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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
(UTAUT?2) with its six dimensions. The perceived value (PV) dimension, added to the UTAUT2, 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.
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ARTIRILMIS GERCEKLIiK PAZARLAMASININ Z KUSAGI MODA TUKETiICIiLERINIiN
DAVRANISSAL NIYETLERI UZERINDEKI ETKILERI

OZ: Yenilikci teknolojiler tekstil ve moda endiistrisi icin biiyiik dnem arz etmektedir. Bu baglamda bu arastirma calismasi, belirli bir
artirllmis gerceklik (AR) uygulamasini kullanarak AR teknolojilerinin Z Kusagi moda tiiketicilerinin davranigsal niyetleri lizerindeki
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 yap1 altinda dagitilmis yirmi {i¢ sorudan olusmaktadir. 310 erkek ve
kadin Z Kusag: tiiketicisi orneklem kullanilarak yapilan bulgular, algilanan deger (PV) boyutunun, Z Kusag tiiketicilerinin moda
aligverisi icin AR teknolojisini kullanma niyetlerini olumlu yonde etkiledigini gostermektedir. Bulgular, arastirma modelinin
davranigsal niyetin %75'ini agikladigimi ortaya koymaktadir. Tiim arastirma sonuglartyla, teknoloji kabul ve kullanim birlestirilmis
modeli-2 (UTAUT2) alt1 boyutu ile dogrulanmistir. UTAUT2 modeline eklenen algilanan deger (PV) boyutu, modeli iyilestirmistir.
Orijinallik agisindan, bu arastirma ¢aligmasi, gelismis bir AR uygulamasi araciligiyla belirli bir kullanict grubu olan Z Kusagi moda
tiiketicilerinin davranissal niyetleri tizerindeki artirilmis gergeklik teknolojisinin etkilerini tanimlamaktadir.
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