online decision-making
process by using augmented reality: A two
country comparison of youth markets.
Journal of Retailing and Consumer
Services, 38, 81-95.
https://doi.org/10.1016/j.jretconser.2017.05.011

Plotkina, D., Dinsmore, J. & Racat, M. (2022).
Improving service brand personality with
augmented reality marketing. Journal of
Services Marketing, 36(6), 781-799.
https://doi.org/10.1108/JSM-12-2020-0519

Prasad, K., Tomar, A. De, T., & Soni, H.
(2022). A conceptual model for building
the relationship between augmented reality,
experiential marketing & brand equity. /n
International Journal of Professional
Business Review, 7(6), ¢01030.
https://doi.org/10.26668/businessreview/20
22.v7i6.1030

Putri, A. S. A., & Mailangkay, A. B. L.
(August, 2024). Analysis of the Use of
Augmented Reality (AR) in Increasing the
Purchases of Indonesian Cosmetic Brands.
2024 11th International Conference on
Information Technology, Computer, and

Electrical ~ Engineering  (ICITACEE).
https://www.semanticscholar.org/paper/badf61
53432e53¢c55h8d89d8aec708e74d35995h

Qin, H., Osatuyi, B., & Xu, L. (2021a). How
mobile augmented reality applications
affect continuous wuse and purchase
intentions: A cognition-affect-conation
perspective. Journal of Retailing and
Consumer Services, 63, 102680.
https://doi.org/10.1016/j.jretconser.2021.10
2680

Qin, H., Peak, D. A., & Prybutok, V. (2021b).
A virtual market in your pocket: How does
mobile augmented reality (MAR) influence
consumer decision making?. Journal of
Retailing and Consumer Services, 58,
102337.
https://doi.org/10.1016/j.jretconser.2020.10
2337

Rauschnabel, P. A. (2023). Boosting brands
with augmented reality: Why and when it
works. In NIM Marketing Intelligence
Review, 15(2).
https://doi.org/10.2478/nimmir-2023-0013

Raval, H., & Aiman, A. (2024). The impact of
augmented reality (AR) on customer
experimence managment. International
Journal of  Advanced  Research.
https://dx.doi.org/10.21474/1JAR01/19444

Rejeb, A., Rejeb, K., & Treiblmaier, H.
(2023). How augmented reality impacts
retail marketing: a state-of-the-art review
from a consumer perspective. Journal of
Strategic  Marketing, 31(3), 718-748.
https://doi.org/10.1080/0965254X.2021.19
72439

Ronaghi, M., & Ronaghi, M. H. (2021).
Investigating the impact of economic,
political, and social factors on augmented
reality  technology  acceptance  in
agriculture (livestock farming) sector in a
developing country. Technology in Society,
67, 101739.
https://doi.org/10.1016/j.techsoc.2021.101739

Saini, Y. K., & Matinise, S. V. (2013). An
exploratory study on factors influencing
customer decision making: A case of fuel
retailing industry. European Marketing
Conference (EMC). Retrieved from
http://www.Icbr-
archives.com/media/files/Yvonne-
SainiEMC2013.pdf

Shadnoush, N., Keramati, M. A., Ghafuri, M.
(2022). Presenting a co-creation model in
the face of added reality on perceived risk,


https://doi.org/10.1108/MSAR-08-2023-0044
https://doi.org/10.1016/j.jretconser.2021.102464
https://doi.org/10.1016/j.jretconser.2021.102464
https://doi.org/10.1108/JSMA-05-2023-0101
https://doi.org/10.1108/JSMA-05-2023-0101
https://doi.org/10.1080/0267257X.2022.2120061
https://doi.org/10.1080/0267257X.2022.2120061
https://doi.org/10.1016/j.jretconser.2017.05.011
https://doi.org/10.1108/JSM-12-2020-0519
https://doi.org/10.26668/businessreview/2022.v7i6.1030
https://doi.org/10.26668/businessreview/2022.v7i6.1030
https://www.semanticscholar.org/paper/badf6153432e53c55b8d89d8aec708e74d35995b
https://www.semanticscholar.org/paper/badf6153432e53c55b8d89d8aec708e74d35995b
https://doi.org/10.1016/j.jretconser.2021.102680
https://doi.org/10.1016/j.jretconser.2021.102680
https://doi.org/10.1016/j.jretconser.2020.102337
https://doi.org/10.1016/j.jretconser.2020.102337
https://doi.org/10.2478/nimmir-2023-0013
https://dx.doi.org/10.21474/IJAR01/19444
https://doi.org/10.1080/0965254X.2021.1972439
https://doi.org/10.1080/0965254X.2021.1972439
https://doi.org/10.1016/j.techsoc.2021.101739
http://www.lcbr-archives.com/media/files/Yvonne-SainiEMC2013.pdf
http://www.lcbr-archives.com/media/files/Yvonne-SainiEMC2013.pdf
http://www.lcbr-archives.com/media/files/Yvonne-SainiEMC2013.pdf

VA /e 530 g 5 g e [ Skiaosp 5 iy 2550 1 035330 il s (5558 30 oS 5 andllas

perceived trust and customer purchase
intention. Journal of Interdisciplinary
Studies in Marketing Management, 1(2),
108-125.
https://sanad.iau.ir/journal/gism/Article/69
80287?jid=698028&lang=en [In Persian].

Shaheen, R., Aljarah, A., Ibrahim, B., Hazzam,
J., & Ghasemi, M. (2024). Make it real,
make it useful! The impact of AR social
experience on brand positivity and
information sharing. British Food Journal,
126(8), 3157-3176.
https://doi.org/10.1108/BFJ-12-2023-1118

Sharma, R., & Dhote, T. (March, 2022).
Disrupting the traditional —marketing
process and decision making using
augmented and virtual reality. 2022
International Conference on Decision Aid
Sciences and  Applications  (DASA),
Chiangrai, Thailand.
https://doi.org/10.1109/DASA54658.2022.
9765154

Sheta, M., Salama, S., & Sabbah, O. (2024).
The impact of augmented reality on the
development of design thinking and
marketing for glass lighting units. Journal
of Design Sciences and Applied Arts, 5(2),
54-73.
https://doi.org/10.21608/jdsaa.2024.22148
9.1311

Uribe, R., Labra, R., & Manzur, E. (2022).
Modeling and evaluating the effectiveness
of AR advertising and the moderating role
of personality traits. International Journal
of  Advertising, 41(4), 703-730.
https://doi.org/10.1080/02650487.2021.19
08784

Vavrik, V., Gregor, M., Grznar, P., Mozol, S.,
Schickerle, M., Durica, L., Marschall, M.,
& Bielik, T. (2020). Design of

manufacturing lines using the
reconfigurability principle. Mathematics,
8(8), 1227.

https://doi.org/10.3390/math8081227
Voicu, M. C., Sirghi, N., & Toth, D. M. M.
(2023).  Consumers’ experience and
satisfaction using augmented reality apps
in E-shopping: New empirical evidence.
Applied  Sciences, 13(17), 9596.
https://doi.org/10.3390/app13179596
Wei, L. (2016), Decision-making behaviours
toward online shopping. International
Journal of Marketing Studies, 8(3), 111-121.
https://EconPapers.repec.org/RePEc:ibn:ij
msjn:v:8:y:2016:i:3:p:111-121.
Yaoyuneyong, G., Foster, J. K., & Flynn, L. R.
(2014). Factors impacting the efficacy of
augmented reality virtual dressing room
technology as a tool for online visual
merchandising. Journal of Global Fashion
Marketing, 5(4), 283-296.
https://doi.org/10.1080/20932685.2014.926129
Zeng, J. Y., Xing, Y., & Jin, C. H. (2023). The
Impact of VR/AR-Based Consumers’
Brand Experience on Consumer—Brand
Relationships. Sustainability, 15(9), 7278.
https://doi.org/10.3390/su15097278
Zheng, M., Pan, X., Bermeo, N. V., Thomas,
R. J., Coyle, D., O'Hare, G. M. P, &
Campbell, A. G. (March, 2022). STARE:
Semantic Augmented Reality Decision
Support in Smart Environments. /n 2022
IEEE Conference on Virtual Reality and
3D User Interfaces Abstracts and
Workshops (VRW), Christchurch, New
Zealand, 630-631.
https://doi.org/10.1109/VRW55335.2022.0
0166


https://sanad.iau.ir/journal/gism/Article/698028?jid=698028&lang=en
https://sanad.iau.ir/journal/gism/Article/698028?jid=698028&lang=en
https://doi.org/10.1108/BFJ-12-2023-1118
https://doi.org/10.1109/DASA54658.2022.9765154
https://doi.org/10.1109/DASA54658.2022.9765154
https://doi.org/10.21608/jdsaa.2024.221489.1311
https://doi.org/10.21608/jdsaa.2024.221489.1311
https://doi.org/10.1080/02650487.2021.1908784
https://doi.org/10.1080/02650487.2021.1908784
https://doi.org/10.3390/math8081227
https://doi.org/10.3390/app13179596
https://econpapers.repec.org/RePEc:ibn:ijmsjn:v:8:y:2016:i:3:p:111-121
https://econpapers.repec.org/RePEc:ibn:ijmsjn:v:8:y:2016:i:3:p:111-121
https://doi.org/10.1080/20932685.2014.926129
https://doi.org/10.3390/su15097278
https://doi.org/10.1109/VRW55335.2022.00166
https://doi.org/10.1109/VRW55335.2022.00166

VO (00) by osbe el oot coas sl Jlo e oI5l Sligio 1 AY




	چکیده رحیمی-1
	نهایی اصلاح شده رحیمی

