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The Effects of AR-Based Fashion Experience Components on
Consumers Emotional Responses and Purchase Intention:
Focusing on the Mediating Role of Immersion
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Abstract With the development of Fourth Industrial Revolution technologies and the rise of contactless
consumption after COVID-19, augmented reality (AR)-based services have grown rapidly. In the fashion
field, AR enables consumers to experience products in digital environments, become emotionally
immersed, and form new consumption behaviors. This study examines how components of AR-based
fashion experiences affect consumers emotional responses and purchase intentions, with a focus on the
mediating role of immersion. An online survey was conducted with female university students in
Shanghai, China, from June 25 to July 5, 2025, yielding 318 valid responses. Data were analyzed using
SPSS 26.0 through factor analysis, correlation analysis, regression, and mediation analysis. Results show
that AR fashion experience components (reality, interactivity, informativeness, and convenience)
positively influence emotional responses (pleasure, arousal, dominance) and purchase intentions.
Emotional responses also positively affect purchase intentions. Immersion fully mediates both
relationships. This study provides theoretical insights for immersive content design and marketing
strategies in digital fashion environments.

Key Words : AR-based fashion experience, Consumer's emotional response, Purchase intention,
Immersion
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AR-Based Fashion Experience Components

Researcher
(yean Reality | Interactionability | Immediacy | Informativity | Convenience Immersion | Entertainment
Lee Hakyung, etc (2022) x x x 0 x x
Yun Hyangryeon (2020) o] o] o] x o] x x
Kim Hyekyung (2019) 0 0 x ] x ]
Lee Hyunjin (2020) o] 0 x x % M N
CHOHUIHSIN (2020) x x x 0 % N N
Yang Hee Soon (2022) x x x 0 X N «
Lee Hyunijin, etc (2020) 0 x x 0] x x x
Kim Hyekyung (2020) 0 0 x x x 0 M

O: Variables used for prior research x

. Factors not used in the literature Source: Organized by the researcher
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Total 45

34 X2 4T Y 24

® ATE FF golol (Lol 444 et
At 391 249 I (2000~20069 EHAE AT
ggos sigom, Lol HERANEAEME S 4
28 FSET. £ 979 dA9oR Hoolng

WA ol Aol 55 UolA] SISt B
A% EAES FEstE, A 7142 BT A 2
H] gh7o] & 248 EA 5 shjolt. 53], AR]uI)
ARt 7MF AL 5 47160 483} 28
o] A olRolA T Yo, & 7] FAI BT
Aeo] e Folehs ARl 44 ko ol
ATk Telm AT bl B3] 24 ojch
o wehgEe] 18] o] g & THOR ARV

I HAERES] & HS2]0]al =2 Ao
EoF FF AR7INE L] Al A&
2HPAF A4S & Aolehs AFARY] F
of s Akt

Ab 712 20259 6 2599014 2025 7€
5U7HA] & 3319°1Al AAlsHAeH, o] 7hed &44
o EHe Zﬂﬂlﬁ 31859 HEAE FHSEA N ARESt
At

S

Y
)
Lmln

d
tl

30 &
E=)
e ool
[e]

2 Ho
ol

fo

rolt

y

2
c
ut!

i
M
&

$3E 2179 BA Al SPSS 26.02 o|-&3sfa] ¥l
A, g IR, AFE B AT 39
24 9 mi7jay 24 5-& A

k1

4, A1A@Y
4.1 QTS Su
2 Q7o) 24 e 380 o] 95%(29.87%)
o guA B0l 1 ek, ATURE o - %

Q1 HFo] 76%8(23.9%) 2= 7HF Woton, dgd &=
2 2000-30009Jet F7te] SPEH sl 1027
(32.08%) .2 714 Wbyl 370 Hot SjAAE Fulis
H2 3000-400091%t +7tol| SfFst= sHA¥o] 1729
(54.09%)°.2 717 @ttt (Table 3)3 2t

(Table 3> Demographic characteristics

Category Classification Frequency %

Grade 1 71 22.33
Grade 2 84 26.42

Grade
Grade 3 95 29.87
Grade 4 68 21.38
Humanities * Social * Law 64 20.13
Art and Design 76 23.9
Management 56 17.61
Natural sciences 49 156.43

Major
Engineering field 37 11.64
Medicine and Health 26 8.18
physical education 6 1.89
Other 4 1.26
2000 CNY Less 7 2.2
2000-3000 CNY 102 32.08

Average
monthly 3000-4000 CNY 95 29.87
pocket 4000-5000 CNY 75 23.58

money
5000-6000 CNY 23 7.23
6000 CNY More 16 5.03
2000 CNY Less 35 11.01
3-month 2000-3000 CNY 93 29.25
average 3000-4000 CNY 172 54.09

purchase of

fashion 4000-5000 CNY 9 2.83
products 5000-6000 CNY 6 1.89
6000 CNY More 3 0.94

*Allowance 100 CNY = Approximately 19,000 won
(As of June 25, 2025)

2 A9 2 ERE o] d¥o| =9, EfeHIe
(Taobao)E °]-&st= -SHA7| 282 (88.68%) 2.2 7}
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Z o AF(ingDong)o] 24478(76.73%), Bl
(84/Poizon)E °ol&dke SFA = 234%(73.58%)2
2 Uepdtt. ARZIEE AR 9 SolAE AR B4
28 9 AeAE AQto] 242(76.10%) 22 7 %
AY L A Edll=o
o7 HE gtk E3h AR mjda @ HAt HAE
16278(50.94%)2.2 ERldct. AR AE F=&=
A 53t AFol 27478(86.16% .2 7FF won, B
e F4] o] 2559(80.19%) 2.2 F HAE Wi,
EHEZ o8 HF¥E 1629

I, AR 94

HEHA = AY

(50.94%)°ll
(Table 4

ELisg
ot 2t

(Table 4) General Characteristics

1 17078(53.46%)

RN

Category Classification Frequency %
Taobao 282 86.68
JingGong 244 76.73
Xiao Red Book 64 20.13
DeWu/Poizon 234 73.58
Main shopping — -
platforms used Official vvelt);;edsf overseas 148 16,54
Overseas fashi_on shopping 159 50.00
websites
Offline brand clothing store 173 54.40
Other 4 1.26
Virtual fitting experience 157 49.37
AR styling recommendations 242 76.10
Types of AR AR Fashion Show/ Brand Display| 162 50.94
Fashion AR games/ interactive platforms 170 53.46
Bxperiences ™ e roduct information display | 145 | 45.60
AR fitting mirror 152 47.80
Other 5 1.57
Mobile App 274 86.16
Brand official channels 255 80.19
Path of AR Physical Stores 85 26.73
Experience Social Media 157 | 49.37
Meta-universe/ Gaming platform 162 50.94
Other 3 0.94
4.2 MEld & EtEY
£ A7 4EA} AT BHo] By ANE =
2% 4 JEE, 484 2P| N4 L A
o AEsISich 424 HE=S %l Cronbach's ¢ A5
2 Besgon, 1 B4 At 2 24 who gy
A7} A AE ERlske o ARBEI (Table 5)
o] Yepd vie} Zo] BE 399 49] Cronbach's «

A= 0.8 oo g UERton, of= 2 Aol AgH

F

Zr 274 3E9| Al o] B2 FFEUS AJARRITE ARk
Z0Z Cronbach's ¢ A7t 0.7 oidolH & 75

FEOE FEAL, 0.8 ool w2 AFES SH
Ao ® wehETH43].

ok ok

(Table 5) Reliability validation results

Factor Cronbach's o

Reality .852

AR-Based Fashion Interactionability .844
Experience

Components Informativity 873

Convenience .851

. Pleasure 834
Consumer's

emotional Arousal 871

response Dominance .854

Immersion .883

Purchase intention .896

(Table 6y°] Uehd 37 AA=2HE & 4 lxol,
2 L9 KMO(Kaiser-Meyer-Olkin) -2 0.947%,
0.95tt &N & FFolth. KMO9 2 Kaiser-
Meyer-Olkin &X(Kaiser-Meyer-Olkin Measure of
Sampling Adequacy)?] FAZ o= QQ1EAE d17]
o) Hlole7t a8l H3AFAE B7Feke A HO|
ot gerd oz kol Hel= 0ollA] 1 Ate] grol 19 717t
255 QR HgstH, 0.7 odolH ]1EA0]
Ebgolttal 7HFEETH44). 3 Bartlett®] T34 HA
Ay, ZAF FolAlF g2 7575.22401H [ojEES
0.0002.2 0.01Et}t 2o}, A
Q@7Vdo] 714E . ol WeE 1o AT &
A oust, 2AEAS 37 A3t HolH
AL Yetdith ol=dt Axt= HAEA9 g 27t

B2 FoehE AlARRIT

(Table 6) KMO - Bartlett test

Kaiser-Meyer-Olkin Measures of Standard
) .947
Formation Adequacy
Approximate Chi-square 7575.224
Bartlett's
Sphericity Test df ®h
Sig. 0.000

KMOZF 0.9472 0.7Hth Z2Z doJg 9 elgx
7} HEQS-S ouisith 97 2919 MEE HEKE
A2 212+ 9.074%, 8.790%, 7.816%, 7.768%, 7.699%,
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A FAHQ/ALE AT ATRLA HHA, AHLHo
Category Immersion
9] 471X 31918910 g FEE AT AHkSe Z7 ci 816
=, 273, A 3717] 59 aRlo= FAESGIoH, = gg ggg
P} P 77 9 QRlo® ERIFSIh ca 31
A B4 ZHil= (Table 7), (Table 8), (Table 9, co 669
Eigenvalue 2.836
(Table 10yl AAI=o] At} Variance 7.271
Accumulate 63.369
(Table 7) AR-Based Fashion Experience Components
AR-Based Fashion Experience Components (Table 10) Purchase intention
Category - - - — -
Reality |Interactionability | Informativity | Convenience
Al 838 Category Purchase intention
A2 27 D1 .813
3 720 D2 7
: D3 .600
A L8 D4 723
A5 857 D5 675
A6 .628 Eigenvalue 2.706
A7 .694 Variance 6.938
A8 704 Accumulate 70.307
A9 .838
A10 617
ATl 666 4.3 HEHEAEM
A12 714 = =
a: — £ A7) AE W 71 AT FFHL el
M 707 sb7] o AuEAEAE F¥ciled, 1 Ad=
A15 .674 (Table 11>9’]' ZEH;}
Ei A16| 3539 3.342 3.048 é7<)337() ARZISE AR FHALY Bad, AR,
igenvalue . . . . . _
AHA moJAL Azl 71—7(41:1]-_9_ 09l &A% 3
Variance 9.074 8.790 7.816 7.768 Eé ‘/]é - ] ]-.,] & _ﬂﬁ_’ =
Accumulate | 9.074 17.865 25.681 33.449 7], Auiet 47, 2 FujoEee] BE £4 W
ZF BACIA AR} 4do] AAsk Wt YA}
, L Aow gelmEglt
{Table 8) Consumer's emotional response
C ! tional . .
Category ONSUMET'S emotiond’ esponse (Table 11) Correlation analysis
Pleasure Arousal Dominance
B1 774 Factor 1 21 3 4 5 6 7 8 9
B2 668 Reality 1
B3 621
Interactionability L}Z] 1
B4 .628
B5 .838 Informativity 4527 5*94 1
% 718 Convenience 425|.458).449 1
B7 691 wx | wx |
B8 751 Pleasure 125 "ff 527 i? 1
B9 840 A | 433|.426|.503|.384 |.604 1
B10 728 rousa x| owk | owx | o | e
B11 .684 Dominance 416.433|.535.469|.461 | .451 1
™ o1 wx | owe | owx | e | owe | owx
- . .513|.635(.517.540.536 | .454 | .602
Eigenvalue 3.003 2.951 2.879 Immersion o | e | e | e | e | e | e |
Variance 7.699 7.566 7.383 . . .565(.56901.634|.564|.612|.558(.716 |.658
Purchase intention | 57| ek | xx | x| wx | xx | xx | xx 1
Accumulate 41.149 48.714 56.097




160 AEQIEN8=E=EX| M113 M43, 2025

4.4 JH2HE
THE 1 ARTEF BEAE 9887 £6IRRe] 2
H-Qo 320 Agke m]Z] AHojcl
ARZIHE SAAYE g aso] AU, A8, 4
BAT Wolge (Table 12)7 Zo] AHRS] WS
off folgt F(+) FF= vIA= A= e wt
A 7HE 18 Ak FA) 7H1-1, 7 1-2, 7H

1-3, 7Hd1-4= ==|qioh

{Table 12) Hypothesis 1 Verification

Unstandard | Standard
Independent ized ized
va‘:iable Coefficients |coefficient| t P | VIF
B [Std.Error Beta
Constant |.765 .142 - 5.392 .000%* -
AR-Based| Reality | .146| .039 177 |3.792|.000%% 1.501
Fashion | Interactiona| 1591 049 | 151 |3.148|002%0.570
Experience bility
CompOnertS| | ntormativity | .342| 041 396 [8.278].000%*(1.573
Convenience | .176| .038 209 |4.5941.000%*|1.428

R*=.0.544, Adjusted R*=.0.538
F(4,313)=93.366, p=0.000, D-W=1.921

Dependent variable: Consumer's emotional response
*p¢0.05** p¢0.01

7 2 ARZ]RE BEAE FERLTF Y= 5

59 GBS 113 Aol
ARV A A% AU, HEAEH, 4
243 WS (Table 1399} o] Fujelwo] §olst
FOI(+) S VAL FAOE ek mebd A4 2
£ Ak FA0 74 2-1, 7H2-2, 7H2-3, 74
2-4% A=,

(Table 13) Hypothesis 2 Verification

Unstandard | Standard

Independent ized ized
variable Coefficients |coefficient| 1 P | VIF

B |Std.Error Beta

Constant |.118| .160 - 734 | 464 | -
AR-Based| Reality |.183| .044 189 |4.205|.000%* 1.501
Fashion | Interactiona

) i 229 .046 231 |5.006|.000**1.570
Experience bility
Cormponents| |nformativity | 324 047 | 320 |6.948|.000%%|1.573
Convenience | .231| .043 234 15.332].000**| 1.428

R*=.0.577, Adjusted R*=.0.571
F(4,313)=106.598, p=0.000, D-W=2.110

Dependent variable: Purchase intention
*p¢0.05** p{0.01

TH 3 ARZ]EF A FERT) B 3
9ol e ] Hoj
ARZISE AAE Q40 BHZ, A58,
BHAT} HoJJL (Table 14)9F Zo] E7ol |-t
Fol(+) P vX= Aog Yehytch wEhi 714 3
£ Agsia BA0 M 3-1, 7Hd3-2, 71E3-3, 7HA
3-4% A=At

(Table 14) Hypothesis 3 Verification

Unstandard | Standard

Independent ized ized
variable Coefficients  |coefficient]

B [Std. Error| Beta
Constant |.364| .182 - 2.002|.046% | -
Reality |.197| .049 202 |3.992|.000%*|1.501

t P | VIF

AR-Based

Fashion | Interactiona| 55| 55 | 201 |4.261/.000%(1.570
Experience bility

s Informativity | .190| .053 186 |3.589|.000%*|1.573
Convenience | .267 | .049 270 |5.454].000%*|1.428

R*=.464, Adjusted R*=0.457
F (4,313)=67.755, p=0.000, D-W=2.091

Dependent variable: Immersion

* 5(0.05** p¢0.01

7 4 20139 Fege] FEd] FHE G
%2 713 Aot
o] gse] 248, W19k Au (Table
153 go] FoolEo] folat Foi+) YL WA
Aoz Uehdet. olo we 744 42 Aeen, 744
41, 142, 435 AEES

(Table 15) Hypothesis 4 Verification

Unstandard | Standard
Independent ized ized
vapr)iable Coefficients | coefficient| t P | VIF
B [Std.Error Beta
Constant | .446| .161 - 2774 .006 | -
Consumer' Pleasure |.325| .050 330 |6.494|.000%*|1.693
s emotional
response rousal | .185| 047 201 |3.968|.000%*|1.674
Dominance | .342| 044 349 7.698|.000**|1.350

R?=0.521, Adjusted R*=0.516
F (3,314)=113.744, p=0.000, D-W=2.078

Dependent variable: Purchase intention
*p<0.05** p¢0.01

15 BUHE AR R 72 5
249] ZFgrs- k9] BAN HAGLE
AoJt
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(Table 16)14 & % I%ol B, FEa8A,
BuA, B B ZPurgol tie & TN £
OfFF +2(p<0.05) UEHLON, ol o]E ¥Sol
BE Uge] SOltt Qe WAITk: e Mol
77 mHjo] Qo] BUAL 7t Wset AANS) B
AIA o3 AR v Gp.05)S BFAL,
BYUZRE 7 W50} G AololA] FAIT 4 gl
Wl clgre g Ee A4 w3 BAAE 7 W
€ WL fOR YA IO 05)& HlAE
o et olgfst Zuk 2 W4l BURS B

6H 0w gurgol Qe uld Bt ol 2
A4 4% ARE W EARE 2e HolEd ol
of wet 744 st AEER, A5, 752, 7H
5-3, 7}4d5-4% AeE|9ic,

(Table 16) Hypothesis 5 Verification

0
Effect Effet 95% P Conclusion
value Cl
Reality Indirect | .189 .176-.29 <0.05
Flmmersion———; partial
Emotional | Direct | 248 | .168-329 | <0.05 | cdiation
response Total 438 .361-.515 <0.05
Interactiona Indirect | 202 | .177-31 | <0.05
llity-Immersi| pirect | 247 | .163-.331 | (0.05 | partial
on-Emotion mediation
al response| Total 449 .37-.528 <0.05
Informativity| Indirect 161 .136-.243 <0.05
—Immersion artial
ool Direct | 401 | 324478 | <005 | DS
response Total .563 491-.635 <0.05
IConvenience| Indirect 202 18-.31 <0.05
—Immersion artial
_peteoll Direct | 2aa | e1-328 | <005 | PGt
response Total 446 .368-.524 <0.05

K 6 YR AR AT 7Y AL} 7
oz 219 BANA WAGGE & Ao
@17 L 4 Yol BA, HAEH, AR
4, Bolge mx pulole] dhat SauolA folg
SE(p(0.05)2 HEOm, o]t o]F WiEe] mE
Fojolzo] folat QJere mlAThe A Belzth
714 Aol glol BYe 2 wget a2
AN Relet L5 o) FBE0.05) L}
I BUgol 2 wiket FulelE Atolold a3t
4 17 4L s UL ek =, 9%
ol A A28 F9 olzolne nolgt wa
A BHNE 2 vt Tolole] e fol

o)
_|“o§‘
ook
b K rl;

N
o T

r&“

Al T33:(13<0 05)& A= A
i =iy

Tl
2= 7
SEO.
AqTES

w2t ok 499l o

o= yhgrk. ojz
< 59 g0 Fujelwo
g% ARE 3 =
Adths AL HolErt ofo) wet 7Hd 62 A=
7Hd6-1, 7HE6-2, 7HE6-3, 7HE6-45= ZHEJQME}.

(Table 17) Hypothesis 6 Verification

2 A7 ARZIEE AR

0y
Effect Effet 95% P Conclusion
value Cl
Reality Indirect 251 .206-.318 <0.05
Fimmersion<  Direct | .286 | .198-.374 | (0.05 partial
Purchase mediation
Intent Total 537 443-.626 <0.05
Interactionabl 'ndirect 254 .199-.317 {0.05
ity Immersi pieet | 331 | .24-422 | (0.05 | Partial
lon—Purchase] mediation
Intent Total 585 | .497-674 | (0.05
Informativity| Indirect | 235 | .187-28 | (0.05
-Immersion| Direct | 406 | .319-494 | (0.05 | partial
—Purchase mediation
Intent Total 642 .555-.728 <0.05
Convenience| Indirect | .265 .213-.329 0.05
“Immersion| oot | 99 | 199-382 | (0.05 | Pertel
—Purchase mediation
Intent Total .555 .466-.645 <0.05
5. 4=
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Al oidE tidez stof, AR HAAAY 847t
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25X 2 AESITh L8kl MERAIE £3) glo]
EHE Yot £4& AR dil= gt 2t
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A7, ARZI8F AR 9 (@ AF, FS2HEA,
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EE ERR

o)) g

3 Ask, ARV AR THR47t

AZAQ] IS v|X= Ao=F
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A8, HEA, wel et o] BAE BAT 2

3 ARZIE WY T Lot Foleee
ogﬁo& s

SEEN

A0 ek, A, ARZIE T4

FFE X =

ZF A5R8A ARA o)t ozt
Ash, ARZI WA a4t B
A0 vttt UA,
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An)Rpe] RS(EAL, B7), ATt Folelwo] B
AS BAT A3}, Avixe] gAurSe] FujolEe] 4
19 P AR SO debi, S, A1
@S 09l WAL

=got= o= UrEH&E} &
A= ARt o=t ﬂ@fﬂ o frofmle=E
e, oA o 2 =dttol AEWheat ARV
AAYE 7884 2te] FACNM Fast dd NE= &
B3kl Q&2 Holerh oA, ARZIWE siAAS -8
S0 ool 7o) TARIA ZAgte] MAEIE &
A5t Al Bol7ke AA7 AR A AHA o
X Zzto] the B RIS Sasks HOE et
sk ol BXigo] PojelEo] A g ETMR
ofujel MYzt e fovIehe AN, dutEos
%%% o] FHielieet ARZINE s{AAYE Fgah 7h
A Tt A A== 71Tkl glEe HolEt
AZEA ATt 2k AL chet 2,
A, AR AN E BT B & U O
2191 Fjstolof sick, SHEASE AR HHAY T
ol AZHE AP Y, ABEAL 71eH 840
A ek, ozt Zlee] 4EAe tAele] 28e
R0l 4824 BRAAUNFAR derdoe
ek 2l Y Bl o% B Holzt
S 4RI BOTHE L 4 918 Bt olueh, FSHHC
2 PojoEE £ % irky BehE 59 2 47
BHENN 0] YU Pofelee] T 2
ulEl whe, Welgel YRS ArEos
Z3E, AR 71400 2143t 20 AHM ®
718 A2 e Aok ¥ ol n
& 9l AR AT 2L 570 29 u%
ok 84 ABo 2914 & T8 HIHow
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T AW S LRAAE B 714 1Y gUe
wiko] A7k A7) ASE 4 UES TR A

2 B A = TIBHAACF gt

A, avjRtere] g4 AdS FAIsoF gt Bl
St gujzg Tz, 48 7)) AAlel 4 ofulx]
5 Ol 242 B9 46 HAE 3RS S
of 50, o]F B3 AFATE HEAE FYA THedl
AES HE A2 Yol vAES /NS 12 % 9
== o} et

WA, BEY A8A AES HEHS Sl gt
ALGAPEE AR AFo] fH‘f‘z 48wt BY 4F0] BE
27 g, 7147 Uzkel EAG BM 877 %
& ARl B —“i%é}o}l AEHY 45 2
W28 AFokT, ARS A YA 484E FAe
£ ARgAAE ekt 2442 B9 AE PEE MY
Hog HolFl A PAS ATFORA, B B
A ARSASS EE3LL, o5 BT LS AT
of gitt.

2 A= AR JEARE 7H = AdstolAl9 o)
S ddez s wieel, d+43s = A4 &
v} kol dutslsh= Hlofle 415Rt o] "asith

53] Astels A" 7lE 857t B2 EAEA,
o] A9 £HAYEE thE AT LT Aot &
A o Aok B 2 AFe 22 AERARE 7L
Z FFA dlol"HE w57 Wl 34 =79 A
o 2ol LT AV EAE & Atk FF dFIA
© B2 AQF, AFEAH 50 e trde
sy, ZAA At S dsisto g Hit A=

Holm WY Uk ATAUE £2T A2 AL,

=
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