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Research Article 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 examines 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
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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

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.

Keywords
Augmented reality, sports products, perceived value, perceived
usefulness, technology acceptance model
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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

Funding:
This research was conducted without external funding support.

Authors’ contribution:
Each author contributed significantly to the conceptualization,
methodology, data analysis, and writing of this article.

Conflict of interest:
The authors declare no conflicts of interest related to this research.

Acknowledgments:
The authors would like to thank all participants for their valuable
contributions to this work.



[Document title]

A
’ o
x ™
rv-arv s F il 7

WY gm0 U g 98 009 381 Curdlg W 35 SBAL » 3 0Ll Wad 9 g0 Jolgs (Wl
S23L G oy Juo 8 9,15 £ 9

¥ s dlos g ¢ LT 50 81 e (15 Bg a0 y99 4155,

r.poormaroof@mail.shu.ac.ir :aeblly .yl pl o)l o5 o sinite g oKl ¢ iawydiS g (b y9 pole 0aSiild by g ()9 Cu oo 09,5 .Y
a_afrouzeh@shu.ac.ir :asbbl, . ol ! oyl y05 ¢ giiigy duted oK1 (o )il g (o555 pole 0aSiily cilury g (o45)y9 Cuprdo 05,5 ¢ Jokuws 0 i i .Y
se_hosseini@sbu.ac.ir :asblbly .l pml )l o5 o gy b oSl ¢ o )l 5 ()9 pole 0aSWl il 5 (bijyg Coyude 09,5 Y

oS>

3

Jle OleWb!

s 59lE ey sl S (o & (s oo @l 53 gite S L 5yl ysrl b ojg el tAosRe
Y gaso )b pidie 53 03938l Cusdly b B3 (slandol yy 5l edliiwl Juab 4 Sge Jolge  olwlis b pols addllas .cawl s
S o sap ) a9l Sy Jde 308 (B9

G (S a0 Dy (St £5 | Lhuog slbimgh diwd | Cunle x| Lol Limgh t bR (W9
Wbl 1y 03938) Cusbly by 5 (badolsyy jl odliiiwl o0 a5 gy duged oD (ybgoidily 3l g L yiwd 3 &jeo
Cgpus 0dBS ) (gidguw odldiw] Mad 0 S ) (5l 5y Aol yiuy Jold (g pSoslul Il s Gl
&)l.u) JJA )‘ ‘L&:)M W)& 9 w.«j.:.;..m u_w?o)l‘l Q.M 9 oaly k}&l}u 9 & >0 CR> Dy b.h.f}t.{).) odlawl
A 43S oy PISA 38l 8y (o ksl & Yolee

5 Colpg 5D WIS o U 5,55y odBS ) (gdadgw g oSy edlitul Clgp by ol guls sy AL
U3yl S5 4 3V 3945 o 03938l Cusbly by 3 (659L3 | Ul edlitl dab 4 e HEAIS B pas 15,5
S (o et 1y e (2l (28le Olgis @ 0058

B3l 1o lS 5 il 03538 Cably il p By 1l Bl > b 5 3855 SBCS b 16 S
L5 sladlys 1 oolitul 4 cu 5 aiS edls |y ol 51 oolitul auT,8 polie job 4y g dimd dmwgs |y (b9 Loguas
).u l) LS)"“"“" 59.0.”) L)"M"-l ulf-‘“-{d)““’ d&l} WS s ‘) d9>90 ulf.).u.{d)m J.uly‘;o Le(u & gb)s)’é‘ wﬁ‘a

gy Al il £oi

DRRARA R Py T
ISR

Ve IAN/YD

VE INIYA S0y g,
VYD 1y Wl g B

ojlguls
—C)) (gliodgw w0l Sy il
o iy OYpare ol

0398 Condly o5)gli8 i p

NV dF) Y by oo &y i 6y9ld o ydy Jae 3,)8 10D )s

[oxolel

DOI: http//doi.org/0000000000000000000000000

sy M5 g (o539 pole 0aSLily oyl e oy 1yl



mailto:r.poormaroof@mail.sbu.ac.ir
mailto:a_afrouzeh@sbu.ac.ir
mailto:se_hosseini@sbu.ac.ir
mailto:se_hosseini@sbu.ac.ir
https://orcid.org/0009-0002-4583-5928
https://orcid.org/0000-0002-9088-3526
https://orcid.org/0000-0001-5265-8494

PP Y-PY

9 559 slplejle a8 o bl Sl dlaBl > a2y BB prw &5 298 (o0 4Bl S)p (aio plgis 4 )
@ 5 jys Slphie I sy (g T cage yol (ol cibad has (ol B S5 laolSiy 4 (o5 5y S5 slaslg)
o B g Slald ¢ Wbl) Cunlodds lpde o IS Glo s (gl cus B dlnl g Cledd (Y gazwe il j0 culd) s o
lailly 5yl sladuizr ojgpel Ll cuwlodgy (o0)S o g (w yoi5 Lais s 4 el (03 )9 Slocllad Comnl (VYT
Mo jlgolasl iz S plyis 4 (h))5 Cato & (ysba Cusl )18 1 (0L Cuenl g goke Ji (o859 sl
3 (bl 150 gelga (eobatdl dnwgs  las)lon (lopd 5 sty > O LB U 485 (18559 Closd 5 LY Bpae
08 el gl isu o iael oy ) g lyeiS degi 5 0 5 She Jelgs o iere Sl Ging Caio oS 22 U
Sl Cax (5559 slaglolo g LaygdS odd carge pol cul (VoVY SES 5 6y ( M) 395 (0 Cgmzme @Sy 9Cinn:
S YoV s g 0135 e eg) B5) A8 5 o] s Car 53 g lwli ]y (2B S3e Jelse (i)
iy Cetio 3 (g (slaygld (65 5 g oolits leord 03938l ] el 3 (laJl 0 4T 1B, e Julse
S glojlo Sl Sl s oz yo o 3 gpld gl Céyt gy Bk Sl pgly s dag GRIEIL (YN L) o |
gy 355 L orizmen (VIR i g (el as)ltdl) i (3509 10 gly Bobo 3l By e JUd & (459
S g ymy) Sl Bl )] 55 059 el 93 (698 Sl skl ] Sl o Slj3l 9 T (=559 sl 398 035
(TS

Lwly cpo >l 02l &) BALS By ae lawgi (bjy9 Y L3 0550 )0 palae jusd S A B35 ard )

Y aab S EIYA 4 YoV Jlo 55 3¥ yaab 5 FIYA 5l oMl gy 03,8 (clad S o i Vo V) b 5lins |
4 oh 59 )8 o ol g (Ml (b 59 SV (gl Lo W GRlE 4 do g b ppizmen b 1331 YYE L
o3 gy ) (VYYD ol 5 sien SO0) s 48,5 5,3 S¥pains (ol s sl o s S0 e
5 o sl 1 (S Jlo ool ol 03,5 bl S s (sl y st o)y oM (o fyg sl b
sl WSl oo &5 g WS ued 1y YIS al5 o &5 BAS Byamo (T 0y )3 55 il dgame Slosd dy )55 g ()
2l YoV VS Y g g o) 3985 (oo Cums pT 4,565 G & yomio el a5 i b At Y guame I clailiogsly
035> 0 039 & Lol JI,55 5 (slog Cosanl I uly @ o] (9,5 S35 9 T SV game B 428 il
Cormnl Bl sl 00800 )] 5 ool 168y oMl (i | )180509 So5d b (8559 Y guazme canls (b9
8l 078 (ilodnnd (gl gygld Jl edlatl oy Jb 5 pslie psb 4 M i gder il ol J> (sl
420 dbml e (sbvigyglid I (S a5 03958 Cudly ool (liiee (il ol 4 Fl sl s Jpaze S
s e (68 S 099381 sl (VS 5 S0 sl s58) sl Slagig |y ol ol e 5 oy
Gmdw sl e cpl aile o 0148l g amd H1 8 ABly slid 0 |y Y g ame (glre (gamdw sl Jdo Ll o aST ]
CeaBly (Y IV 505 lg g 4l gy (¥ VAL gy) dlos ol o (Bly e ) (2ledS 50 5 (2lmlr (282 L) ojbre
Ol g b g5 S o Bos) ais b and s (g ymi o Jobai 393 0 y5 d5ls 3 b usd e ojlal B0l B pn o 4 03933

I Ratten * Zanger, Meifner & Rauschnabel " Poushneh
2 5 8 Vasquez
Research and Markets > Berman & Pollack 9 Nikhashemi, Knight, Nusair &

3 statista ® Fan, Cha, Deng et al. Liat


https://arsmb.journals.pnu.ac.ir/article_7093.html?lang=en
https://arsmb.journals.pnu.ac.ir/article_7093.html?lang=en
https://www.statista.com/search/?q=AUGMENTED+REALITY

1Fee o lgs 0 5lail (090 099 ity jiid /i 7

L3 50 e b jlwd b )l SO 00g38] Cualy ¢ IS ek 45 )b le Iy Jes g 4y o dl_old o (V4T
YV oMb g byoS b)) sl (o ayos sl a4 Jleswd 455 SO &)l gl BFaS' G pne
o393 Cably 5 250 39250 03938] Cply XYY JLo b oS5 i VYo 51 s Ty sl GBS ol
53wl 03l Lolaid! 393 4 1y wul las ol g 53 2oly3 Y5 3)Llie WYY leo 45 K9 yiSUl )l ol p 5l o> duw
03538] Cubly 1 3 (sladol y calisee JSbl dawss )d ()l ko o &y 955 g SN &yl glap yaily 51 (65l s
cuas daa ol ol odd Cael gasge ol (YoVr () Kan g 48) Wlod)S 03938 Cumdly (59l ;) exlizal L (ARSA)
3s5) Bb 138 YNl 50 cual 3)lee YIVA & ol (yaakeo ¥+ 51 o ool yus 50 009 38] Canly  Llgo sladoli
Gl 0315 s i 51 L |y GBS Cpannlidy 93U <SG lgie 4 35 VA58 (s pSden (VoYY Ngd g (soilugl
S ied (coolSig,8 5l LB 8 pns 5 Cunl al yialS coud 4y (S50 ol o898 10 BALS B puan jauas 4S5 ok 4
ol ) (S b S5 & GsSlen Ll (YT 2l 5 5555 opmilil) Slosysl gy Ol (slaslSiag s
Carbly 5 sloaclyy pisupl ol ple (Y VY g 5 ol «Slo) wipe glin sl (BuS Bpae LBl o0
ghaw & 03938 Conlly by 5 (slaacliyy (Bly (Bl g odlatul joim (VoY Sy 5 S)S) G Cal e (sl 03558
cladly plas SO 390 45 im0 LS 55wl slaylol (YANUAS )L g pu) ol 0daaw b pdyo dole Jlo p3  ogllas
Jolos olwlid (gly alisee Oladss IU (VoYY ) en g caubles) 2 cod o3l ddol d5Ll> 51 sy 55 034381 Cuxdly
(OlSen 9 k) (g 3z CubsS Sl Shy 5 rar pobal (il plaj @l (oS o VoY Jliigly 57 S8
)38 oo b JEAS B e s 03938 Cusably (Lol g 03938 Cndly (g )glid by 2 oS sl lalge (VoY s
QU] ) ogas D GBS Guas (15,50 1ol 4 e 1 1809w o SO gl S llosly lis Gladsd pisten
ohady Joe sl oad b diliglss (sl glid Sl ol )8 ool § S0 (SisSr o ol 58 ks Sandy Joe
Jde (VAARY Lusged Gl (6y9lid 1 odlauol &y s (15,55 9 0055 )d (gdiedgur od Sy odlitu] cgpus Jols (69l
a)lad i asuile JU8) S Lmpie 9 gl JWd 4 4538 lgtal eleinb Sl 45lai 93 (el 1) ()9l oy
S 5l eslital duad (55l (Bpdy Jae 53 (VA () b (gapacliy ) 4k g (VAVWYil g pntid) it 1S
0l Sy oalatuwl Caguw g 0MBCS ) (ghedgw (a3 (oo (s L Ayl 90 (ol dliwg & (00938l Cunbly ASLe) (g)5lid
o3l Cgpuw &S WSl o (5)5l8 o pd o yia ) bojle (p siege | oAb ) (saiedgw 5 0abS ) odlaiwl Cgpuw
3,8des ialisl el Jb cpe )3 g ol alyglé wiaww G ) oaliul sl Adixe 3,8 4S5 1y o)lsl (glas > 4 oad Sy

; Barta, Gurrea & Flavian ® Sung, Han & Choi : Yoo ;
ABI Research 7 . Alimamy &Al-Imamy

3 Augmented reality shopping Kirk & Rifkin ! Chawla & Joshi 3

applications 8 Yim & Park ! Praveena & Thomas 4

* Qin, Osatuyi & Xu 9 Hinsch & Felix | davis ;

. Fishbein & Ajzen
SPantelimon,Georgescu& Posedaru ' Oyman, Bal & Ozer ! J



v el osliiw] wad y yigo Jolgs oo loliis

s Gl i 3l ailyald s Sl edlaul o)ls dlixel 5,8 a8 5)l> o,Lil (glds 4 55 ABS ) (gaiedgw g 0
ly sl dine; 5355 wolyd g GBS Bpae (sl 088y ool g 5 0l )3 sblze )3 (5ysld Sipd Sua
5 Oeiad) 31K 5l 9ls 51 oolizul (glyy 331 aad yy Wlgi oo & el LS Grme Blanl 5 b 3,55 olazel )
I8 51 el oS cpns Jole S (5,55 (6 ygld Lopdy Jde 53 Byl 1YoV b5 g o5 A juged NAVY 5
By Ol 85 158 o ol 35 (VAVY) el 5 e (VY Dpliad 5 ) (L) SOl ) ol 2,8 588, Sl
5 o B S5 i cos ols 0 b 53

(et 3,80oe 5 J5p 55 syt JB) s Jlss 9 soolts iy b5 w Sllle 81 gt Ll o
25 69lis | B e By o o8 (Simjh g 53 eleizl Jobe (SisSa s iy Jo o 2> 55
09 VYV 0k § Slgn e ¢ ) 0,55 o 003U |y 00 Brme (gl 00 3 1)) el L 5 e i o 1) 9IS e
@S G yumo S13l olol s (6513 (etimdgus I S b)) lsis s 0 Sy pg &S oy (YooY eSan 5 Sl
(VR ME) 88 o (30 pogibo a9 A5 0 8L 3 1) 35500 ] s

by jlodlital (gl oS Bpae dab w0jo> ol )3 Canl (gyide (Bpdy HlB) oA G g 0 Sy 55
(b lawss o Syd duip 5 b yide bwg sdd )0 (28L,0 Cadte BMB) saiedgw o8> I 1) 03538] Cosdly
g Jlto plyie @) (255 (85 dg2se sl JUIT L auslie > wilgn 03933 Cusbly sbaasly ST 003 (o sy
il g (5 es) 03l elyy S AS G e suad olSST S ol B US GBms (lyy (Wlisn ) 5 (o5, Sas ¢ g3l
(98 hpdy slate Sl leai 1) 03938l CuBly o 3 sladeliyy By adlllas (] 4D AnlgS 555 03938l Cunadly slaaeliy
2 BB pae odlaiwl Mad 5 5, sladdae b oalaly > o Sy il 005 e el 0 50 byl dBW l asl
S dg ol 5l Sb laadl (YoAV Y g g 0dl5 lo VY Tgs 5 aSly « Sk VTV )Kan 8 o)) Slallas

2 ol dA sl ol 5l edlatwl aslsl b g ealaiwl 4y 5yguis 1y 51,81 Wlgi o YU 0as S > o5, b loss by g &Y guas

JS) (58559 QBAIS B pumo Lanogs 00 STyl 5)) g c6ygld ey Jae (654 5 oS5 L b s ol g ol
3130 5559 SV guase by 63938l Caxdly slaaoliy 5l odlitnl wad p ba oyl 31 ololid 4 )

1 To & Trinh 4 Kline 6 Jiang, Wang & Yuen
2 Van Slyke, llie, Lou & Stafford 55 Al-Rahmi et. al 7 Pool
3 Ni, Liu & Pan



1Fee o lgs 0 5lail (090 099 ity jiid /i A

Ty

(2931 ogde o) Y JSCud

g R ol
Wosls (5)51,5 Llod 5l (yimad a3l o (o5 slagstimgy 952 Wosls 95 a3 519 (03,8 B 4y axgi L Ll imgly
e o8y bgmeiily (yimgd (gylo] Axely b plol i jobds &S Conl [ Simed £9 j o slaingk 93>
diges Al (1)ys OV guasto L > s |y 03538] Cuxbly 1 3 (sladol 5l ookl 4,50 )b S JBlas oS Wdgy i
@ 0aalin VO U A o Ml o gyl &VYolre 1D diged poe (A GBSl jeSde lendild fpo jl oytwd 0 O
3ui>5 dolidia yy Y lgu DU pimads g Eadge Cpl A dngi b (YoIY L yguin]) 39 s 00 (6 pS03lul paie o (4l
S flbanlidin I imgh ol ) g dslidiey dmodly (cygls, S Lol il b s S8 YT diged pir ol
oalésiew] UJ}Q(» 9 (Y~~&) ‘:L;LQ(Y 9 abl.w) DJ.;.:}LS)J ‘5“)9” ‘(Y’Y\ 50])[&0@ 9 k_i,l.o-) odlawl Juad 9 W LS).) w))‘
LSS JBlas aiylo o5 olaoniss” 8 )line 51 a5 Y+ Lad] )> dolidiun b odlaiiwl (Yo v+ aogyinl g (pS) 0By
SleMbl oo 5 455 4 aoliduny 5l 450 VYV (gyglaea b g 88 )15 aimils 1) 03958l cundly 5 sladsliyy L
Sirs Lk g Capde (ol Gl gac VLT S dadelidiny dex 5l e (5yge (2l Glome Cap ABas by
sadie b OVlgw sl o badlie bl doliduwy lgiome «o¥law (SsSs 350 50 1) 253 cblpiuiny b e85 )I,8
o el (2Ll ly e A8 (0905 (2ld Aol (DS 5 Cbleiidey (g I ey WS el gy
Aol Cund a4 oIV (YL imgd p3 od odp )8 a4 (sladaliduny FligyS Wl (s I s 45T 05 edlatul Flig,S W
S gl S plgie 4 oS oy SRS (o Jae oo 5 458 1 SMANT PLS ()l lo <¥olee (gl 0

s sbasl

1 Stevens 2 Saad & Bahli



q el osliiw] wad y yigo Jolgs oo loliis

Jolee 85 VY 5 LSy 5l st oS0 o8 Lo 1 aioyd SA Joleo 4100 00 &8 )lie YYV 5 &8 3l L a0 gl
odlitl )b yge5l 5l aiges coldS 51 luabsl (sly 34 03,8 sl 039331 Cauxbly 1 )3 (clavdolp 5l LSS Joyd YV
anols 4 b5 waesi (sl diged po 30 Lis by ol SIQE /) s KMOI-/AYA jlude s ol goli .
e 110l Sy oy e Sb51 clals yo 93 5,509, Sy dodly o 5 4o plosl e (KMO - /5 ) a8 o colis
Sy bl (Y 10y 6S) s olitol s 4y ygesl el (9,0 Je Sl s 515 5 LSen (2lg) sy Sl o
Dok S Jde 219y 5 bl CeblB dnslome (gl 151y 2lgy 5 LSen 2ls) (Elig)s sW) I3 ls bl (CR)
oS 2l o delre LB il (sloyuito I dod o VIF Ladpn (a3ls e 50 (Y0 () Kok 5 pla) a5 odlisl

ol 035 03,1 (V) 0)les S 53 g8 (sloas s gl bl wSlS S ol sy p e G 5l e

Baslnins p1 2l 5 gl Lol Julowi gl ) Jods

AVE CR dl.éﬂ VIF et tu -
L g1 . i
rho-a rho-c Eligs P Y lguw
s 5l g 03938 Cubly b 3 sladels
\Isos AINEY YAVD TP T s st o
it g OY guase (o) isles {
o
: A
V/oaa Y YE/S sl ol 039381 Cgsdly 135 (slaaoliys 5 ozl <
/528 <IVAA <IAYD <IYAD Ol 0298 Sy Rm SRR 4
\/5SA -IA¥5 YV oy st slossln flslislops oy o 00 %‘
P35 3l 1y 03438l
Y 5ay Vel Qs o 03938l Conlly 5 slaasliyy 0 o0 S
A5 o B o ]y il
¥
iz JAYA Ya/vy Or ol Sl el Cadly 2 ol &
-[EYA +/AYD <[AVY N3 2yl Jlgseen c‘:
VoA IASY T j Sl 0258l Cofly 25 (slaseliy o 0 52 %
)b e (S5 Sew b
VISAA JIAYY alad ol 5 slaely lodlind G > o5 0 59
IS 5 e BlaS 5 53 LB Lol b o338
vio-s v Y0/ Sotly 2 slaacin il 0 3 00 59
IS 5 e BlaS 5 53 1B Lol b o338
v/-0A AIAYA ¥-Na Sodly % slasdling] Sl i o 0 58
- Ivay AIARY -[av¥ AR 91 iyt by Ui 03938 %\
vis\s <JAAY /0 A 8T 02531 ally 213 sty o5 0 55 .
Sl o1l 2y 5 IS8 Lo 95 oo el oS it
Y/EA IV Yo/ve Sotly % sloadlin flodlind o o 58

g dalgd dlaie s 03933l

! Leguina



1Fee o lgs 0 5lail (090 099 ity jiid /i Ve

o) ub”'él uuﬁb LB slasly 31 oolazuwl W‘S « )SB

VIAY A YA/ .
Cusdly L y3 gladol y 5l odlaiwl a5 oo E
Vava -IVOA Va/vs S SRR ’VS“’%
il Wlgd o (gl Sloj (o9 48 o 03933
Cusdly 43 gladol y 5l ooliiw! o 5 A
YIE\S <IAY YY/YA e ){)lb Wsun’&? £
AS, 0 D L 01y e 3939
L1508 CIAVY s IV i 29 2 2 0 2 5ee 02938 »f;‘
Cubly 43 ool Sl ool oS (0 SE G
YIVYA -IAYY YW bl a1y 2y )3 gl o 08 by 35 03938 &
Dby oo
Sloaelp by 3 450 5l Jolbs lizebsl 035 0 S5
y/av <IN Yo/ Sl 1y ol 5l saote 03ltul (Suy 03938 Canbly 1y >
.,\.h.\L;c
Lol 3 03938 Cundly L 3 cladsli oo 5
VIADY -IAD YV slocizjp 0398l condly 25 oy o o 58
A3 e 2l ) (00 S gy 4 o) il e
DR <INy <[M +Ivan aaol s 5l pyls JuaB (i L3 T oS ey asd> g
\oxy AR YYISA EEEERIE o e o o
oS ookl 15 (el 03938] Candly 5 £
o el gl 03938 Cusdly b 3 cladoliy 5l oolaiwl
\IVYY -IASS BY/FY 0o b ol 93938 afly 202 slacely Sl

sl p Ty 5 o

JSie gt w3 g0 L o 00 29051 0 (650 3> I a8 Jo sl peite VIF Jlido o570l (i (1) Jgoor b
i Y355 50 (amolio jlasl jl pols Gimgh 50 i dy0 sl yadli zuls (pl )0 Cuwl siis sdaliie odly (o (Jason
sdlyge o103l iy il Sle g IV Sl VLGS s bl el IV 51 5L pligS Gl oS g o,
Vg o Gl Gimo s £9:5 50 ] 1] s L35 ¥l ol ool cpriman VoV e U5 g ilol «s50g)
ORagR 2l Jho 4 baye gl (515 0 G (g or Jol el b asll )3 plply S (o e ]y Sl (065
ey (e Cumd 9 €S )Y g Jys Jline b9 ablite (IS e L (sl )baoil 25y (s Sl By
polie a5 ol i salgd (555 aoMS Cygo 4 jle yi dsld] )3 (YN0 diooS)) s exliw] (HTMT) ¢« 5
o Jto sl 1y +/8 kil o (Y+10) oS 5 i 305 293g S Ll EMS_ia sl YLHTMT

219y sjlas y3lie (V) 9 (V) o)lasd Joio )3 43S (oo Sl Wit oo jlon (gogreie ,lai 51 &S (ol ojlu L (kLo

Cwl 05 03)5]

(HTMT) o S5-Cy g yia 5o (Siupod ¥ Jgin

olawl Jad ol Sy iyl U9y (§iedgus ol ghuw
odlazw] cd gpue
Niala Sedgw
-I5¥Y -5 oS
<[AYA Riary < IA¥Y ol Syd )|
<IMA <[ASA «IVEN <IN ool Auad

ol @ yo i | a8 adlae HTMT polaw sy o s 1,72 5 HTMT o0lie
&b ()35, i il .V Jgs>

1'Vinzi, Trinchera & Amato 2 Hensler et al



1 el osliiw] wad y yigo Jolgs oo loliis

03lw! duad 25 S > i3 oSS ENedgmw LR LV UA PP

N7 -1V -loss -IfVY +/oxy Yool
A <IYOA -[550 NA7S) <[5y Y o5,
) A [o¥Y e </oay YR
Y JAYY Y JENY <oy ¥ syl
oy AN - J0a¥ ¥V /00 083,
J5¥A «[OASF g S/¥YY «[A¥Y A LAYV
<JoeA <IEYN <[¥V¥ IfVY NS ¥ Cdgpew
<[05 -Jo¥¥ -/ -/fay NN 2 ¥ gpew
Nials IYAS SI¥A -[5ay <IYAY Y (Gxwdgw
</$F0 JEeF ¥V <JAYA JEVY Y (§30dgmw
NI J¥5Y <FVE AY <JEAY ¥ G xwdgw
<[5V -Io¥s -loss < JAYY <foy F g 30dgmw
<A -JoVF -[oay -JoAY -/¥aq [ RV
<JA-Q - [05¥ /oA YD NINN Y ad
NN N Al Nia NISW -/504 ¥ ol
-Jsov sl < /AA -Jayy -Ja-y Y o S

.5 .IsY “IAYA <I¥YY <10\ Y oo,
NN <[50A <IAY \ile <100 Yo,
.5y -5V NG Jo-y [¥AA ¥ i,

plo L) ablize ()35 5l iy olass o odalie (slayiio (> )B (o)lIS5L a8 sl Lis ¥ Jodn 3 ool Cawd 4 ol
o Sl ey Sy 090 AVE jpslis S35 Jiysh (b9 5o ool 2 ogdle ablipo 5B 350 45 351 (Lags sl
9020 13 (V¥ Wit oo g IS5, cdla el pla) sl YUy (S5 L) adimd s 45 gy (6 puie oy (oKimsalt
sl 0 3ol adlla (S0l gy Jaa 3 48 WS o Sty 5 105 1, 1Sem 5 1515 2l obide 2L S o
by adlas sloard b (geil sl (F J92) (90 Jao b)) & e sl ol 2

2931 o (S8 o b bad o (gl 8 T 0)lol 5 yaame g g 3lie ¥ Jgo

a3 9031 i P- value T- value (ypuuno s 305) B Buiod s 4
b o[+ \RYate +/OOA Sodgw € 00 S > odliiw! Clggew
BIS )
sl o0y FIYAY AR G0 € b 8AIS > edliiw! Cgpw
awl 2R FIYOA +IYFY OV € NS yd (G hedguw
sl o0y AR +/¥¥a ) 543 3l € S5

! Hair, Hair, Hult, Ringle &
Sarstedt



1Fee o lgs 0 5lail (090 099 ity jiid /i \Y

b (AR FIFEY A 05lisu] B € 5,55
b ofeed FIvea +IYYs 03] duad € bwiS yd W,

Caw| 00 .))91)J\/°\5' )‘ ).:.m.u Lﬁ"&’9)” JJ.A 9 29390 Lh).ﬁm.o u.ol.o; 0 LS’O)LJ )‘..\.O.A 45394»@ odalio 093 (\c) J9A> »
oy 9 Cawl 0dd gl e (6)laie lus B pns olod 3 00 Dbl | s colps S sl SD 4 pY e

e . 1 oS Sladnd b
+/14) 0y € ouwd S y5 03] Cgpw
«/FYA oauwi S 3> (i 4] € 00w S 53 03] C g
+/FY0 03 iw! uad € ol S Sl Cdgpw
«/Yov b S yd b ,] € oIS, giedgw
AL 23liw! wad € 00 )3 gedgu
«/YFA o3l wad € 45,5

2,05 3l eolasiwl duad g 0ABS)D (03] 0 pafins pE oo dy 0B )Y (giedgw g 0AdS )D edlawl Caguw (sl yurie NS b &
W5 e 55 Gl dy (2l e oV opledd JS5 55 coles



>

fgiaige

W el osliiw] wad y yigo Jolgs oo loliis

e 2 e 3 s

L,

29755 4380 37713

155 250 ENF 2 455
" ¢
N -
0402 (4.782) S50 0190 184 36207
P 1asd
13 PEr
0558 (10.616) 0435 844D Rpmandg
S
d
ade
0.343 (4.758) 0.738 (15.740) 0.3% (4.749)
v
o ~
/ e S Y P /- \\\
A g 2910 1267 i A ALY o 35030
10506 20738 24150 W8T ; 19267 2p3eg 27907 P

7 4 N\ L N N

2saaipe L Ly !

(O3 2ld o) Y JSS

2.3, 3= L e

56 oximd Lt g Cunl Jao (iuly) slicng)® olady slosiie 4 boiye RT culps c)lisls Juo (o3l 50 sy 2 slre 0odg)
2 . 4 b A ) 2
ol QF (6,5 Lo Jho gy p slime (pmegd sl Jdo yito o3y 5l L el ity Jae S5 (61500900 (sloojl 4 by e R as
Olsie 4 ly </¥0 5 +/VD o+ Jlado dus 1505950 (slaojle (solad a8 o asuiio ) dinly (gl yuxio jd Jdo i ©ya8 Jlse oyl
yoS 1L (3,)5kul osilegdl Slaye (pSle adyy 4a3ls) SRMR laie coles )5 silodges Cyuss (595 ¢ bawgio oS (s i )18
Ohen g pla 560 pouds b ols b Jio cngllan gudad B sl </ 1 i b (Hrads cunls a3 ls) NFI jlude 5 a5l +/<A )
ol ool (8) o)l Jgdo 53 Jdo 53l gl (Y+V))

{(SRMR-NFI) Jss 55152 5 (Q2) 5 (R?) (o ot o 5 Join

Ortoby b Ot bl BS a5 On pb b o
R - square adjusted R - square
cv-com cv-red
<[YAY <NAY ARE) ¥V BANIS 43 (gModguw
-/avY VY </¥YA -I¥YY LY

<[¥AY <IYFY - [O¥¥ NiNed B yd (w3




1Fee o lgs 0 5lail (090 099 ity jiid /i V¥

JEA N -JoAs IS asl&iwl wad
JJevy SRMR Olagpo Jlas o515
VY NFI

L)“’)IX )I Ol_m)df.))b )‘)5 u}U@e o)lg ).)u.lf)ya;. U9y Lgllb);.xm Lfl)f ‘R )iJLan ‘u_wlumf Jsb )lds)}]:ul.o.m
ez . . . 2 . .

S5 A g e

03538] Cubly W 5 (sladol 5l oslaiwl ;5 UGS pae lawgd 0ABS ) (liodguw y 0aBS ) oalaiw] Caruw by L Lide} guls
O e g8 b b dy eolatwl Clggus oS 0l (5155 imgh (cladidl cabS ) eolainl cgga ds dagi b oyl (g)boliae )a;b
o)Ll (gjpel (S5 50 03938l Cusdly Caly slac bl 4 6abS ) edlatnl g S o b i |y GBS Bpas bwy (ST
058 yd odlatul Capuw dy90 )0 (IS A Ll Cuwd L5 D590 LY guae Lilail (3 255 Caua 4y W JBlas b )8 4l i 3yl
Bl ¥ 3o gl b 4l pl bl o b ys 0,Sles dgups 9 Ly (250 > Deae 03938] Cusly (sladoliyy I EAGS 8 pan Sy
5 5595 Al U (a5 ol pie Ll )3 25 )5, 2 e Jole 1 e il e Jbo g b (YT ) o 5o
by ol lgan GAS oo Colim 03938] Cusdly obyl5b 50 1y 15 ls g by 15,55 4 dble clagwl olge b (VYY) o, Ko
3 e i g it jobods 039331 Cumbly (699l L ) 53 ()l SIS 5 03933 Cuadly sla Sy wsllas giluisyl wialy (L
@ b guan &5 395 00 03938l Capmdly Sl odlatul 3 S Cute (55 5 (gaiedgw S0 4 e (BUS 5 ble glagul B )b
ol pol> el

dons oyl Cubld 0338l Cuably b5 sladel ys 1 edlitul 4y Cans HBAS Gran 5,55 (69, (s blime 13U 55 0aBS ) oalatuw] ¢ gpuw
25 )35 o 5 bge gy G 51 hlS il &2 5,55 3 e B ssbots Sgmas e 1505 kil e 1530
2038 JVazl 55 ool bl oo (el cnl @l b guuad 55 (VYY) olSon g (o))l 5 psizman 5 (VIV) Jgy 5 odlicdlo (imgly
(398 Ol ldo jo Lol jls ayan (650ld 1 eolatwl & Cans BUSGpns (5,55 5 a3e BB 58U 00 S ) eolatwl g
0BS ) oolitw] Cgpus 45T By au cpl 4 03938] Cuxbly b5 WSl eolatwl WLly8 386 b (YY) o) K 5 SSls
00 gull ] et 45 5550len 13l 03938] Cuxdly (gladol y l edliinl 4 Cuws BUSBpae 10,55 (59, syblne LU
2 il a0 ladiged g drel> jd glas (AL pl bS5l (S ey ooy 4 sl pils gt slaadl bl ol (S5
s ,5ld 4 s (558 iy 5 2T 51 aS cal oty ol pls el ond ool diges lgie 4 lgmily  yols G
(Y+VY) oh)Ka 5 Sl 3uio5 diges 45 ol JIoyd oyl o5 S 0L 1) el 5l ealisin] 0950 ailgs oo (Sl 4 g a3 10,95 1 &l gl
5 Olozsl 9 (VoY) e 5 (o J1 (VY4 e g (y90uisly (slagingy 4 bl b aiej cnl 3 039 (o3l S181 1 JSisee
91 2 Fge Jolse lgie o (GBS Camar (sl it g 4l ol (bjg0l e 1 65 o sloyuaito I (g (Y4Y) o e
a5 03938] Cusbly 4y 5 sladel 5l eolisinl 4y Cuto (555L doul 4 e a5 54 pU B UGS pae edliiw] Cgpuw

1'Yao & Chen 2 Praveena & Thomas



10 el osliiw] wad y yigo Jolgs oo loliis

&y9bd 4 Cas UQU OB S G pas (15,55 .0, HBASG pas (15,55 (59, 00bS )0 (sdiodgm HI3 e Sl 5l lis ek (slaassl
5 silome b )3 005055 (gioger (sla iy -l 02553 (gatdg b oS T g5 03,5 (slalacme ;3 3933 Cundly
s 3 o3icllo lasingsy sy 55 45 315 o 156 (SU5S5 slacsglys f o3lital & 03938 Caly 5 loeclye 32,0
oS 0 dnled dsgio BAGSE pan §1 B 0,8 o S byl 4 s e (15,55 5l 039938 Cusdly W 3 slanasl
LY JO?J)A db’dl)i’ b assS KaS u‘f.\.ufd).\m L9 M Joake ‘) ..\J)> 4:)70 9 JAL&) ..\leL;o 0.399).9| MB‘S JJ)> d‘.bd.ob).\
ol cunls M Jds a0 1) cudSiL L 030l Wl o oopl g oogMe aimd ialS |y Y gase K5 g 05100 ¢ Sy il
N Gen 5 ) wloy ie npomb @) ctSil g o b abia g g yo (Jlo ls dija 3 e ) 5

O3 el b Al cnl 0,15 039381 Cusbly (sl ) ool Can GBAS G pae dad 425 BB peias § Cuto 85U 5,55
By Lab g )l cdllas (555 5 (3L )l o) aie) > (VoY) llSen g (cosl)l 5 (Y- TY) GhlSen 5 SOl
45 S o ol 4Bl () At S pmn S 5 S5 e ()5 JU> 2 Vgano p3ya 5 05 o 18 5,55 5l o 25
Aoz jl 2blie & (Syg0 )3 3980 w85 Hlai 3 (o3latnl Muad) )18, 4 bles Jole 03933 Cusbly (sloaslyy (Bl 53 Cute (555
5,31 ) 03938] Cunily 1 ooliiw] Mad 4 o 0AS B pnn Bl oUlg 0gd ol solitwl pl 5l (sdiedgm 5 edlail Cgpuw
O ol 2 ogde. il dalgd 15U 03g38] Cuxdly (sladsl y polis (6550 g ooliiwl Mad y LBlaie 5 29 o yalb Ll Clwlus]
gsbo 4 3y50 (5 0500 D39 (g)bline g Cute Lailg) ol ol Sy 555l g 00938] Bl (sladol Ay Cuns HBALS B pas (10,55
2ab g )55 o Ay 53 (P5le e Sy 0B B3 oS dmdge U5 cpl 0,18 e b el ) edlind asb g LB
Costo itano e 3G (5 02l a8y 005513 (35)) Gaolo 51 0938 bl (Lol &) s 01 e 5,55 gl (51
5 et e gelomnl sla syl & 3y Lyl imgs gl by 3 (YoOV ) s 5 o3ljpdlo oad @1 Jie il 2 osde 3l
)b cilas ol imgs cbaanl b as 5,13 b w8y Y b5 gl (BuiSGpas dab p Wlg o 0058y (63, Slas
olas] EAS G s ) ol By Sy 5y90 0 Slydl &S sl (4 b osd) sito b Cut syl b olas] S ol 3 5SS
Sloals s & s ite G55 88 3] ) 03V o IS IS ] st (5,5 88 )0 3938l ol sl 4 o
'Sy 5 Lo « Sl o slagiegg sliely p3 wom ) 9 W3 oo Gl 03538 Caably (slaacliyy 4]y 355 argi i)l 03938l il

S (0 Sl 039381 Culy (gladaliyy (25 5l e (2bj)l 5 53 (VoY) 5 i 5 (V4R

33 3990 Slual b ol )15 039381 Capably slaaalyy 51 HEAES G o oolitl duad p g BB cute w3l 5 0lBS ) 35

&S Cawl Mdize dalllas (pl )l Cillas (YoVY) (L) San 5 Siks 5 (YY) Jos g 03lipdlo (slayimgss o STyol yo5)] 4,k 5,90

51 ol a5 Sloj (m A Legl 1 ool aeldl b osliil 4 95 1y 58 W5 o YL ens STl 55,1 b less b &Y guamme

3 ookl (gly gyt dad Cunl (Sae BAIS B pas ) o b3 glap il 4 Cons (gyidn (55l 03938] Cuxdly (sladol y
il anly 00g38) Cusbly (slaasl

Ll )3 NS Bpan (15)55 9005 S )0 ()] g2 (ceslie gyl g dswg )3 (rw (6y9lB Dk Jhe (65,8 Lyl adlllas

&l gyold byl Jhe boadSy 3yl 5l b et jld, jsle G adlllas cplcuily 03938 Cuxdly 4y )3 sla 4ol 3 eolil
adlge 13l 5 00BCS ) (gliedgmw g 0dws Sy0 edlaiwl Clgpuw dlon I old waldl)l 5 S g dewed ¢ iy Slalllae gliwly jd &S WS o
dnog 1y pme (6918 (GBS b 29 0 oy Culeg )3 Al oo Wligly sla gyl Loy 4 oo slaylib) (g 5o sl
) S ) e slp ) bl (225 Sty o sl ool b cp M (lig Bo3,5 5 03938 ol 5 (cloaols
03538l Cuably 3y 5 (sladsly copl p 0gMe AGS dn g5 00938l Caunly (63185l daups 4y b lg )8 033 g JEARD drwgi e (pl )

1 'Yuen, Wang, Ma & Wong



1Fee o lgs 0 5lail (090 099 ity jiid /i \#

il Sinlen 5 pan (53,5 ok 5 25 oo da i) 555 S b 45 2595 4 b 4 5 (b (b
Iy ol 9 pasuie 1) 293 CBan dmels b 03933] Caxbly (cladaly cgy cpl 5l .conl Casnl Plo (ub5)g SV gasme 13 Logad gdge 'y
ool (g pisosnlie Cubld ¢ pimman a1 035l (g5lre ygo a4 SV guama ol iulojl gl |y sl clajls b ams 1,3 B 590
9 S Gl 03938l Cusbly gla p 3y lpl ) Wb dswg g 380 S8 b b GRS ek 4 b o938l Cusdly b 5
21,3 G 1y el )3 base S wilgs o HBAS'S pae S o3l |y Slles ST 5 polie job g did dmwgs |y 31 gl IS
SBpae 4Ly S Lo 1) dgrge (EALS Brme il (oo o 6 o B9yl <o 31 ke ST 8 Blad s )3 S ke

WSS ol 3 |y o pdy 0sdl BuiS
P g pARS

S o 19,08 g S5 gyl )0 GBaS eS8 seled I i

References

Afshari, M., Ameri, M. S., & Honari, H. (2019). Attending to Resistance Economy and it’s Role on the
Economic Development of Iran’s Sports Industry. Journal of Research in Sports Management, 3(9), 1-
22.

Ajzen, |. (1991). The theory of planned behavior. Organizational behavior and human decision
processes, 50(2), 179-211 .

Al-Rahmi, W. M., Al-Adwan, A. S., Al-Maatouk, Q., Othman, M. S., Alsaud, A. R., Almogren,
A. S., & Al-Rahmi, A. M. (2023). Integrating Communication and Task-Technology Fit
Theories: The Adoption of Digital Media in Learning. Sustainability, 15(10), 8144 .
Al-Rahmi, W. M., Yahaya, N., Alamri, M. M., Alyoussef, 1. Y., Al-Rahmi, A. M., & Kamin,
Y. B. (2021). Integrating innovation diffusion theory with technology acceptance model:
Supporting students’ attitude towards using a massive open online courses (MOQOCSs) systems.
Interactive Learning Environments, 29(8), 1380-1392 .

Alimamy, S., & Al-Imamy, S. (2022). Customer perceived value through guality augmented
reality experiences in retail: The mediating effect of customer attitudes. Journal of Marketing
Communications, 28(4), 428-447 .

Barta, S., Gurrea, R., & Flavian, C. (2023). Using augmented reality to reduce cognitive
dissonance and increase purchase intention. Computers in Human Behavior, 140, 107564 .
Berman, B., & Pollack, D. (2021). Strategies for the successful implementation of augmented
reality. Business Horizons, 64(5), 621-630 .

Chawla, D., & Joshi, H. (2023). Role of mediator in examining the influence of antecedents of
mobile wallet adoption on attitude and intention. Global Business Review, 24(4), 609-625 .
Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS quarterly, 319-340 .

Fan,R., Yao, Q., Chen, R., & Qian, R. (2023). Agent-Based Simulation Model of Panic Buying
Behavior in Urban Public Crisis Events: A Social Network Perspective. Sustainable Cities and

Society, 105002 .



https://qrsm.atu.ac.ir/article_11098.html?lang=en
https://qrsm.atu.ac.ir/article_11098.html?lang=en
https://qrsm.atu.ac.ir/article_11098.html?lang=en
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ajzen%2C+I.+%281991%29.+The+theory+of+planned+behavior.+Organizational+behavior+and+human+decision+processes%2C+50%282%29%2C+179-211.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ajzen%2C+I.+%281991%29.+The+theory+of+planned+behavior.+Organizational+behavior+and+human+decision+processes%2C+50%282%29%2C+179-211.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ajzen%2C+I.+%281991%29.+The+theory+of+planned+behavior.+Organizational+behavior+and+human+decision+processes%2C+50%282%29%2C+179-211.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ajzen%2C+I.+%281991%29.+The+theory+of+planned+behavior.+Organizational+behavior+and+human+decision+processes%2C+50%282%29%2C+179-211.+&btnG=
https://scholar.google.com/scholar?q=Al-Rahmi,+W.+M.,+Al-Adwan,+A.+S.,+Al-Maatouk,+Q.,+Othman,+M.+S.,+Alsaud,+A.+R.,+Almogren,+A.+S.,+%26+Al-Rahmi,+A.+M.+(2023).+Integrating+Communication+and+Task%E2%80%93Technology+Fit+Theories:+The+Adoption+of+Digital+Media+in+Learning.+Sustainability,+15(10),+8144.+&hl=fa&as_sdt=0,5
https://scholar.google.com/scholar?q=Al-Rahmi,+W.+M.,+Al-Adwan,+A.+S.,+Al-Maatouk,+Q.,+Othman,+M.+S.,+Alsaud,+A.+R.,+Almogren,+A.+S.,+%26+Al-Rahmi,+A.+M.+(2023).+Integrating+Communication+and+Task%E2%80%93Technology+Fit+Theories:+The+Adoption+of+Digital+Media+in+Learning.+Sustainability,+15(10),+8144.+&hl=fa&as_sdt=0,5
https://scholar.google.com/scholar?q=Al-Rahmi,+W.+M.,+Al-Adwan,+A.+S.,+Al-Maatouk,+Q.,+Othman,+M.+S.,+Alsaud,+A.+R.,+Almogren,+A.+S.,+%26+Al-Rahmi,+A.+M.+(2023).+Integrating+Communication+and+Task%E2%80%93Technology+Fit+Theories:+The+Adoption+of+Digital+Media+in+Learning.+Sustainability,+15(10),+8144.+&hl=fa&as_sdt=0,5
https://scholar.google.com/scholar?q=Al-Rahmi,+W.+M.,+Al-Adwan,+A.+S.,+Al-Maatouk,+Q.,+Othman,+M.+S.,+Alsaud,+A.+R.,+Almogren,+A.+S.,+%26+Al-Rahmi,+A.+M.+(2023).+Integrating+Communication+and+Task%E2%80%93Technology+Fit+Theories:+The+Adoption+of+Digital+Media+in+Learning.+Sustainability,+15(10),+8144.+&hl=fa&as_sdt=0,5
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Al-Rahmi%2C+W.+M.%2C+Yahaya%2C+N.%2C+Alamri%2C+M.+M.%2C+Alyoussef%2C+I.+Y.%2C+Al-Rahmi%2C+A.+M.%2C+%26+Kamin%2C+Y.+B.+%282021%29.+Integrating+innovation+diffusion+theory+with+technology+acceptance+model%3A+Supporting+students%E2%80%99+attitude+towards+using+a+massive+open+online+courses+%28MOOCs%29+systems.+Interactive+Learning+Environments%2C+29%288%29%2C+1380-1392.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Al-Rahmi%2C+W.+M.%2C+Yahaya%2C+N.%2C+Alamri%2C+M.+M.%2C+Alyoussef%2C+I.+Y.%2C+Al-Rahmi%2C+A.+M.%2C+%26+Kamin%2C+Y.+B.+%282021%29.+Integrating+innovation+diffusion+theory+with+technology+acceptance+model%3A+Supporting+students%E2%80%99+attitude+towards+using+a+massive+open+online+courses+%28MOOCs%29+systems.+Interactive+Learning+Environments%2C+29%288%29%2C+1380-1392.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Al-Rahmi%2C+W.+M.%2C+Yahaya%2C+N.%2C+Alamri%2C+M.+M.%2C+Alyoussef%2C+I.+Y.%2C+Al-Rahmi%2C+A.+M.%2C+%26+Kamin%2C+Y.+B.+%282021%29.+Integrating+innovation+diffusion+theory+with+technology+acceptance+model%3A+Supporting+students%E2%80%99+attitude+towards+using+a+massive+open+online+courses+%28MOOCs%29+systems.+Interactive+Learning+Environments%2C+29%288%29%2C+1380-1392.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Al-Rahmi%2C+W.+M.%2C+Yahaya%2C+N.%2C+Alamri%2C+M.+M.%2C+Alyoussef%2C+I.+Y.%2C+Al-Rahmi%2C+A.+M.%2C+%26+Kamin%2C+Y.+B.+%282021%29.+Integrating+innovation+diffusion+theory+with+technology+acceptance+model%3A+Supporting+students%E2%80%99+attitude+towards+using+a+massive+open+online+courses+%28MOOCs%29+systems.+Interactive+Learning+Environments%2C+29%288%29%2C+1380-1392.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Alimamy%2C+S.%2C+%26+Al-Imamy%2C+S.+%282022%29.+Customer+perceived+value+through+quality+augmented+reality+experiences+in+retail%3A+The+mediating+effect+of+customer+attitudes.+Journal+of+Marketing+Communications%2C+28%284%29%2C+428-447.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Alimamy%2C+S.%2C+%26+Al-Imamy%2C+S.+%282022%29.+Customer+perceived+value+through+quality+augmented+reality+experiences+in+retail%3A+The+mediating+effect+of+customer+attitudes.+Journal+of+Marketing+Communications%2C+28%284%29%2C+428-447.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Alimamy%2C+S.%2C+%26+Al-Imamy%2C+S.+%282022%29.+Customer+perceived+value+through+quality+augmented+reality+experiences+in+retail%3A+The+mediating+effect+of+customer+attitudes.+Journal+of+Marketing+Communications%2C+28%284%29%2C+428-447.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Alimamy%2C+S.%2C+%26+Al-Imamy%2C+S.+%282022%29.+Customer+perceived+value+through+quality+augmented+reality+experiences+in+retail%3A+The+mediating+effect+of+customer+attitudes.+Journal+of+Marketing+Communications%2C+28%284%29%2C+428-447.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Barta%2C+S.%2C+Gurrea%2C+R.%2C+%26+Flavi%C3%A1n%2C+C.+%282023%29.+Using+augmented+reality+to+reduce+cognitive+dissonance+and+increase+purchase+intention.+Computers+in+Human+Behavior%2C+140%2C+107564.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Barta%2C+S.%2C+Gurrea%2C+R.%2C+%26+Flavi%C3%A1n%2C+C.+%282023%29.+Using+augmented+reality+to+reduce+cognitive+dissonance+and+increase+purchase+intention.+Computers+in+Human+Behavior%2C+140%2C+107564.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Barta%2C+S.%2C+Gurrea%2C+R.%2C+%26+Flavi%C3%A1n%2C+C.+%282023%29.+Using+augmented+reality+to+reduce+cognitive+dissonance+and+increase+purchase+intention.+Computers+in+Human+Behavior%2C+140%2C+107564.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Barta%2C+S.%2C+Gurrea%2C+R.%2C+%26+Flavi%C3%A1n%2C+C.+%282023%29.+Using+augmented+reality+to+reduce+cognitive+dissonance+and+increase+purchase+intention.+Computers+in+Human+Behavior%2C+140%2C+107564.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Berman%2C+B.%2C+%26+Pollack%2C+D.+%282021%29.+Strategies+for+the+successful+implementation+of+augmented+reality.+Business+Horizons%2C+64%285%29%2C+621-630.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Berman%2C+B.%2C+%26+Pollack%2C+D.+%282021%29.+Strategies+for+the+successful+implementation+of+augmented+reality.+Business+Horizons%2C+64%285%29%2C+621-630.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Chawla%2C+D.%2C+%26+Joshi%2C+H.+%282023%29.+Role+of+mediator+in+examining+the+influence+of+antecedents+of+mobile+wallet+adoption+on+attitude+and+intention.+Global+Business+Review%2C+24%284%29%2C+609-625.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Chawla%2C+D.%2C+%26+Joshi%2C+H.+%282023%29.+Role+of+mediator+in+examining+the+influence+of+antecedents+of+mobile+wallet+adoption+on+attitude+and+intention.+Global+Business+Review%2C+24%284%29%2C+609-625.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Chawla%2C+D.%2C+%26+Joshi%2C+H.+%282023%29.+Role+of+mediator+in+examining+the+influence+of+antecedents+of+mobile+wallet+adoption+on+attitude+and+intention.+Global+Business+Review%2C+24%284%29%2C+609-625.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Chawla%2C+D.%2C+%26+Joshi%2C+H.+%282023%29.+Role+of+mediator+in+examining+the+influence+of+antecedents+of+mobile+wallet+adoption+on+attitude+and+intention.+Global+Business+Review%2C+24%284%29%2C+609-625.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Davis%2C+F.+D.+%281989%29.+Perceived+usefulness%2C+perceived+ease+of+use%2C+and+user+acceptance+of+information+technology.+MIS+quarterly%2C+319-340.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Davis%2C+F.+D.+%281989%29.+Perceived+usefulness%2C+perceived+ease+of+use%2C+and+user+acceptance+of+information+technology.+MIS+quarterly%2C+319-340.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+R.%2C+Yao%2C+Q.%2C+Chen%2C+R.%2C+%26+Qian%2C+R.+%282023%29.+Agent-Based+Simulation+Model+of+Panic+Buying+Behavior+in+Urban+Public+Crisis+Events%3A+A+Social+Network+Perspective.+Sustainable+Cities+and+Society%2C+105002.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+R.%2C+Yao%2C+Q.%2C+Chen%2C+R.%2C+%26+Qian%2C+R.+%282023%29.+Agent-Based+Simulation+Model+of+Panic+Buying+Behavior+in+Urban+Public+Crisis+Events%3A+A+Social+Network+Perspective.+Sustainable+Cities+and+Society%2C+105002.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+R.%2C+Yao%2C+Q.%2C+Chen%2C+R.%2C+%26+Qian%2C+R.+%282023%29.+Agent-Based+Simulation+Model+of+Panic+Buying+Behavior+in+Urban+Public+Crisis+Events%3A+A+Social+Network+Perspective.+Sustainable+Cities+and+Society%2C+105002.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+R.%2C+Yao%2C+Q.%2C+Chen%2C+R.%2C+%26+Qian%2C+R.+%282023%29.+Agent-Based+Simulation+Model+of+Panic+Buying+Behavior+in+Urban+Public+Crisis+Events%3A+A+Social+Network+Perspective.+Sustainable+Cities+and+Society%2C+105002.+&btnG=

Y% el osliiw] wad y yigo Jolgs oo loliis

Fan, X., Chai, Z., Deng, N & ,.Dong, X. (2020). Adoption of augmented reality in online
retailing and consumers’ product attitude: A cognitive perspective. Journal of Retailing and
Consumer Services, 53, 101986 .

Fishbein, M., & Ajzen, |. (1977). Belief, attitude, intention, and behavior: An introduction to
theory and research .

Gefen, D., & Straub, D. W. (2000). The relative importance of perceived ease of use in IS
adoption: A study of e-commerce adoption. Journal of the Association for Information Systems,
1(1), 8.

Hair Jr, J., Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on
partial least squares structural equation modeling (PLS-SEM): Sage publications.

Hinsch, C., Felix, R., & Rauschnabel, P. A. (2020). Nostalgia beats the wow-effect: Inspiration .
awe and meaningful associations in augmented reality marketing. Journal of Retailing and
Consumer Services, 53, 101987 .

jalali, s., honari, h., & keshkar, s. (2022). Prioritizing the Eghtesad-e-Moghavemati’s Indices in
Sport and Its Impact on the Development of Sport Economy. Resistance Economy Research
Journal, 4(1), 83-102 .

Jiang, Y., Wang, X., & Yuen, K. F. (2021). Augmented reality shopping application usage: The
influence of attitude, value, and characteristics of innovation. Journal of Retailing and
Consumer Services, 63, 102720 .

Kazemi, M. F., Farahani, A., & Ghasemi, H. (2023). Competitive Model of Iranian Sportswear
Brands to enter International Markets. Journal of Applied Research of Sport Management,
12(45), 12-24 .

Kirk, C. P., & Rifkin ,L. S. (2020). I'll trade you diamonds for toilet paper. Consumer reacting,
coping and adapting behaviors in the COVID-19 pandemic. Journal of Business Research, 117,
124-131 .

Kline, R. B. (1998). Software review: Software programs for structural equation modeling:
Amos, EQS, and LISREL. Journal of psychoeducational assessment, 16(4), 343-364 .
Lequina, A. (2015). A primer on partial least squares structural equation modeling (PLS-SEM).
In: Taylor & Francis.

Liao, T. (2015). Augmented or admented reality ?The influence of marketing on augmented
reality technologies. Information, Communication & Society, 18(3), 310-326 .

Naghiloo, Z., Hemmatinezhad, M., & Nasab, M. N. (2020). Providing a Conceptual Framework
for Competitiveness in the Iranian Sports Services Industry. Journal of Applied Research of
Sport Management, 9(33), 11-24 .

Ni, L., Liu, W., Huang, Y., & Pan, M. (2023). Technology Adoption and Promotion in the Age
of Skepticism: Examining COVID-19 Mitigation through Technological and Human Factors.
Journal of Promotion Management, 1-22 .

Nikhashemi, S., 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://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+X.%2C+Chai%2C+Z.%2C+Deng%2C+N.%2C+%26+Dong%2C+X.+%282020%29.+Adoption+of+augmented+reality+in+online+retailing+and+consumers%E2%80%99+product+attitude%3A+A+cognitive+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101986.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+X.%2C+Chai%2C+Z.%2C+Deng%2C+N.%2C+%26+Dong%2C+X.+%282020%29.+Adoption+of+augmented+reality+in+online+retailing+and+consumers%E2%80%99+product+attitude%3A+A+cognitive+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101986.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+X.%2C+Chai%2C+Z.%2C+Deng%2C+N.%2C+%26+Dong%2C+X.+%282020%29.+Adoption+of+augmented+reality+in+online+retailing+and+consumers%E2%80%99+product+attitude%3A+A+cognitive+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101986.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fan%2C+X.%2C+Chai%2C+Z.%2C+Deng%2C+N.%2C+%26+Dong%2C+X.+%282020%29.+Adoption+of+augmented+reality+in+online+retailing+and+consumers%E2%80%99+product+attitude%3A+A+cognitive+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101986.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fishbein%2C+M.%2C+%26+Ajzen%2C+I.+%281977%29.+Belief%2C+attitude%2C+intention%2C+and+behavior%3A+An+introduction+to+theory+and+research.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fishbein%2C+M.%2C+%26+Ajzen%2C+I.+%281977%29.+Belief%2C+attitude%2C+intention%2C+and+behavior%3A+An+introduction+to+theory+and+research.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fishbein%2C+M.%2C+%26+Ajzen%2C+I.+%281977%29.+Belief%2C+attitude%2C+intention%2C+and+behavior%3A+An+introduction+to+theory+and+research.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Fishbein%2C+M.%2C+%26+Ajzen%2C+I.+%281977%29.+Belief%2C+attitude%2C+intention%2C+and+behavior%3A+An+introduction+to+theory+and+research.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Gefen%2C+D.%2C+%26+Straub%2C+D.+W.+%282000%29.+The+relative+importance+of+perceived+ease+of+use+in+IS+adoption%3A+A+study+of+e-commerce+adoption.+Journal+of+the+Association+for+Information+Systems%2C+1%281%29%2C+8.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Gefen%2C+D.%2C+%26+Straub%2C+D.+W.+%282000%29.+The+relative+importance+of+perceived+ease+of+use+in+IS+adoption%3A+A+study+of+e-commerce+adoption.+Journal+of+the+Association+for+Information+Systems%2C+1%281%29%2C+8.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Gefen%2C+D.%2C+%26+Straub%2C+D.+W.+%282000%29.+The+relative+importance+of+perceived+ease+of+use+in+IS+adoption%3A+A+study+of+e-commerce+adoption.+Journal+of+the+Association+for+Information+Systems%2C+1%281%29%2C+8.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Gefen%2C+D.%2C+%26+Straub%2C+D.+W.+%282000%29.+The+relative+importance+of+perceived+ease+of+use+in+IS+adoption%3A+A+study+of+e-commerce+adoption.+Journal+of+the+Association+for+Information+Systems%2C+1%281%29%2C+8.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Hair+Jr%2C+J.%2C+Hair+Jr%2C+J.+F.%2C+Hult%2C+G.+T.+M.%2C+Ringle%2C+C.+M.%2C+%26+Sarstedt%2C+M.+%282021%29.+A+primer+on+partial+least+squares+structural+equation+modeling+%28PLS-SEM%29%3A+Sage+publications.&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Hinsch%2C+C.%2C+Felix%2C+R.%2C+%26+Rauschnabel%2C+P.+A.+%282020%29.+Nostalgia+beats+the+wow-effect%3A+Inspiration%2C+awe+and+meaningful+associations+in+augmented+reality+marketing.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101987.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Hinsch%2C+C.%2C+Felix%2C+R.%2C+%26+Rauschnabel%2C+P.+A.+%282020%29.+Nostalgia+beats+the+wow-effect%3A+Inspiration%2C+awe+and+meaningful+associations+in+augmented+reality+marketing.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101987.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Hinsch%2C+C.%2C+Felix%2C+R.%2C+%26+Rauschnabel%2C+P.+A.+%282020%29.+Nostalgia+beats+the+wow-effect%3A+Inspiration%2C+awe+and+meaningful+associations+in+augmented+reality+marketing.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101987.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Hinsch%2C+C.%2C+Felix%2C+R.%2C+%26+Rauschnabel%2C+P.+A.+%282020%29.+Nostalgia+beats+the+wow-effect%3A+Inspiration%2C+awe+and+meaningful+associations+in+augmented+reality+marketing.+Journal+of+Retailing+and+Consumer+Services%2C+53%2C+101987.+&btnG=
https://www.magiran.com/paper/2585712/%d8%a7%d9%88%d9%84%d9%88%db%8c%d8%aa-%d8%a8%d9%86%d8%af%db%8c-%d8%b4%d8%a7%d8%ae%d8%b5-%d9%87%d8%a7%db%8c-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%85%d9%82%d8%a7%d9%88%d9%85%d8%aa%db%8c-%d8%af%d8%b1-%d9%88%d8%b1%d8%b2%d8%b4-%d9%88-%d8%aa%d8%a7%d8%ab%db%8c%d8%b1-%d8%a2%d9%86-%d8%a8%d8%b1-%d8%aa%d9%88%d8%b3%d8%b9%d9%87-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%88%d8%b1%d8%b2%d8%b4%db%8c
https://www.magiran.com/paper/2585712/%d8%a7%d9%88%d9%84%d9%88%db%8c%d8%aa-%d8%a8%d9%86%d8%af%db%8c-%d8%b4%d8%a7%d8%ae%d8%b5-%d9%87%d8%a7%db%8c-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%85%d9%82%d8%a7%d9%88%d9%85%d8%aa%db%8c-%d8%af%d8%b1-%d9%88%d8%b1%d8%b2%d8%b4-%d9%88-%d8%aa%d8%a7%d8%ab%db%8c%d8%b1-%d8%a2%d9%86-%d8%a8%d8%b1-%d8%aa%d9%88%d8%b3%d8%b9%d9%87-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%88%d8%b1%d8%b2%d8%b4%db%8c
https://www.magiran.com/paper/2585712/%d8%a7%d9%88%d9%84%d9%88%db%8c%d8%aa-%d8%a8%d9%86%d8%af%db%8c-%d8%b4%d8%a7%d8%ae%d8%b5-%d9%87%d8%a7%db%8c-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%85%d9%82%d8%a7%d9%88%d9%85%d8%aa%db%8c-%d8%af%d8%b1-%d9%88%d8%b1%d8%b2%d8%b4-%d9%88-%d8%aa%d8%a7%d8%ab%db%8c%d8%b1-%d8%a2%d9%86-%d8%a8%d8%b1-%d8%aa%d9%88%d8%b3%d8%b9%d9%87-%d8%a7%d9%82%d8%aa%d8%b5%d8%a7%d8%af-%d9%88%d8%b1%d8%b2%d8%b4%db%8c
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Jiang%2C+Y.%2C+Wang%2C+X.%2C+%26+Yuen%2C+K.+F.+%282021%29.+Augmented+reality+shopping+application+usage%3A+The+influence+of+attitude%2C+value%2C+and+characteristics+of+innovation.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102720.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Jiang%2C+Y.%2C+Wang%2C+X.%2C+%26+Yuen%2C+K.+F.+%282021%29.+Augmented+reality+shopping+application+usage%3A+The+influence+of+attitude%2C+value%2C+and+characteristics+of+innovation.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102720.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Jiang%2C+Y.%2C+Wang%2C+X.%2C+%26+Yuen%2C+K.+F.+%282021%29.+Augmented+reality+shopping+application+usage%3A+The+influence+of+attitude%2C+value%2C+and+characteristics+of+innovation.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102720.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Jiang%2C+Y.%2C+Wang%2C+X.%2C+%26+Yuen%2C+K.+F.+%282021%29.+Augmented+reality+shopping+application+usage%3A+The+influence+of+attitude%2C+value%2C+and+characteristics+of+innovation.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102720.+&btnG=
https://arsmb.journals.pnu.ac.ir/article_9937.html?lang=en
https://arsmb.journals.pnu.ac.ir/article_9937.html?lang=en
https://arsmb.journals.pnu.ac.ir/article_9937.html?lang=en
https://arsmb.journals.pnu.ac.ir/article_9937.html?lang=en
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kirk%2C+C.+P.%2C+%26+Rifkin%2C+L.+S.+%282020%29.+I%27ll+trade+you+diamonds+for+toilet+paper%3A+Consumer+reacting%2C+coping+and+adapting+behaviors+in+the+COVID-19+pandemic.+Journal+of+Business+Research%2C+117%2C+124-131.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kirk%2C+C.+P.%2C+%26+Rifkin%2C+L.+S.+%282020%29.+I%27ll+trade+you+diamonds+for+toilet+paper%3A+Consumer+reacting%2C+coping+and+adapting+behaviors+in+the+COVID-19+pandemic.+Journal+of+Business+Research%2C+117%2C+124-131.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kirk%2C+C.+P.%2C+%26+Rifkin%2C+L.+S.+%282020%29.+I%27ll+trade+you+diamonds+for+toilet+paper%3A+Consumer+reacting%2C+coping+and+adapting+behaviors+in+the+COVID-19+pandemic.+Journal+of+Business+Research%2C+117%2C+124-131.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kirk%2C+C.+P.%2C+%26+Rifkin%2C+L.+S.+%282020%29.+I%27ll+trade+you+diamonds+for+toilet+paper%3A+Consumer+reacting%2C+coping+and+adapting+behaviors+in+the+COVID-19+pandemic.+Journal+of+Business+Research%2C+117%2C+124-131.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kline%2C+R.+B.+%281998%29.+Software+review%3A+Software+programs+for+structural+equation+modeling%3A+Amos%2C+EQS%2C+and+LISREL.+Journal+of+psychoeducational+assessment%2C+16%284%29%2C+343-364.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kline%2C+R.+B.+%281998%29.+Software+review%3A+Software+programs+for+structural+equation+modeling%3A+Amos%2C+EQS%2C+and+LISREL.+Journal+of+psychoeducational+assessment%2C+16%284%29%2C+343-364.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kline%2C+R.+B.+%281998%29.+Software+review%3A+Software+programs+for+structural+equation+modeling%3A+Amos%2C+EQS%2C+and+LISREL.+Journal+of+psychoeducational+assessment%2C+16%284%29%2C+343-364.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Kline%2C+R.+B.+%281998%29.+Software+review%3A+Software+programs+for+structural+equation+modeling%3A+Amos%2C+EQS%2C+and+LISREL.+Journal+of+psychoeducational+assessment%2C+16%284%29%2C+343-364.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Leguina%2C+A.+%282015%29.+A+primer+on+partial+least+squares+structural+equation+modeling+%28PLS-SEM%29.+In%3A+Taylor+%26+Francis.&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Liao%2C+T.+%282015%29.+Augmented+or+admented+reality%3F+The+influence+of+marketing+on+augmented+reality+technologies.+Information%2C+Communication+%26+Society%2C+18%283%29%2C+310-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Liao%2C+T.+%282015%29.+Augmented+or+admented+reality%3F+The+influence+of+marketing+on+augmented+reality+technologies.+Information%2C+Communication+%26+Society%2C+18%283%29%2C+310-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Liao%2C+T.+%282015%29.+Augmented+or+admented+reality%3F+The+influence+of+marketing+on+augmented+reality+technologies.+Information%2C+Communication+%26+Society%2C+18%283%29%2C+310-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Liao%2C+T.+%282015%29.+Augmented+or+admented+reality%3F+The+influence+of+marketing+on+augmented+reality+technologies.+Information%2C+Communication+%26+Society%2C+18%283%29%2C+310-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Naghiloo%2C+Z.%2C+Hemmatinezhad%2C+M.%2C+%26+Nasab%2C+M.+N.+%282020%29.+Providing+a+Conceptual+Framework+for+Competitiveness+in+the+Iranian+Sports+Services+Industry.+Journal+of+Applied+Research+of+Sport+Management%2C+9%2833%29%2C+11-24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Naghiloo%2C+Z.%2C+Hemmatinezhad%2C+M.%2C+%26+Nasab%2C+M.+N.+%282020%29.+Providing+a+Conceptual+Framework+for+Competitiveness+in+the+Iranian+Sports+Services+Industry.+Journal+of+Applied+Research+of+Sport+Management%2C+9%2833%29%2C+11-24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Naghiloo%2C+Z.%2C+Hemmatinezhad%2C+M.%2C+%26+Nasab%2C+M.+N.+%282020%29.+Providing+a+Conceptual+Framework+for+Competitiveness+in+the+Iranian+Sports+Services+Industry.+Journal+of+Applied+Research+of+Sport+Management%2C+9%2833%29%2C+11-24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Naghiloo%2C+Z.%2C+Hemmatinezhad%2C+M.%2C+%26+Nasab%2C+M.+N.+%282020%29.+Providing+a+Conceptual+Framework+for+Competitiveness+in+the+Iranian+Sports+Services+Industry.+Journal+of+Applied+Research+of+Sport+Management%2C+9%2833%29%2C+11-24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ni%2C+L.%2C+Liu%2C+W.%2C+Huang%2C+Y.%2C+%26+Pan%2C+M.+%282023%29.+Technology+Adoption+and+Promotion+in+the+Age+of+Skepticism%3A+Examining+COVID-19+Mitigation+through+Technological+and+Human+Factors.+Journal+of+Promotion+Management%2C+1-22.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ni%2C+L.%2C+Liu%2C+W.%2C+Huang%2C+Y.%2C+%26+Pan%2C+M.+%282023%29.+Technology+Adoption+and+Promotion+in+the+Age+of+Skepticism%3A+Examining+COVID-19+Mitigation+through+Technological+and+Human+Factors.+Journal+of+Promotion+Management%2C+1-22.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ni%2C+L.%2C+Liu%2C+W.%2C+Huang%2C+Y.%2C+%26+Pan%2C+M.+%282023%29.+Technology+Adoption+and+Promotion+in+the+Age+of+Skepticism%3A+Examining+COVID-19+Mitigation+through+Technological+and+Human+Factors.+Journal+of+Promotion+Management%2C+1-22.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Ni%2C+L.%2C+Liu%2C+W.%2C+Huang%2C+Y.%2C+%26+Pan%2C+M.+%282023%29.+Technology+Adoption+and+Promotion+in+the+Age+of+Skepticism%3A+Examining+COVID-19+Mitigation+through+Technological+and+Human+Factors.+Journal+of+Promotion+Management%2C+1-22.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Nikhashemi%2C+S.%2C+Knight%2C+H.+H.%2C+Nusair%2C+K.%2C+%26+Liat%2C+C.+B.+%282021%29.+Augmented+reality+in+smart+retailing%3A+A+%28n%29%28A%29+Symmetric+Approach+to+continuous+intention+to+use+retail+brands%E2%80%99+mobile+AR+apps.+Journal+of+Retailing+and+Consumer+Services%2C+60%2C+102464.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Nikhashemi%2C+S.%2C+Knight%2C+H.+H.%2C+Nusair%2C+K.%2C+%26+Liat%2C+C.+B.+%282021%29.+Augmented+reality+in+smart+retailing%3A+A+%28n%29%28A%29+Symmetric+Approach+to+continuous+intention+to+use+retail+brands%E2%80%99+mobile+AR+apps.+Journal+of+Retailing+and+Consumer+Services%2C+60%2C+102464.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Nikhashemi%2C+S.%2C+Knight%2C+H.+H.%2C+Nusair%2C+K.%2C+%26+Liat%2C+C.+B.+%282021%29.+Augmented+reality+in+smart+retailing%3A+A+%28n%29%28A%29+Symmetric+Approach+to+continuous+intention+to+use+retail+brands%E2%80%99+mobile+AR+apps.+Journal+of+Retailing+and+Consumer+Services%2C+60%2C+102464.+&btnG=

1Fee o lgs 0 5lail (090 099 ity jiid /i A

Oyman, M., Bal, D., & Ozer, S. (2022). Extending the technology acceptance model to explain
how perceived augmented reality affects consumers' perceptions. Computers in Human
Behavior, 128, 107127 .

Pantelimon, F.-V., Georgescu, T.-M., & Posedaru, B.-S. (2020). The impact of mobile e-
commerce on gdp: A comparative analysis between romania and germany and how covid-19
influences the e-commerce activity worldwide. Informatica Economica, 24(2), 27-41 .

Park, M., & Yoo, J. (2 .(*Y *Effects of perceived interactivity of augmented reality on
consumer_responses: A mental imagery perspective. Journal of Retailing and Consumer
Services, 52,101912 .

Poushneh, A. (2018). Augmented reality in retail: A trade-off between user's control of access
to personal information and augmentation quality. Journal of Retailing and Consumer Services,
41,169-176 .

Poushneh, A., & Vasquez-Parraga, A. Z. (2017). Discernible impact of augmented reality on
retail customer's experience, satisfaction and willingness to buy. Journal of Retailing and
Consumer Services, 34, 229-234 .

Praveena, K., & Thomas, S. (2014). Continuance intention to use Facebook: A study of
perceived enjoyment and TAM. Bonfring International Journal of Industrial Engineering and
Management Science, 4(1), 24 .

Qin, H., Osatuyi, B., & Xu, L. (2021). How mobile augmented reality applications affect
continuous use and purchase intentions: A cognition-affect-conation perspective. Journal of
Retailing and Consumer Services, 63, 102680 .

Ratten, V. (2019). Sports technology and innovation. Cham: Springer Books, 95-111.

Research and Markets

Saadé, R., & Bahli, B. (2005). The impact of cognitive absorption on perceived usefulness and
perceived ease of use in on-line learning: an extension of the technology acceptance model.
Information & management, 42(2), 317-327 .

Salehzadeh, R., & Pool .J. K. (2017). Brand attitude and perceived value and purchase intention
toward global luxury brands. Journal of International Consumer Marketing, 29(2), 74-82 .

Stevens, J. P. (2012). Applied multivariate statistics for the social sciences: Routledge.

Sung, E., Han, D. I. D., & Choi, Y. K. (2022). Augmented reality advertising via a mobile app.
Psychology & Marketing, 39(3), 543-558 .

To, A. T., & Trinh, T. H. M. (2021). Understanding behavioral intention to use mobile wallets
in_vietnam: Extending the tam model with trust and enjoyment. Cogent Business &
Management, 8(1), 1891661 .

Van Slyke, C., llie, V., Lou, H., & Stafford, T. (2007). Perceived critical mass and the adoption
of a communication technology. European Journal of Information Systems, 16(3 .YAY-YV. (
Vinzi, V. E., Trinchera, L., & Amato, S. (2010). PLS path modeling: from foundations to recent
developments and open issues for model assessment and improvement. Handbook of partial
least squares: Concepts, methods and applications, 47-82 .

Yim, M. Y.-C., & Park, S.-Y. (2019). “I am not satisfied with my body, so I like augmented
reality (AR)”: Consumer responses to AR-based product presentations. Journal of Business
Research, 100, 581-589 .



https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Oyman%2C+M.%2C+Bal%2C+D.%2C+%26+Ozer%2C+S.+%282022%29.+Extending+the+technology+acceptance+model+to+explain+how+perceived+augmented+reality+affects+consumers%27+perceptions.+Computers+in+Human+Behavior%2C+128%2C+107127.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Oyman%2C+M.%2C+Bal%2C+D.%2C+%26+Ozer%2C+S.+%282022%29.+Extending+the+technology+acceptance+model+to+explain+how+perceived+augmented+reality+affects+consumers%27+perceptions.+Computers+in+Human+Behavior%2C+128%2C+107127.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Oyman%2C+M.%2C+Bal%2C+D.%2C+%26+Ozer%2C+S.+%282022%29.+Extending+the+technology+acceptance+model+to+explain+how+perceived+augmented+reality+affects+consumers%27+perceptions.+Computers+in+Human+Behavior%2C+128%2C+107127.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Oyman%2C+M.%2C+Bal%2C+D.%2C+%26+Ozer%2C+S.+%282022%29.+Extending+the+technology+acceptance+model+to+explain+how+perceived+augmented+reality+affects+consumers%27+perceptions.+Computers+in+Human+Behavior%2C+128%2C+107127.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Pantelimon%2C+F.-V.%2C+Georgescu%2C+T.-M.%2C+%26+Posedaru%2C+B.-%C5%9E.+%282020%29.+The+impact+of+mobile+e-commerce+on+gdp%3A+A+comparative+analysis+between+romania+and+germany+and+how+covid-19+influences+the+e-commerce+activity+worldwide.+Informatica+Economica%2C+24%282%29%2C+27-41.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Pantelimon%2C+F.-V.%2C+Georgescu%2C+T.-M.%2C+%26+Posedaru%2C+B.-%C5%9E.+%282020%29.+The+impact+of+mobile+e-commerce+on+gdp%3A+A+comparative+analysis+between+romania+and+germany+and+how+covid-19+influences+the+e-commerce+activity+worldwide.+Informatica+Economica%2C+24%282%29%2C+27-41.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Pantelimon%2C+F.-V.%2C+Georgescu%2C+T.-M.%2C+%26+Posedaru%2C+B.-%C5%9E.+%282020%29.+The+impact+of+mobile+e-commerce+on+gdp%3A+A+comparative+analysis+between+romania+and+germany+and+how+covid-19+influences+the+e-commerce+activity+worldwide.+Informatica+Economica%2C+24%282%29%2C+27-41.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Pantelimon%2C+F.-V.%2C+Georgescu%2C+T.-M.%2C+%26+Posedaru%2C+B.-%C5%9E.+%282020%29.+The+impact+of+mobile+e-commerce+on+gdp%3A+A+comparative+analysis+between+romania+and+germany+and+how+covid-19+influences+the+e-commerce+activity+worldwide.+Informatica+Economica%2C+24%282%29%2C+27-41.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Park%2C+M.%2C+%26+Yoo%2C+J.+%282020%29.+Effects+of+perceived+interactivity+of+augmented+reality+on+consumer+responses%3A+A+mental+imagery+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+52%2C+101912.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Park%2C+M.%2C+%26+Yoo%2C+J.+%282020%29.+Effects+of+perceived+interactivity+of+augmented+reality+on+consumer+responses%3A+A+mental+imagery+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+52%2C+101912.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Park%2C+M.%2C+%26+Yoo%2C+J.+%282020%29.+Effects+of+perceived+interactivity+of+augmented+reality+on+consumer+responses%3A+A+mental+imagery+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+52%2C+101912.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Park%2C+M.%2C+%26+Yoo%2C+J.+%282020%29.+Effects+of+perceived+interactivity+of+augmented+reality+on+consumer+responses%3A+A+mental+imagery+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+52%2C+101912.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.+%282018%29.+Augmented+reality+in+retail%3A+A+trade-off+between+user%27s+control+of+access+to+personal+information+and+augmentation+quality.+Journal+of+Retailing+and+Consumer+Services%2C+41%2C+169-176.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.+%282018%29.+Augmented+reality+in+retail%3A+A+trade-off+between+user%27s+control+of+access+to+personal+information+and+augmentation+quality.+Journal+of+Retailing+and+Consumer+Services%2C+41%2C+169-176.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.+%282018%29.+Augmented+reality+in+retail%3A+A+trade-off+between+user%27s+control+of+access+to+personal+information+and+augmentation+quality.+Journal+of+Retailing+and+Consumer+Services%2C+41%2C+169-176.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.+%282018%29.+Augmented+reality+in+retail%3A+A+trade-off+between+user%27s+control+of+access+to+personal+information+and+augmentation+quality.+Journal+of+Retailing+and+Consumer+Services%2C+41%2C+169-176.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.%2C+%26+Vasquez-Parraga%2C+A.+Z.+%282017%29.+Discernible+impact+of+augmented+reality+on+retail+customer%27s+experience%2C+satisfaction+and+willingness+to+buy.+Journal+of+Retailing+and+Consumer+Services%2C+34%2C+229-234.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.%2C+%26+Vasquez-Parraga%2C+A.+Z.+%282017%29.+Discernible+impact+of+augmented+reality+on+retail+customer%27s+experience%2C+satisfaction+and+willingness+to+buy.+Journal+of+Retailing+and+Consumer+Services%2C+34%2C+229-234.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.%2C+%26+Vasquez-Parraga%2C+A.+Z.+%282017%29.+Discernible+impact+of+augmented+reality+on+retail+customer%27s+experience%2C+satisfaction+and+willingness+to+buy.+Journal+of+Retailing+and+Consumer+Services%2C+34%2C+229-234.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Poushneh%2C+A.%2C+%26+Vasquez-Parraga%2C+A.+Z.+%282017%29.+Discernible+impact+of+augmented+reality+on+retail+customer%27s+experience%2C+satisfaction+and+willingness+to+buy.+Journal+of+Retailing+and+Consumer+Services%2C+34%2C+229-234.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Praveena%2C+K.%2C+%26+Thomas%2C+S.+%282014%29.+Continuance+intention+to+use+Facebook%3A+A+study+of+perceived+enjoyment+and+TAM.+Bonfring+International+Journal+of+Industrial+Engineering+and+Management+Science%2C+4%281%29%2C+24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Praveena%2C+K.%2C+%26+Thomas%2C+S.+%282014%29.+Continuance+intention+to+use+Facebook%3A+A+study+of+perceived+enjoyment+and+TAM.+Bonfring+International+Journal+of+Industrial+Engineering+and+Management+Science%2C+4%281%29%2C+24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Praveena%2C+K.%2C+%26+Thomas%2C+S.+%282014%29.+Continuance+intention+to+use+Facebook%3A+A+study+of+perceived+enjoyment+and+TAM.+Bonfring+International+Journal+of+Industrial+Engineering+and+Management+Science%2C+4%281%29%2C+24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Praveena%2C+K.%2C+%26+Thomas%2C+S.+%282014%29.+Continuance+intention+to+use+Facebook%3A+A+study+of+perceived+enjoyment+and+TAM.+Bonfring+International+Journal+of+Industrial+Engineering+and+Management+Science%2C+4%281%29%2C+24.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Qin%2C+H.%2C+Osatuyi%2C+B.%2C+%26+Xu%2C+L.+%282021%29.+How+mobile+augmented+reality+applications+affect+continuous+use+and+purchase+intentions%3A+A+cognition-affect-conation+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102680.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Qin%2C+H.%2C+Osatuyi%2C+B.%2C+%26+Xu%2C+L.+%282021%29.+How+mobile+augmented+reality+applications+affect+continuous+use+and+purchase+intentions%3A+A+cognition-affect-conation+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102680.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Qin%2C+H.%2C+Osatuyi%2C+B.%2C+%26+Xu%2C+L.+%282021%29.+How+mobile+augmented+reality+applications+affect+continuous+use+and+purchase+intentions%3A+A+cognition-affect-conation+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102680.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Qin%2C+H.%2C+Osatuyi%2C+B.%2C+%26+Xu%2C+L.+%282021%29.+How+mobile+augmented+reality+applications+affect+continuous+use+and+purchase+intentions%3A+A+cognition-affect-conation+perspective.+Journal+of+Retailing+and+Consumer+Services%2C+63%2C+102680.+&btnG=
https://link.springer.com/book/10.1007/978-3-319-75046-0
https://www.researchandmarkets.com/
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Saad%C3%A9%2C+R.%2C+%26+Bahli%2C+B.+%282005%29.+The+impact+of+cognitive+absorption+on+perceived+usefulness+and+perceived+ease+of+use+in+on-line+learning%3A+an+extension+of+the+technology+acceptance+model.+Information+%26+management%2C+42%282%29%2C+317-327.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Saad%C3%A9%2C+R.%2C+%26+Bahli%2C+B.+%282005%29.+The+impact+of+cognitive+absorption+on+perceived+usefulness+and+perceived+ease+of+use+in+on-line+learning%3A+an+extension+of+the+technology+acceptance+model.+Information+%26+management%2C+42%282%29%2C+317-327.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Saad%C3%A9%2C+R.%2C+%26+Bahli%2C+B.+%282005%29.+The+impact+of+cognitive+absorption+on+perceived+usefulness+and+perceived+ease+of+use+in+on-line+learning%3A+an+extension+of+the+technology+acceptance+model.+Information+%26+management%2C+42%282%29%2C+317-327.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Saad%C3%A9%2C+R.%2C+%26+Bahli%2C+B.+%282005%29.+The+impact+of+cognitive+absorption+on+perceived+usefulness+and+perceived+ease+of+use+in+on-line+learning%3A+an+extension+of+the+technology+acceptance+model.+Information+%26+management%2C+42%282%29%2C+317-327.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Salehzadeh%2C+R.%2C+%26+Pool%2C+J.+K.+%282017%29.+Brand+attitude+and+perceived+value+and+purchase+intention+toward+global+luxury+brands.+Journal+of+International+Consumer+Marketing%2C+29%282%29%2C+74-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Salehzadeh%2C+R.%2C+%26+Pool%2C+J.+K.+%282017%29.+Brand+attitude+and+perceived+value+and+purchase+intention+toward+global+luxury+brands.+Journal+of+International+Consumer+Marketing%2C+29%282%29%2C+74-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Salehzadeh%2C+R.%2C+%26+Pool%2C+J.+K.+%282017%29.+Brand+attitude+and+perceived+value+and+purchase+intention+toward+global+luxury+brands.+Journal+of+International+Consumer+Marketing%2C+29%282%29%2C+74-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Salehzadeh%2C+R.%2C+%26+Pool%2C+J.+K.+%282017%29.+Brand+attitude+and+perceived+value+and+purchase+intention+toward+global+luxury+brands.+Journal+of+International+Consumer+Marketing%2C+29%282%29%2C+74-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Sung%2C+E.%2C+Han%2C+D.+I.+D.%2C+%26+Choi%2C+Y.+K.+%282022%29.+Augmented+reality+advertising+via+a+mobile+app.+Psychology+%26+Marketing%2C+39%283%29%2C+543-558.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Sung%2C+E.%2C+Han%2C+D.+I.+D.%2C+%26+Choi%2C+Y.+K.+%282022%29.+Augmented+reality+advertising+via+a+mobile+app.+Psychology+%26+Marketing%2C+39%283%29%2C+543-558.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Sung%2C+E.%2C+Han%2C+D.+I.+D.%2C+%26+Choi%2C+Y.+K.+%282022%29.+Augmented+reality+advertising+via+a+mobile+app.+Psychology+%26+Marketing%2C+39%283%29%2C+543-558.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Sung%2C+E.%2C+Han%2C+D.+I.+D.%2C+%26+Choi%2C+Y.+K.+%282022%29.+Augmented+reality+advertising+via+a+mobile+app.+Psychology+%26+Marketing%2C+39%283%29%2C+543-558.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=To%2C+A.+T.%2C+%26+Trinh%2C+T.+H.+M.+%282021%29.+Understanding+behavioral+intention+to+use+mobile+wallets+in+vietnam%3A+Extending+the+tam+model+with+trust+and+enjoyment.+Cogent+Business+%26+Management%2C+8%281%29%2C+1891661.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=To%2C+A.+T.%2C+%26+Trinh%2C+T.+H.+M.+%282021%29.+Understanding+behavioral+intention+to+use+mobile+wallets+in+vietnam%3A+Extending+the+tam+model+with+trust+and+enjoyment.+Cogent+Business+%26+Management%2C+8%281%29%2C+1891661.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=To%2C+A.+T.%2C+%26+Trinh%2C+T.+H.+M.+%282021%29.+Understanding+behavioral+intention+to+use+mobile+wallets+in+vietnam%3A+Extending+the+tam+model+with+trust+and+enjoyment.+Cogent+Business+%26+Management%2C+8%281%29%2C+1891661.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=To%2C+A.+T.%2C+%26+Trinh%2C+T.+H.+M.+%282021%29.+Understanding+behavioral+intention+to+use+mobile+wallets+in+vietnam%3A+Extending+the+tam+model+with+trust+and+enjoyment.+Cogent+Business+%26+Management%2C+8%281%29%2C+1891661.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Van+Slyke%2C+C.%2C+Ilie%2C+V.%2C+Lou%2C+H.%2C+%26+Stafford%2C+T.+%282007%29.+Perceived+critical+mass+and+the+adoption+of+a+communication+technology.+European+Journal+of+Information+Systems%2C+16%283%29%2C+270-283.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Van+Slyke%2C+C.%2C+Ilie%2C+V.%2C+Lou%2C+H.%2C+%26+Stafford%2C+T.+%282007%29.+Perceived+critical+mass+and+the+adoption+of+a+communication+technology.+European+Journal+of+Information+Systems%2C+16%283%29%2C+270-283.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Vinzi%2C+V.+E.%2C+Trinchera%2C+L.%2C+%26+Amato%2C+S.+%282010%29.+PLS+path+modeling%3A+from+foundations+to+recent+developments+and+open+issues+for+model+assessment+and+improvement.+Handbook+of+partial+least+squares%3A+Concepts%2C+methods+and+applications%2C+47-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Vinzi%2C+V.+E.%2C+Trinchera%2C+L.%2C+%26+Amato%2C+S.+%282010%29.+PLS+path+modeling%3A+from+foundations+to+recent+developments+and+open+issues+for+model+assessment+and+improvement.+Handbook+of+partial+least+squares%3A+Concepts%2C+methods+and+applications%2C+47-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Vinzi%2C+V.+E.%2C+Trinchera%2C+L.%2C+%26+Amato%2C+S.+%282010%29.+PLS+path+modeling%3A+from+foundations+to+recent+developments+and+open+issues+for+model+assessment+and+improvement.+Handbook+of+partial+least+squares%3A+Concepts%2C+methods+and+applications%2C+47-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Vinzi%2C+V.+E.%2C+Trinchera%2C+L.%2C+%26+Amato%2C+S.+%282010%29.+PLS+path+modeling%3A+from+foundations+to+recent+developments+and+open+issues+for+model+assessment+and+improvement.+Handbook+of+partial+least+squares%3A+Concepts%2C+methods+and+applications%2C+47-82.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yim%2C+M.+Y.-C.%2C+%26+Park%2C+S.-Y.+%282019%29.+%E2%80%9CI+am+not+satisfied+with+my+body%2C+so+I+like+augmented+reality+%28AR%29%E2%80%9D%3A+Consumer+responses+to+AR-based+product+presentations.+Journal+of+Business+Research%2C+100%2C+581-589.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yim%2C+M.+Y.-C.%2C+%26+Park%2C+S.-Y.+%282019%29.+%E2%80%9CI+am+not+satisfied+with+my+body%2C+so+I+like+augmented+reality+%28AR%29%E2%80%9D%3A+Consumer+responses+to+AR-based+product+presentations.+Journal+of+Business+Research%2C+100%2C+581-589.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yim%2C+M.+Y.-C.%2C+%26+Park%2C+S.-Y.+%282019%29.+%E2%80%9CI+am+not+satisfied+with+my+body%2C+so+I+like+augmented+reality+%28AR%29%E2%80%9D%3A+Consumer+responses+to+AR-based+product+presentations.+Journal+of+Business+Research%2C+100%2C+581-589.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yim%2C+M.+Y.-C.%2C+%26+Park%2C+S.-Y.+%282019%29.+%E2%80%9CI+am+not+satisfied+with+my+body%2C+so+I+like+augmented+reality+%28AR%29%E2%80%9D%3A+Consumer+responses+to+AR-based+product+presentations.+Journal+of+Business+Research%2C+100%2C+581-589.+&btnG=

194 el osliiw] wad y yigo Jolgs oo loliis

Yoo, J. (2020). The effects of perceived quality of augmented reality in mobile commerce—An
application of the information systems success model. Paper presented at the Informatics.
Yuen, K. F., Wang, X.. Ma, F., & Wong, Y. D. (2019). The determinants of customers’ intention
to use smart lockers for last-mile deliveries. Journal of Retailing and Consumer Services, 49,
316-326 .

Zanger, V., Meilner, M., & Rauschnabel, P. A. (2022). Beyond the gimmick: How affective
responses drive brand attitudes and intentions in augmented reality marketing. Psychology &
Marketing, 39(7), 1285-1301 .



https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yoo%2C+J.+%282020%29.+The+effects+of+perceived+quality+of+augmented+reality+in+mobile+commerce%E2%80%94An+application+of+the+information+systems+success+model.+Paper+presented+at+the+Informatics.&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yoo%2C+J.+%282020%29.+The+effects+of+perceived+quality+of+augmented+reality+in+mobile+commerce%E2%80%94An+application+of+the+information+systems+success+model.+Paper+presented+at+the+Informatics.&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yuen%2C+K.+F.%2C+Wang%2C+X.%2C+Ma%2C+F.%2C+%26+Wong%2C+Y.+D.+%282019%29.+The+determinants+of+customers%E2%80%99+intention+to+use+smart+lockers+for+last-mile+deliveries.+Journal+of+Retailing+and+Consumer+Services%2C+49%2C+316-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yuen%2C+K.+F.%2C+Wang%2C+X.%2C+Ma%2C+F.%2C+%26+Wong%2C+Y.+D.+%282019%29.+The+determinants+of+customers%E2%80%99+intention+to+use+smart+lockers+for+last-mile+deliveries.+Journal+of+Retailing+and+Consumer+Services%2C+49%2C+316-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yuen%2C+K.+F.%2C+Wang%2C+X.%2C+Ma%2C+F.%2C+%26+Wong%2C+Y.+D.+%282019%29.+The+determinants+of+customers%E2%80%99+intention+to+use+smart+lockers+for+last-mile+deliveries.+Journal+of+Retailing+and+Consumer+Services%2C+49%2C+316-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Yuen%2C+K.+F.%2C+Wang%2C+X.%2C+Ma%2C+F.%2C+%26+Wong%2C+Y.+D.+%282019%29.+The+determinants+of+customers%E2%80%99+intention+to+use+smart+lockers+for+last-mile+deliveries.+Journal+of+Retailing+and+Consumer+Services%2C+49%2C+316-326.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Zanger%2C+V.%2C+Mei%C3%9Fner%2C+M.%2C+%26+Rauschnabel%2C+P.+A.+%282022%29.+Beyond+the+gimmick%3A+How+affective+responses+drive+brand+attitudes+and+intentions+in+augmented+reality+marketing.+Psychology+%26+Marketing%2C+39%287%29%2C+1285-1301.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Zanger%2C+V.%2C+Mei%C3%9Fner%2C+M.%2C+%26+Rauschnabel%2C+P.+A.+%282022%29.+Beyond+the+gimmick%3A+How+affective+responses+drive+brand+attitudes+and+intentions+in+augmented+reality+marketing.+Psychology+%26+Marketing%2C+39%287%29%2C+1285-1301.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Zanger%2C+V.%2C+Mei%C3%9Fner%2C+M.%2C+%26+Rauschnabel%2C+P.+A.+%282022%29.+Beyond+the+gimmick%3A+How+affective+responses+drive+brand+attitudes+and+intentions+in+augmented+reality+marketing.+Psychology+%26+Marketing%2C+39%287%29%2C+1285-1301.+&btnG=
https://scholar.google.com/scholar?hl=fa&as_sdt=0%2C5&q=Zanger%2C+V.%2C+Mei%C3%9Fner%2C+M.%2C+%26+Rauschnabel%2C+P.+A.+%282022%29.+Beyond+the+gimmick%3A+How+affective+responses+drive+brand+attitudes+and+intentions+in+augmented+reality+marketing.+Psychology+%26+Marketing%2C+39%287%29%2C+1285-1301.+&btnG=

