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Introduction: The sports industry has become one of the platforms for technology
adoption in the modern era due to the emergence of technology in various forms in
industries. The present study examined the application of the technology acceptance
model by identifying the variables influencing the intention to use augmented reality
shopping apps among sports product customers.

Methods: This research belonged to the category of correlation-type descriptive
research. Sampling was available and selected from students of Shahid Beheshti
University who had prior experience utilizing augmented reality shopping apps. The
measurement tool comprised an attitude questionnaire, perceived value, and intention
to use, perceived usefulness and perceived ease of use. Utilizing structural equation
modeling in PLS4 software, the data was analyzed to determine the direct and
indirect effectiveness of the variables.

Results: The findings indicated that consumers' attitudes are influenced by
perceived ease of use and perceived usefulness. Ultimately, the shift in consumers'
attitudes results in their intention to use augmented reality shopping technology. It
should be mentioned that perceived value acts as a mediator to faccilate this path.

Conclusion: For Iranian businesses, particularly sports, research and development
companies should develop augmented reality platforms and consistently streamline
the user experience. Promoting the use of augmented reality shopping programs not
only can retain existing consumers but also attract more potential consumers.
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Extended Abstract

Introduction

Sports often drive technological innovations, with significant
flexibility in applying scientific and practical technology.
Augmented Reality (AR) shopping apps are a new technology
that offers customers real and interactive experiences. They
can improve the limited services offered by online sports
retailers and improve the overall shopping experience.
However, despite their potential benefits, the actual use and
acceptance of AR shopping apps among the general public are
not yet desirable. This research investigates consumer
intention to use AR shopping apps as part of a technology
acceptance model.

Methods

This is a practical quantitative study based on its purpose and
data type. It is also a descriptive correlational study conducted
in the field, considering its data collection type. The study
focused on Shahid Beheshti University students who had used
AR shopping apps to purchase sports products at least once.
The participants were chosen from Shahid Beheshti Universiti.
In structural equations, the sample size can range from 5 to 15
observations per measured variable (Stevens, 2012). Based on
this, and considering the number of questions in the current
research questionnaire, a sample size of 230 individuals was
determined, and ultimately, 227 questionnaires were analyzed
in the structural equation model. After analysis, the research
questionnaires were found to have a Cronbach's alpha above
0.7. Using the PLS 4 software, Structural equation modeling
was conducted to assess the direct and indirect effects of the
variables.

Results

The study reported optimal results for factor analysis,
reliability, and divergent and convergent validity. It was found
that the variables in the research model have both direct and
indirect effects on each other, as evidenced by investigating
the relationships in the model and confirming the significance
level and the positive path coefficient between the variables.
The R2 values obtained for the research variables lie within
the desired range, indicating a perfect fit for the model. The
Q2 values also confirmed the perfect fit for the model. In
addition, the reported values for SRMR and NFI were 0.077
and 1.13, respectively

Conclusion

The present study employed the technology acceptance model
to develop and explain concepts such as perceived value and
consumer attitude towards AR shopping apps. This study
presents a rational behavior structure resulting from perceived
value within the technology acceptance model. It aligns with
previous studies, focusing on developing and expanding
paradigms like perceived ease of use and perceived usefulness
and their effect on behaviors that can lead to the adoption of
innovative technologies. Finally, it is recommended that
technology-focused companies develop AR shopping apps.
Online retailers should also provide suitable experiential

support for customers using these apps. In addition, the
visibility of AR shopping apps should be improved in general.
Research and development firms should focus on creating AR
platforms that cater to domestic businesses in Iran and
streamline the operational process over time. With such
platforms, customers can enjoy a safe shopping experience
through a transparent transaction process. Moreover, this
approach is not only helpful in retaining existing consumers
but also in attracting more potential consumers.
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