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ABSTRACT: Innovative technologies are significant for the textile and fashion industry. In this context, this research study focuses on
understanding the impact of augmented reality (AR) technologies on Gen-Z fashion consumers’ behavioral intention by using a specific
AR app. As a methodology, the present study utilized a questionnaire based on the UTAUT2 model, which was modified to incorporate
a 5-point Likert Scale to gather essential research data. The questionnaire comprised twenty-three questions distributed across seven
constructs. Using a sample of 310 male and female Gen-Z consumers, the findings indicate that perceived value (PV) positively
influences their behavioral intention to use AR technology for fashion shopping. Findings indicate that the research model explained
75% of behavioral intention. All research results confirm the unified theory of acceptance and the use of the technology 2 model
(UTAUT2) with its six dimensions. The perceived value (PV) dimension, added to the UTAUTZ2, has improved the model. In terms of
its originality, this recent research study defines augmented reality technology's impacts on the behavioral intention of Gen-Z consumers
by focusing on this specific group of users through an advanced AR application.

Keywords: Augmented Reality, gen-z, behavioral intention, digital fashion, fashion marketing

ARTIRILMIS GERCEKLIK PAZARLAMASININ Z KUSAGI MODA TUKETICILERININ
DAVRANISSAL NiYETLERI UZERINDEKI ETKILERI

OZ: Yenilikgi teknolojiler tekstil ve moda endiistrisi icin biiyiik 6nem arz etmektedir. Bu baglamda bu arastirma ¢alismasi, belirli bir
artirilmis gerceklik (AR) uygulamasimi kullanarak AR teknolojilerinin Z Kusagi moda tiiketicilerinin davramissal niyetleri tizerindeki
etkisini anlamay1 amaglamaktadir. Bu calisma, arastirma verilerini toplamak amaciyla 5 puanlik Likert Olgegi ile modifiye edilmis olan
UTAUT2 modeline dayali bir anket kullanilmistir. Anket, yedi yapi1 altinda dagitilmis yirmi ii¢ sorudan olugmaktadir. 310 erkek ve
kadin Z Kusag tiiketicisi 6rneklem kullanilarak yapilan bulgular, algilanan deger (PV) boyutunun, Z Kusag: tiiketicilerinin moda
aligverisi i¢in AR teknolojisini kullanma niyetlerini olumlu yodnde etkiledigini gostermektedir. Bulgular, arastirma modelinin
davranigsal niyetin %75'ini agikladigimni ortaya koymaktadir. Tiim aragtirma sonuglariyla, teknoloji kabul ve kullanim birlestirilmis
modeli-2 (UTAUT?2) alt1 boyutu ile dogrulanmistir. UTAUT2 modeline eklenen algilanan deger (PV) boyutu, modeli iyilestirmistir.
Orijinallik agisindan, bu arastirma ¢aligmasi, geligmis bir AR uygulamasi araciligiyla belirli bir kullanict grubu olan Z Kusagi moda
tilketicilerinin davranigsal niyetleri iizerindeki artirilmig gergeklik teknolojisinin etkilerini tanimlamaktadir.

Anahtar Kelimeler: Artirilmis Gergeklik, z kusagi, davranigsal niyet, dijital moda, moda pazarlamasi
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1. INTRODUCTION

In recent years, digitalization has become significant instrument
for enhancing customer experience across various businesses,
including fashion. Companies are gradually leveraging digital
technologies to reduce expenses and enhance consumer
interactions [1,2]. Nikhashemi et al. (2021) stated that, the
widespread adoption of smart technologies, including smart
devices and mobile applications, has significantly altered how
people live and consume, leading to a global evolution in the
business landscape [3]. As smart lifestyles become more prevalent
in global consumer markets, the retail system has quickly adapted
by incorporating "innovative retail” into its business model to a
greater extent [3]. Grewal et al. (2017) and Romano et al. (2020)
indicated that, the retail sector is considerably impacted by
technological advancements [4,2]. Utilizing mobile applications
as an emerging advanced technology and communication tool to
connect with customer requirements has led to significant
advancements in the realm of smart retailing [5,3]. Furthermore,
ongoing technological transformation is expected to see a broad
spectrum of brands adopting various technologies including
Actificial Intelligence (Al), Virtual Reality (VR), and Augmented
Reality (AR) since they are expected to enhance the relationship
between consumers and businesses fundamentally [6,2].

In the current era of digital evolution, the fashion industry's
interest in digital ventures has increased rapidly as various
creative industries take more innovative steps in their business
journey, resulting in substantial behavioral transformations.
Augmented reality (AR) has acquired significant recognition
among the various digital innovations through its immersive and
interactive features. As Kumar (2021) states, AR technology is
gaining growing interest from professionals, researchers, and
consumers [7]. AR offers entertainment options for individuals
through various lenses, filters, and try-ons as it creates various
customized exceptional experiences. The emergence of this
innovative technology has provided retailers with vivid and
captivating customer engagement options. Furthermore,
augmented reality technologies are transforming the way of
shopping. As e-commerce in fashion has accelerated, retailers
have recognized the significance of augmented reality technology
in their business operations [8]. Brands increasingly utilize
augmented reality in various applications to offer consumers an
immersive shopping experience. Consumers have been
increasingly exposed to augmented reality technology and its
applications due to its benefits for brands in creating a significant
connection with their niche audience.

Moreover, consumers mostly aim to prevent themselves from the
potential risks associated with purchasing a product since high
level risks could potentially indicate an unfavorable outcome in
relation to their purchase [9]. In accordance, one of the critical
features of AR is its capacity to enrich information that reduces
consumers' risks regarding their selections in a virtual try-on

environment. By allowing for product interaction, consumers can
gain greater confidence in their choices [10,11,2]. Undoubtedly,
consumers' possible post-purchase dissatisfaction can be evitable
by the utilization of this technology as it offers consumers a
broader range of product information, enabling them to access
various perspectives and views on a particular item [11].
Rauschnabel et al. (2019) stated that numerous companies'
increasing embracement of augmented reality in marketing
strategies is leading to the distinctiveness of AR marketing from
other forms of digital marketing and its recognition as a long-term
strategic capability [5]. In relation to this, it is significant to
comprehend the contribution of AR and its applications in
influencing consumers’ behavioral intentions. Using various
technology acceptance models in market research to gather
accurate data can create beneficial opportunities for fashion
industry professionals and consumers. The potential factors that
might impact behavioral intention of consumers to use AR for
fashion purchases must be identified clearly, as there is a
significant need for future enhancements.

As suggested by Jessen et al. (2020), according to the
DigitalBridge (2017) findings, numerous advanced augmented
reality applications still do not perform at their maximum potential
from the customers' perspective [12]. Consequently, these AR
tools may not satisfy customers' creative and imaginative needs to
the fullest extent. In this regard, further research may need to be
conducted using specific custom-made AR applications. Since
this technology is constantly advancing, its ability to reach its full
potential will always be subject to examination. As advancements
continue, consumer expectations will also increase continuously.
However, mobile AR applications may provide valuable insights
into consumers' perspectives, expectations, and the current state
of technological developments. Conducting this particular
research in collaboration with TRYO (powered by QReal), an
advanced mobile augmented reality application, indicates the
uniqueness of this study, as its results are expected to contribute
to the academic literature authentically [13].

Rapid technological progress has led to significant shifts in
behavior across different generations [14]. As the digital
landscape continues to progress, it is affecting the Gen-Z
consumers' behavioral intention. Generation Z, often known as
the post-millennials, encompasses individuals born from 1995 to
2010 who have grown up surrounded by technological
advancements [15,16]. Older generations have had to adapt to new
technologies and incorporate them into their lives, while younger
generations like Gen-Z have grown up in a highly connected
digital environment where technology is an inherent part of daily
life. For Gen-Z, technology is not just a tool but an integral aspect
of their identity and decision-making processes since these digital
natives are known for their reliance on mobile devices and their
continuous exploration of various new technologies. To
effectively cater to this tech-savvy consumer group, it is
significant for the fashion industry to comprehend the
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motivations behind Gen-Z's acceptance and use of AR
technology for fashion purchases. Therefore, this study is
designed to research augmented reality technologies' role in
shaping Gen-Z consumers' behavioral intentions. To achieve our
research goals, we conducted an experiential research project
using "Magic Mirror" device, designed to provide a detailed
comprehension of mobile AR acceptance and its potential future
effects on Gen-Z consumer behavior.

The following sections of this research include relevant academic
literature, a comprehensive data collection methodology, in-depth
data analysis, and a discussion of this study's contributions. Our
primary goal is to provide detailed insights and an enriched
understanding of augmented reality's role in shaping Gen-Z
consumers' behavioral intentions.

2. THEORETICAL BACKGROUND
2.1 Augmented Reality — Mobile Augmented Reality Apps

Augmented Reality incorporates digital content into individuals'
visual perspective, including practical applications and immersive
experiences, where virtual components resemble real objects
realistically [17,7]. It enables users to engage with digital objects
in their real environment and perceive their surroundings through
various devices [18]. AR allows consumers to engage with virtual
objects that enhance their real-world experiences by changing
their interactions with standardized products and services into an
interactive experience [19,12]. As Jessen et al. (2020) stated, since
augmented reality is increasingly considered as a significant
customer experience design tool, a growing number of companies
benefit from this technology in creating enhanced experiences for
customers [12,20,21]. Through AR facilities, brands augment
visual experiences interactively [22]. As Hilken et al. (2017)
indicate that AR technology has become more significant in both
physical and digital retailing [23], there is a necessity to obtain a
greater insight of the distinct advantages that AR offers in creative
marketing activities [12]. In fashion, augmented reality can allow
consumers to experience a particular fashion item's appearance by
providing virtual try-on experiences that can be utilized in
physical and digital retailers. In physical atmospheres, consumers
can see the fashion item on a smart mirror without requiring
physical fitting by smart mirrors in the virtual dressing rooms
[24,2], whereas mobile applications or websites can provide
virtual fitting options to consumers in the digital environment
[25,26,2].

On the other hand, augmented reality marketing involves
incorporating AR experiences, independently or alongside diverse
media forms to accomplish overall marketing goals and generate
brand value for business professionals and a more comprehensive
range of communities [27]. AR Marketing aims to develop digital
opportunities for customer interactions, which involve digital
signals in a real-world setting intended to support and enhance

customer activities and experiences. These digital cues effectively
connect with customers in an immersive way [28].

As stated by Trivedi et al. (2022), across the markets, both for
businesses and consumers, the rapid integration of mobile
applications provides enriched experiences within the retail sector.
[29]. As technology has increasingly gained significance in our
daily routines, the utilization of AR experiences delivered through
mobile applications is becoming more prevalent to enrich the
customer journey [5,2,29]. Mobile augmented reality apps, also
known as MAR apps, allow consumers to use their smartphones
or other smart devices to instantly see and evaluate products or
services in their physical environment. These apps offer a tangible
and immersive practices by adding virtual elements upon real
world, allowing individuals to visualize and engage with virtual
objects simultaneously [30]. During the decision-making process,
mobile augmented reality apps enable immediate interaction,
providing realistic presentations of various products. These AR
technologies enhance consumers' shopping experiences by
triggering favorable mental responses, resulting in beneficial
consumer behavioral intentions [31]. AR apps impact consumers'
purchase intent and emotional and functional satisfaction by
enhancing their determination process [23].  Furthermore,
augmented reality creates immersive experiences that result in
favorable brand perception. Customers can satisfy their basic
needs for social interaction and connection through AR
technology [5].

2.2 Gen- Z Attitudes toward technology

Consumers' attitude represents their overall assessment of a
specific object in a specific way, reflecting continual emotions
about it. It affects customers' beliefs, their motives to purchase,
and behavioral intentions. The attitude towards technology has a
significant role in embracing various digital innovations including
mobile applications and augmented reality, among others [32]. As
Sahoo and Pillai (2017) stated, consumers' behavior is influenced
by their attitude, affecting their motivation and favorable
assessments, ultimately impacting their actions. Engaged
consumers exhibit an optimistic stance towards products and
related services when compared to others [33,34,32].

Differences in particular generations influence consumers' style,
expertise, abilities, and behavioral intentions [35,36]. Therefore,
examining the different generations within their own scope is
significant. Gen Z exhibits a greater expectation with the
purchasing process compared to previous consumer groups since
they prioritize innovation and emphasize the overall buying
journey [37,38,16]. Gen-Z, born into a digital-based world, is
known as a "tech native" generation [39]. Growing up in a digital
atmosphere has meant that the internet-based interactions have
substantially influenced this generation's attitudes, behaviors, and
expectations from their early ages.
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Furthermore, as Meola (2023) stated, they are estimated to have a
considerable effect throughout diverse businesses as they are
expected to form the greatest customer group by 2026. In this
regard, businesses need a comprehensive understanding of the
uniqueness of this generation cohort to develop lasting
connections [40,41].

Gen-Z generation is considered technological natives [42], with
access to various digital communication technologies [43]. They
are known as frequent technology users as they use it as a tool to
explore the latest technological advancements and are connected
to the digital world by engaging and purchasing their favorite
brands virtually [44]. As a younger cohort, they believe that their
acceptance of technology will be beneficial for accomplishing
their own goals [45]. Gen-Z has a considerable interest in
advanced technologies, which significantly impacts their
purchasing choices. Advanced technological devices, as
consumers "extended self' 'have a substantial impact on Gen-Z
individuals’ purchasing behaviors [46], such as using their
smartphones to make online purchases [47]. Moreover, this
generation cohort can be characterized as smart consumers who
strongly rely on smart technologies to search for information,
considering alternative options and post-sale processes [38].
Many recent studies have been researching the level of digital
technology embracement since they show considerable effort to
be involved with digital technology by learning its features and
benefits [48].

On the other hand, Gen-Z individuals prefer to prioritize, get
informed, and discover while making their online purchases, in
comparison to Generation Y, who tend to make rational decisions
[49,46]. Likewise, they emphasized the value of enjoyment and
usefulness when reflecting on their prior interactions with smart
retail technology. Moreover, they search for and rely on
practicality across all types of spending, including product
features and user experiences [46]. In this context, it is crucial to
gain deeper insight into this generation cohort, Gen-Z, to create a
mindset towards their behavioral intentions.

3. METHOD
3.1 Questionnaire design and data collection

Real-time experiments, such as those using existing augmented
reality (AR) applications, are essential for gaining a more
profound understanding of individuals' attitudes toward new
technologies. These experiments enable researchers to observe
how the technology affects users [18]. In this study, 310 Gen-Z
university students in lzmir, aged between 18 and 24, were
recruited as participants using a simple random sampling method.
The participants were required to use TRYO (powered by QReal)
AR filters for fashion accessory purchases via the "Magic Mirror"
device specifically designed for this study. The distribution of
respondents was as follows: 203 female participants (65.5%) and

107 male participants (34.5%) used this particular mobile AR
application between September 2023 and November 2023 [13].

The app features four primary categories of fashion accessories:
sunglasses, hats, shoes, and watches. Participants were informed
ahead of time about the app's interface and the purpose of the
research, as well as the anonymous questionnaire they would
complete following their experiences on the application. The app's
AR functionality allowed users to try various fashion accessories
when pointing toward the "Magic Mirror" device for 3D
representation of selected fashion items. The participants were
requested to explore the app's interface, user-friendliness, and AR
functionality.

3.2 Measurement

Venkatesh et al. (2003) introduced the Unified Theory of
Acceptance and Use of Technology (UTAUT) based on eight
different technology acceptance models to research users’
adoption of information technology by a unified theoretical model
[50,51,18]. Subsequently, to form the model in a more consumer-
focused way, Venkatesh et al. (2012) extended UTAUT to the
UTAUT2 model by adding hedonic motivation (HM), price value
(PV), and habit (H) as new constructs [51]. This research study
utilized a questionnaire based on Venkatesh et al. 's (2012)
UTAUT2 model [52], which was modified to incorporate a 5-
point Likert Scale to gather essential research data. The
questionnaire comprised twenty-three questions distributed across
seven dimensions: Performance Expectancy (PE), Hedonic
Motivation (HM), Effort Expectancy (EE), Habit (H), Individual
Innovativeness (Il), Perceived Value (PV), and Behavioral
Intention (BI). To measure participants' performance expectancy,
they were asked to evaluate the statement (S1) PE1: "I find
augmented reality (AR) technology applications and devices
useful for my online fashion shopping”, (S2) PE2: "When
purchasing fashion accessories such as hats and glasses online,
augmented reality (AR) technology applications and devices
facilitate my shopping experience", (S3) PE3: "Devices utilizing
augmented reality (AR) technology, such as 'Magic Mirror,
increase my ability to make more accurate purchasing decisions
during online fashion shopping", (S4) PE4: "Devices utilizing
augmented reality (AR) technology, such as 'Magic Mirror,'
enable me to complete my shopping more quickly" and (S5) PE5:
"When purchasing fashion accessories such as hats, glasses, shoes,
or watches online, augmented reality (AR) technology
applications and devices will enhance my shopping satisfaction.
(Please choose the accessory group you have experienced)" by
selecting one of the following responses: "Strongly Disagree,
Disagree, Neutral, Agree, Strongly Agree."
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Moreover, to measure their effort expectancy, participants were
asked to evaluate following statements; (S6) EE1: "The use of
augmented reality (AR) technology applications and devices is
easy", (S7) EE2: "It was easy for me to learn how to use this
'‘Magic Mirror' device utilizing augmented reality (AR)
technology”, (S8) EE3: "The shopping options on this 'Magic
Mirror' device utilizing augmented reality (AR) technology are
clear and understandable”. To understand participants' hedonic
motivation following statements were asked; (S9) HMLI:
"Utilizing augmented reality (AR) technology applications and
devices is enjoyable™, (S10) HM2: "Using augmented reality (AR)
technology applications and devices is pleasurable”, (S11) HM3:
"Using augmented reality (AR) technology applications and
devices is highly enjoyable" Participants were also asked to
evaluate the habit impact by answering following statements;
(S12) H1: "Using augmented reality (AR) or face-filtering
features in applications and devices is habitual for me" (S13) H2:
"Augmented reality (AR) or face filtering features in applications
and devices are significant to me", (S14) H3: "Using applications
and devices with augmented reality (AR) technology and face
filtering features is a familiar and natural experience for me."”

Shaw and Sergueeva (2019) state that perceived value is more
relevant than monetary value in various cases of mobile commerce
[53]. As the construct of price value was not applicable to the free
mobile augmented app, TRYO, the price value factor was replaced
with the perceived value to align with the nature of the research.
To understand participants' perceived value perceptions, they
were asked to evaluate following statements; (S18) PV1: "The
effort | put into learning how to use augmented reality (AR)
technology applications and devices is reasonable”, (S19) PV2:
"Spending time to learn how to use augmented reality (AR)
technology applications and devices is worthwhile" and (S20)
PV3: "Learning to use augmented reality (AR) technology
applications and devices is beneficial for me".

Furthermore, the UTAUT2 model in this study was modified by
including the individual innovativeness dimension as it is relevant
to the primary objective of the research. To understand their
motives, participants were asked to evaluate following statements;
(S15) 111: "When | become aware of a new technological
application or device, | seek ways to experience it", (S16) 112: "
am usually the first among my peers to try new technological

Table 1. Skewness and Kurtosis Value

applications and devices" and (S17) 113: "I enjoy trying new
technological applications and devices". In addition to all these
statements to understand participants' behavioral intention
towards AR technology, following statements were asked to
participants as well; (521) BI1: "l intend to use augmented reality
(AR) applications and devices in my future online fashion
shopping™ , (S22) BI2: "I will explore other augmented reality
(AR) applications and devices for future shopping needs", (S23)
BI3: "Whenever possible, I will always try to use augmented
reality (AR) applications and devices in my online fashion
shopping".

4. ANALYSIS AND RESULTS
4.1 Test of Normality

Before analyzing the gathered data, whether the data were
normally distributed was tested. The normal distribution is a
crucial element in structural equation modeling. Compliance of
the data with normal distribution was tested using Kolmogorov-
Smirnov and Shapiro-Wilk tests. Since p-value = 0.000, it was
seen that the data were not normally distributed. However, since
the number of data is high, the values of kurtosis and skewness,
which are other parameters, should be checked.

As shown in Table 1, the normality distribution, kurtosis, and
skewness values of the data are given. When these values are
examined, the data are normally distributed since the kurtosis
skewness values are between -3 and +3 values, according to Fisher
[54].

This outcome allows for further examination of consumer
responses to the selected technology since demographic factors,
such as age and gender, may influence technology acceptance. In
this context, consumers' acceptance of Augmented Reality (AR)
technology may vary based on their exposure and familiarity with
emerging technologies. The general skewness and kurtosis values
suggest that the majority of respondents have a positive inclination
toward the technology, with a relatively balanced distribution of
attitudes. These findings provide a foundational understanding of
how AR technology is perceived and used among different
consumer groups.

| Dimensions Skewness Kurtosis

| Performance Expectation -1,306 1,837

'Effort Expectation | 1576 2,645
'Hedonic Motivation | 152 2976
Habit 054 0882
Innovativeness | -1279 281
Perceived Value | -0972 1,73
'Behavioral Intention ~~~ -0961 1,138
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After determining the demographic and structural characteristics
within the scope of the research, questions about the technology
acceptance model were asked to the participants. The
aforementioned scale has been commonly used in academic
researches, and its validity and reliability have been tested. In this
section, Confirmatory Factor Analysis (CFA) was conducted with
Lisrel 8.80 to demonstrate that the data validated the measurement
tools and test the construct validity. Cronbach's Alpha (o)
coefficient was calculated for all dimensions for reliability.

Table 2. Cronbach’s Alfa

Dimensions | Cronbach's Alfa
Performance Expectation 0,859
EffortExpectatlon R S 0,785 I
| Hedonic Motivation 0,937

‘Habit 074
Innovativeness 0,744 |
‘Perceived Value | 0,740
‘Behavioral Intention | 0,792

As it is shown in Table 2, the internal consistency coefficient
(Cronbach Alpha (o)) of all dimensions that make up the
technology acceptance model was higher than 0.70. According to
the values in the table, it can be said that the scale is reliable [55].
This reliability suggests that the questions posed in the
questionnaire effectively measure the dimensions of technology
acceptance among Gen-Z consumers. High internal consistency in
constructs such as performance expectancy and perceived value
indicates that participants are likely to have consistent perceptions
about the utility and advantages of AR technology. These findings
also suggest that the model’s dimensions are well-suited for
capturing the behavioral intentions of consumers toward adopting
it.

Confirmatory factor analysis (before modification indices) results
are shown in Figure 1. According to standardized results, when
factor loadings are examined, all values are below 1, and the
lowest is 0.56, and these values show that there are good values in
terms of factor loadings. It has been revealed that the values
observed here have a good ability to represent latent variables.
Another issue in the DFA model is the t values. All t values are
greater than 1.96 at the 0.05 level and are statistically significant.

Table 3. Goodness of Fit Values (Before Modification)

Fit Measure Value Goodness of Fit
Xt/ (sd=155) | 2,10 Acceptable Fit
RMSEA ! 0.060 Acceptable Fit
SRMR 0.051 Acceptable Fit
NFI 0.951 Good Fit
- NNFI 0967 Good Fit
~ CFI 0.973 GoodFlt
GFI - 0.904 ~ Acceptable Fit |

0.€2 S14

Figure 1. Technology Acceptance Model Confirmatory Factor Analysis
(CFA) (Before Madification)

As it is shown in Table 3, the goodness of fit values is adequate.
The model's RMSEA (Root Mean Square Error of
Approximation) value indicates a good fit when RMSEA < 0.05
and an acceptable fit when 0.05<RMSEA<0.08. The ratio of the
chi-square value to the degrees of freedom (2.10) is between 2 and
3, which indicates an acceptable fit. The RMSEA value ((90%
confidence interval), 0.060) falls between 0.05 and 0.08, which
indicates an acceptable fit. Since the normalized fit index (NFI:
0.951), the non-normalized fit index (NNFI: 0.967), and the
comparative fit index (CFI: 0.973) all have values greater than
0.95, they indicate good fit values. The goodness of fit index (GFI:
0.904) also indicates an acceptable fit, as it is greater than 0.90
[56,57,58,59]. These results indicate that the model effectively
captures key factors influencing Gen-Z consumers' behavioral
intentions toward adopting AR technology. The RMSEA value of
0.060, while indicating an acceptable fit, suggests that slight
improvements could further enhance the model's alignment with
consumer perceptions. Moreover, the y?/df ratio of 2.10
demonstrates that the model performs adequately in explaining
how constructs such as performance expectancy, habit, and
perceived value influence Gen-Z consumers' intentions to engage
with AR technologies. Moreover, the RMSEA value of 0.060 falls
within the acceptable range, indicate that the model sufficiently
captures the relationships between the constructs and the
behavioral intention (BI) of consumers toward adopting AR
technology. Since key fit indices such as the NFI (0.951), NNFI
(0.967), and CFI1 (0.973) are all above of 0.95 demonstrates that
consumers' responses align well with the theoretical framework of
the model.
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However, even though good and acceptable fit values were
achieved when examining the goodness of fit values of the model,
the Lisrel 8.8 program suggested some modification indices.
These modifications indicate that the question statements are
similarly understood and that their errors are common. After these
modifications, a confirmatory factor analysis was applied again.
A total of four modification indices were proposed in the scale.
The statements S1-S2, S3-S4, S6-S7, and S14-S15 were modified
by combining their errors. This means that modifications were
applied and they did not affect the model structure but instead
enhanced the model's fit. The proposed modifications were made
to address technical requirements of the model solely and did not
alter the significant relationships within the results. The modified
values are shown in the Figure 2.

#.€5 S14

0.45 $16
N

Chi-Square=263.31, df=151, P-value=0.00000, RMSEA=0.049

Figure 2: Unified Theory of Acceptance and Use of Technology 2
Model Confirmatory Factor Analysis (CFA) (After Modification)

Table 4: Goodness of Fit Values (After Modification)

Value
1,74

Goodness of Fit
Good Fit
Good Fit
 GoodFit
“Good Fit
~ Good Fit

Good Fit
Acceptable Fit

Fit Measure
X2/ (sd=151)
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The model generally produced good fit values when examining
the goodness of fit values after modifications. The significant
indicators, such as ¥2/(df=151), RMSEA, and SRMR
(Standardized Root Mean Square Residual), have reached good fit
values from acceptable fit values. Moreover, it can also be seen
that all other values have improved. However, unlike standard
exploratory factor analysis, which seeks to uncover latent
variables, this study used confirmatory factor analysis (CFA) to
confirm an established theoretical structure. The modifications
suggested by the Lisrel 8.8 program improved the model fit
without altering its theoretical foundation.

Table 5. Unified Theory of Acceptance and Use of Technology 2
Model Scale Factor Loadings, R2 Value, T Value

i Factor | T

| Di i i R?

| imensions Qno Loading | values

st 0.68 0.46 1275

Performance

| Expectation

" Effort

! Expectation

Hedonic

| Motivation

' Habit

| Innovativeness S16 0.74 0.55 13.51
S17 0.69 0.47 12.24

_ {818 062 038 | 1109

Perceived Value | S19 0.86 0.74 16.76

{ i S20 0.66 0.43 11.99

According to the factor loadings of the scale, all factor loadings
are above 0.30, and their T-values are also above 1.96, which
indicates statistical significance. The explained variance value is
also provided in the table. Based on all these results, UTAUT2
model confirmed with its six dimensions. Moreover, the perceived
value dimension, added to the UTAUT2, has improved the model.
The significance of these loadings indicate that consumers
perceive AR technology as highly useful, which influences their
willingness to adopt it. Furthermore, the perceived value (PV)
dimension shows that consumers who recognize the tangible
benefits of AR are more likely to develop positive behavioral
intentions toward using this innovative technology.

4.2 Measurement Model of Unified Theory of Acceptance and
Use of Technology 2 Model

Looking at the research model, the relationship between the
dimensions of the technology acceptance model and behavioral
intention (BI) has been examined. After the confirmatory factor
analysis of the scales, internal consistency coefficients, and
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analysis of whether the data are normally distributed or not, the
stage of validation of the structural model has been reached to
measure whether the dimensions of the technology acceptance
model, which is one of the aims of the research, affect behavioral
intention. A two-stage method was applied to create the said
structural model. The first stage of the two-stage method aims to
understand whether the model has a problem before revealing the
relationships among the variables. Testing the measurement
model is, in a sense, an analysis similar to confirmatory factor
analysis. The measurement model testing is carried out to detect
any measurement-related problem of the model. A problem in the
measurement model can be solved with modification suggestions,
and the second stage can be passed without any problems.
Otherwise, moving on to the second stage, that is, to test the
structural model, will not be meaningful.
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Chi-Square=422.34, df=209, P-value=0.00000, RMSEA=0.057

Figure 3. Measurement Model of the Unified Theory of Acceptance and
Use of Technology 2 Model Before Modification

Looking at the Figure 3, the behavioral intention (BI) variable has
been included in the measurement model. Initially, the factor
loadings seen in the figure are above 0.30, which is an acceptable
value [60]. When looking at the values of the measurement model,
the pre-modification values are given in the table. When the values
are examined, the y2 / (df=209) is above 2, at 2.01, and the
RMSEA value is calculated as 0.057. These values indicate an
acceptable fit. However, the GFI value in the table is calculated as
0.89, which indicates an inadequate fit.
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Looking at the modification indices, there are three suggested
modifications: S1-S2, S4-S5, and S15-S14. The measurement
model after modification is given in the Figure 4.

Table 6. Goodness of Fit Values for the Unified Theory of Acceptance
and Use of Technology 2 Model Measurement Model (Before
Modification)

Fit measure . Value ‘ Goodness of Fit
B/ (sd=209) | 2,01 Acceptable Fit
""""""" RMSEA | 0057 | AcceptableFit |
SRMR 0.050 Good Fit
NFI 0.950 Good Fit
NNFI 0.970 Good Fit |
CH 0980 “GoodFit
GFI 0890 Inadequate Fit
2 som[ 51 ]
o
sas= 8 N3
2 sem S ]

o o o o o o
N

=

Chi-Square=373.92, df=206, P-value=0.00000, RMSEA=0.0S51

Figure 4. Unified Theory of Acceptance and Use of Technology 2
Model Measurement Model Post-Modification

The modified measurement model is presented in the Figure 4. As
it shows, the factor loadings and t-values are statistically
significant. The goodness of fit indices is presented in the table.
The x2 / (df=206) value has decreased to 1.87, below 2, which
indicates a good fit, and another value, the GFI, improved from
inadequate fit to acceptable fit after applying the modification
indices.

Cilt (Vol): 31 No: 136

Tekstil ve Miihendis




Impacts of Augmented Reality Marketing on

Gen-Z Fashion Consumers’ Behavioral Intention

Beliz GUNDURU
Deniz DENiZ

Table 7. Compatibility Values of the Unified Theory of Acceptance
and Use of Technology 2 Model Measurement Model (After

Modification)
Fit Measure Value Goodness of Fit
¢/ (sd=206) | 1,87 ! Good Fit

RMSEAOOSlAcceptableFlt
"""""""" S RMR004GGoodF1t
. NFI 0959 ! Good Fit .
NNFIO976GoodF1t
CFI()98() T GeodFit

GFI 0.905 Acceptable Fit

Looking at the fit indices, the measurement model has generally
achieved good and acceptable fit values. These improved fit
values suggest that consumers' perceptions of AR technology
were more accurately captured after addressing potential
redundancies in the original questionnaire items. These
adjustments enhanced the model's ability to reflect the behavioral
intention (BI) construct, highlighting that performance expectancy
and perceived value are the most influential factors driving
consumers to adopt AR technology.

After this stage, it is possible to continue with the testing stage of
the structural model given in the research model.

E‘Q.‘é

), RMSEA=0.050

Figure 5. Unified Theory of Acceptance and Use of Technology 2
Model Structural Equation Model

Looking at the structural model, factors that affect behavioral
intention can be seen. When looking at the path values of the
model, the lowest values are effort expectancy (0.04) and hedonic
motivation (0.03). These small effects are statistically
insignificant since the t-values of effort expectancy (t-value: 0.51)
and hedonic motivation (t-value: 0.60) are less than 1.96. The
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results indicate that these factors do not significantly contribute to
consumers' intention to use AR technologies. While consumers
may value the performance and utility of AR technology, they are
less influenced by its perceived ease of use or the enjoyment
derived from its use.

On the other hand, when looking at the R2 values in the table 8, it
can be seen that the explained variance for behavioral intention
(BI) is 75%. The high R? value (75%) for behavioral intention
indicates that the model explains a significant portion of the
variance in consumers’ intent to adopt AR technology. This
suggests that the key dimensions included in the model, such as
performance expectancy, hedonic motivation, habit, and
perceived value, are impactful in explaining consumer behavior.
The high R? value highlights that these factors collectively
influence consumers' behavioral intention towards AR technology
adoption. In particular, the role of perceived value appears to be
significant, reflecting that consumers' evaluation of the usefulness
and benefits of AR technology plays a major role in shaping their
intent to adopt. These findings emphasize that consumers are more
likely to adopt AR technology when they perceive it to offer
tangible benefits, rather than being motivated by hedonic factors
or habitual use solely.

Table 8. Factor Loadings and R2 Value of the Unified Theory of
Acceptance and Use of Technology 2 Model Structural Model

Dimensions Qno Factor Loading R?

5 0.64

| Performance 063 !

| Xpectation 0.68 |
0.61

| Effort Expectation | S7 | 058 060

! i S8 0.54

8 068 | e |

| Hedonic Motivation | S10 076 093

' i Si1 0.72 | '

Habit

Innovativeness

Perceived Value

Behavioral Intention

The goodness of fit values of the model are presented in Table 9.
As it is shown, the structural model generated generally good fit
values. The y2 / (df=206) value was calculated as 1.77, indicating
agood fit value. The RMSEA value of 0.050 also produced a good
fit value. Furthermore, the SRMR (0.045), NFI (0.96), NNFI
(0.98), and CFI (0.98) values indicate good fit values as well.
Finally, the GFI value achieved an acceptable fit value, and the
model was confirmed as a result [56,57,58,59].
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Table 9. Structural Model Goodness Fit Indices for Unified Theory of
Acceptance and Use of Technology 2 Model

Fit measure Value Goodness of fit
X2/ (sd=206) 1,77 Good Fit
"""" RMSEA 0050 ~ Good Fit
SRMR 0.045 Good Fit
""""""""" NFL 0.96 GoodFit
............... T ey B ST am—
CFI 0.98 Good Fit
GFI 091 Acceptable Fit |

The goodness of fit indices further supports the adequacy of the
proposed model in explaining consumers' technology acceptance.
With values such as RMSEA (0.050) and GFI (0.91), the model
demonstrates a good fit, which indicates that the relationships
between constructs adequately reflect the observed data. These
findings suggest that consumers are receptive to the integration of
AR technology in their experiences, particularly when their
expectations of performance are met. However, the relatively
lower significance of effort expectancy and hedonic motivation
demonstrate that the usability and entertainment aspects of AR
must be enhanced for broader consumer appeal. Consequently,
effort expectation and hedonic motivation were removed, and the
final version of the structural model is depicted below.

S21  [=0.4¢

'J.TD\‘ S |51

: 778

[#0.34

Figure 6: Structural Model

Journal of Textiles and Engineer

SAYFA 263

Table 10. Perception Levels of Dimensions by Gender Independent T-Test

Gender

Performance
| Expectation
| Effort

| Expectation | Male
| Hedonic
| Motivation |

| Innovativeness

Perceived Value

| Behavioral
| Intention

The above Table 10 examines whether the technology acceptance
model constructs differ by gender of the questionnaire
participants. When looking at the p-values in the table, it is seen
that performance expectancy (PE), hedonic motivation (HM),
effort expectancy (EE), habit (H), and behavioral intention (BI)
(p<0.05) are perceived differently between female and male
participants. Overall, females perceive these dimensions at a
statistically higher level than male ones. However, female and
male participants did not perceive innovation (1) and perceived
value (PV) dimensions differently.

5. CONCLUSIONS, IMPLICATIONS, AND
LIMITATIONS

5.1 Discussion

This recent study examined the acceptance and use of augmented
reality technology among Gen-Z consumers. Findings indicate
that the extended version of the Unified Theory of Acceptance and
Use of Technology 2 (UTAUT2) model for this research was able
to explain a substantial portion (75%) of the behavioral intention
to use AR technology. This confirms the applicability and
effectiveness of UTAUT2 in understanding the factors influencing
adoption of AR. Furthermore, by including the perceived value
and personal innovativeness dimensions, the model provided a
more substantial comprehension of Gen-Z users' acceptance and
usage behavior since it became more comprehensive.

Despite prior studies having significant contributions to the
augmented reality literature, this research study examines Gen-Z
consumers' acceptance and use of AR by extending the UTAUT2
model with perceived value and personal innovativeness
dimensions. The research findings demonstrated that the
UTAUT2 model constructs used in this research had good
construct validity and reliability, providing an accurate
assessment of the latent variables. The CFA results indicated that
the measurement model had an acceptable fit, which improved
further after the suggested modifications. The factor loadings, T-
values, and variance values confirmed the significance and
strengths of the relationships between the dimensions of the
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UTAUT2 model. Adding the perceived value and personal
innovativeness dimensions to the model enhanced its overall
performance. The measurement model, which explored the
relationship between the dimensions of the technology acceptance
model and behavioral intention, also exhibits a good fit after
modifications, indicating that the model's dimensions significantly
influenced behavioral intention. This research study's results
contribute to understanding of technology acceptance and usage
by validating the extended UTAUT2 model in the context of
behavioral intention.

Furthermore, the research findings explored that gender
differences exist in the perception of some UTAUT2 constructs.
Female Gen-Z participants perceived the dimensions of
performance expectancy (PE), hedonic motivation (HM), effort
expectancy (EE), habit (H), and behavioral intention (BI) at a
statistically higher level than male Gen-Z participants. These
results indicate that female Gen-Z consumers may have higher
expectations relating to the performance and user-friendliness of
technology, as well as a greater tendency towards hedonic
experiences and habitual technology use. Since these dimensions
are significantly related to the use and acceptance of AR
technology, female Gen-Z consumers may be more receptive to
various technological innovations. The absence of considerable
gender differences in the perception of innovation (I) and
perceived value (PV) constructs suggests that both male and
female Gen-Z consumers perceived the innovative aspects and
value proposition of the AR technology similarly. This finding
implies that factors such as originality and perceived benefits may
not be influenced by gender, and both genders may equally
recognize the potential value of adopting new technologies
including augmented reality.

Throughout the questionnaire experience, there was no substantial
differences in participants' engagement across the app’s four
categories of fashion accessories. However, a pronounced
preference was observed for the shoe category, with participants
notably inclined towards experimenting with AR shoe filters.
They articulated high levels of satisfaction with the authenticity
conveyed by these filters. However, this interest was verbally
expressed by participants and is not reflected in the statistical data
of the study.

On the other hand, all of these research findings are based on the
two-month period which the research was conducted. Even though
the study was limited to a specific timeframe, this did not have a
negative impact on the research outcomes as it provided valuable
insights into Gen-Z consumers' interest in AR technology.
Nevertheless, it is significant to acknowledge that augmented
reality adaptation and interest towards this technology may vary
across different time periods. Various researches to be conducted
over different time periods may reveal additional findings to be
discussed.

Journal of Textiles and Engineer

5.2 Contributions to theory

This research study contributes to the literature by exploring the
impacts of augmented reality on fashion consumers' behavior.
Although various types of research on AR exist, there is still a
loophole in the literature regarding its significant impacts,
specifically on Gen-Z fashion consumers' behavioral intentions. In
this study, Gen-Z consumers' behavioral attitudes towards
augmented reality technology are defined throughout their
experience with "Magic Mirror" device, which is designed for
their AR experience with an advanced augmented reality app,
TRYO.

Online purchases need more human interaction since they cause
insufficient product information. This issue makes product
evaluation difficult from consumers' perspective, which can
increase their risks [25]. However, AR virtual try-on technology
has the potential to address this issue by providing an enhanced
evaluation of various products. AR can significantly intensify the
digital purchasing experience by offering delightfulness [31,61].
Furthermore, virtual try-on technology allows consumers to see
their try-ons from various perspectives, which is impossible in
actual try-on situations [62,63].

On the other hand, many apps are free of charge, so consumers do
not have to pay anything to use those digital facilities [53]. In this
research study, price value is replaced by perceived value, as the
TRYO app offers a free-of-charge advanced AR experience. This
study's findings showed that perceived value, as an extended
dimension, was statistically significant and affected the behavioral
intention of Gen-Z consumers. This research study confirms that
as an extended dimension, perceived value has a unique
contribution to the UTAUT2 model since the model explained
75% of the behavioral intention. According to Watson et al.
(2018), augmenting the shopping experience using AR technology
provides consumers with an enhanced emotional reaction as it
provides a powerful sensory engagement that affects their
reactions. However, the reaction towards AR may differ in
accordance with consumers' purchasing motivations and
individuality levels. While most research studies on AR
technology are experiments, some studies filter participants based
on prior experience in using AR apps [10,65]. Despite these
researches improving the knowledge of AR, several significant
gaps still exist. In this regard, using the TRYO app specifically for
this experiential research is the first attempt to explore Gen-Z
consumers’ in-person responses to close these gaps in the
literature.

5.3 Managerial Implications

Augmented Reality applications are becoming a game-changer for
businesses [28]. Especially, textile and fashion industry is
interested in exploring the potential incorporation of AR
throughout the customers' engagement with fashion brands.
However, there needs to be more clarity regarding their
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acceptance and usage of this innovative technology.
Understanding how AR can be significantly integrated into textile
and fashion marketing is crucial for their future success. Thus,
clarifying how AR affects consumers' behavioral intentions is
necessary.

Enhancing consumers' positive behavioral intention by
emphasizing their ideal selves and fitting confidence through AR-
based try-on experiences can ultimately increase their purchasing
intentions. In this regard, this study provides several significant
findings for textile and fashion industry, as well as for AR app
developers by examining the factors influencing Gen-Z
consumers' behavioral intentions towards the usage and adoption
of augmented reality. By considering the impact power of the
UTAUT2 constructs of this study, developers are able to design
more targeted strategies to enhance Gen-Z generation’s AR
adaptation. This research study findings explored that perceived
value (PV) has considerable importance in influencing Gen-Z
consumers' behavioral intention. Thus, practitioners should focus
on improving users' perceived value of augmented reality
technology by improving its functionality, usability, and overall
features. By understanding the factors that contribute to Gen-Z
consumers' behavioral intention, providers of AR apps are able to
design more satisfactory AR-based services.

Furthermore, there are some gender differences in the perception
of certain UTAUT2 constructs among Gen-Z consumers. App
developers should acknowledge that their apps are not solely
focused on usefulness and safety; the experience should also be
prioritized [53]. Understanding that female Gen-Z consumers
have higher expectations regarding performance, effort, hedonic
motivations, and habitual use may be beneficial for businesses in
designing more targeted campaigns that address these specific
preferences. By customizing marketing communications and
experiences to align with gender-specific attitudes, practitioners
can improve the acceptance level of AR technology among Gen-
Z customers. Moreover, providing ongoing value through AR
experiences can enhance the habit formation of consumers.
Encouraging them to use this technology repeatedly may create
long-term engagement among Gen-Z cohort. According to
research study findings, effort expectancy (EE) and hedonic
motivation (HM) have a relatively low effect on Gen-Z
consumers' behavioral intention to use AR. To overcome this,
augmented reality apps' practical benefits and utility may be
prioritized. By demonstrating how the app can improve efficiency
or deliver tangible consumer benefits, businesses can increase the
probability of user adoptation and behavioral intention within
Gen-Z.

On the other hand, both female and male Gen-Z users, perceived
innovativeness (1) and perceived value (PV) dimensions similarly.
This result indicates that emphasizing AR technology's innovative
aspects and value proposition can be practical for both genders.
Companies may highlight AR technology's uniqueness and
transformative characteristics, demonstrating its ability to
strengthen user experiences and offer beneficial advantages. By

emphasizing perceived value (PV) and innovation (1), businesses
can develop an attractive argument for Gen-Z consumers to accept
and utilize AR technology. This research focused on providing
insights into the influential factors regarding Gen-Z consumers'
acceptance and usage of AR. However, continuous evaluation of
consumers' behavioral intentions is significant for long-term
success as their preferences and attitudes constantly evolve. In
summation, as AR technology is continually developing,
integrating AR into the fashion business can positively affect
consumers' behavioral intentions regarding their fashion
consumption. This technology may intensify consumer
engagement and positive brand perception while simplifying their
decision-making process. Thus, conducting various experiential
researches frequently can provide more robust insights regarding
its practical implications.

5.4 Limitations and recommendations for further studies

Many studies focus on digital advancements affecting young
fashion consumers’ behavioral intentions. Hence, this research
study focuses to make contribution to the literature regarding the
usage and acceptance of augmented reality by providing valuable
insights from the research results. However, it is necessary to
acknowledge the limitations that might impact the results'
interpretation. This research was conducted with a specific Gen-Z
population in Turkey, which could limit the generalizability of the
findings to other populations. Conducting cross-cultural research
could significantly contribute to providing insights into the
cultural adaptability of accepting technological advancements.
Additionally, due to the greater interest shown by female Gen-Z
consumers compared to male ones towards this voluntary
questionnaire, a gender disparity emerged in terms of participation
rates. This disparity could limit the generalizability of the
findings. On the other hand, the fact that female Gen-Z consumers
demonstrated more interest in augmented reality technology than
their male counterparts could be a significant indicator for further
studies. Female consumers may become a central focus in future
researches, since exploring ways to enhance their satisfaction with
this interest could provide meaningful contributions to the
literature. Moreover, while this study provides valuable insights
into the attitudes and behaviors of Gen Z consumers toward
augmented reality (AR) technology, it does not explore potential
variations in outcomes based on age within the Gen-Z cohort. The
decision to focus on Gen Z as a whole was driven by the objective
of understanding their general perspectives on AR, rather than
conducting comparisons across different age groups within this
generation. Future research could address this limitation by
investigating whether significant differences exist among younger
and older members of Gen Z, potentially offering deeper insights
into how AR is received across age segments within this
generation.

Furthermore, as this research findings may be limited due to the
specific period in which the study was conducted, it is significant
to acknowledge that technological advancements over time may
influence the applicability of the findings regarding the acceptance
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and use of AR among Gen-Z consumers. Future studies could
focus on mixed methods practices by uniting qualitative and
quantitative research approaches to comprehensively understand

Gen-Z consumers'

behavioral intentions. Possible future

adaptation of the UTAUT2 model could be a valuable asset in
comprehending the distinct dynamics associated with emerging
technologies.
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