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Abstract

Purpose — This study aims to examine the impact of augmented reality (AR) expertise and augmentation
quality on consumer inspiration and the subsequent effect of consumer inspiration on experience extension.
This study sets out to investigate the mediating role of application/brand (app/brand) congruence between
consumer inspiration and experience extension.

Design/methodology/approach — The research sample consisted of consumers who used the AR
application of the “Atasun Optik” brand, which allowed them to experience products using AR
technology. Data analysis was conducted using the Smart PLS (Partial Least Squares) statistical
software.

Findings — According to the structural equation modeling analysis results, AR quality and AR expertise
positively affected consumer inspiration. In addition, inspiration positively affected app/brand
congruence. However, no effect of inspiration on direct experience extension was found. The results
revealed that app/brand congruence had a full mediation effect between consumer inspiration and
experience extension.

Originality/value — This study contributes to the growing body of AR marketing knowledge by revealing
consumer inspiration’s indirect role in the experience extension. Unlike previous studies that primarily
associate inspiration with direct behavioral outcomes, the findings demonstrate that app/brand congruence
fully mediates the relationship between inspiration and experience extension. Additionally, this study provides
novel empirical evidence on the impact of AR expertise and augmentation quality on consumer inspiration,
addressing a gap in the literature. By highlighting the mediating role of app/brand congruence, this research
advances the understanding of how AR experiences shape consumer behavior beyond immediate purchase
intentions.
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El efecto de la inspiracién del consumidor en la extension de la experiencia en el marketing de realidad
aumentada

Resumen

Objetivo — Este estudio examina el impacto de la experiencia en realidad aumentada (AR) y la calidad de la
aumentacion en la inspiracion del consumidor, asi como el efecto posterior de la inspiracién del consumidor en
la extension de la experiencia. Ademas, se investiga el papel mediador de la congruencia aplicacién/marca
(app/marca) entre la inspiracion del consumidor y la extension de la experiencia.

Disefio/metodologia/enfoque — La muestra de investigacion estuvo compuesta por consumidores que
utilizaron la aplicacién de realidad aumentada de la marca “Atasun Optik”, la cual les permitia experimentar
productos mediante tecnologia AR. El andlisis de datos se llevo a cabo utilizando el software estadistico Smart
PLS (Partial Least Squares).

Resultados — Segiin los resultados del anélisis de modelado de ecuaciones estructurales, la calidad de AR y la
experiencia en AR afectaron positivamente la inspiracion del consumidor. Ademas, la inspiracion influy6
positivamente en la congruencia app/marca. Sin embargo, no se encontré un efecto directo de la inspiracién en
la extension de la experiencia. Los resultados revelaron que la congruencia app/marca tuvo un efecto de
mediacion total entre la inspiracion del consumidor y la extension de la experiencia.

Originalidad/valor — Este estudio contribuye al creciente cuerpo de conocimiento sobre el marketing de
realidad aumentada al revelar el papel indirecto de la inspiracién del consumidor en la extensién de la
experiencia. A diferencia de estudios previos que principalmente asocian la inspiracién con resultados
conductuales directos, nuestros hallazgos demuestran que la congruencia app/marca media
completamente la relacién entre la inspiracién y la extensién de la experiencia. Ademads, este estudio
proporciona nueva evidencia empirica sobre el impacto de la experiencia en AR y la calidad de la
aumentacion en la inspiracion del consumidor, abordando una brecha en la literatura. Al resaltar el papel
mediador de la congruencia app/marca, esta investigacién amplia la comprensién de cémo las
experiencias de AR influyen en el comportamiento del consumidor mas allé de las intenciones de compra
inmediatas.

Palabras clave Marketing de Realidad Aumentada, Inspiracién del Consumidor,
Extension de la Experiencia
Tipo de articulo Trabajo de investigacién
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Introduction
The impact of augmented reality (AR) applications on consumers’ brand perception and
evaluation, including how and why this impact occurs, is not well understood. Consumers
increasingly interact with brands through applications, and the rate of interactions and sales
conducted using applications is steadily rising worldwide. Global brands gain a competitive
advantage by developing at least one application and subsequently increase their investments
by leveraging this advantage (Van Noort and Van Reijmersdal, 2019). New technologies like
AR, which provide interactive content, offer consumers satisfying experiences (Lai et al.,
2024). These experiences enable a deeper connection with a brand within virtual
environments (Rauschnabel et al., 2024). AR emerges as an experimental interface for
digital marketing technologies by seamlessly blending interactive digital content with the
user’s physical surroundings (Porter and Heppelmann, 2017). Understanding the impacts of
AR expertise and augmentation quality on consumer inspiration and the impact of app/brand
congruence on experience extension is crucial in this context. AR facilitates enriched content
experiences without disrupting consumers’ connection to reality (Soderstrém et al., 2024).
Technological initiatives, such as AR, have the potential to expand customer service quality
and firm output by reshaping consumers’ influence on interactions and purchase decisions
(Prados-Castillo et al., 2024). Atasun Optik also leverages AR technology to offer
consumers the opportunity to experience their products through these virtual insights.
Established in 2007 under the global optical retail leader Grand Vision, which operates in
over 7,000 locations across 44 countries with more than 37,000 employees, Atasun Optik
serves the Turkish market. With 340 stores in 70 cities and an e-commerce platform, the
company allows customers to access their services 24/7 via mobile applications (Atasun
Optik, 2024). Through this mobile application, Atasun Optik increasingly engages with
consumers. Brands are progressively adopting such technological innovations to facilitate
brand-consumer interactions or interactions among customers (Gatter et al., 2022). From this
perspective, it is evaluated that trying to understand the impacts of inspiring AR applications
on expanding the experience and discussing how brands, such as Atasun Optik, are affected
by their service offerings in service marketing will provide practical and theoretical benefits.

It is also evaluated that being able to explain the impacts of these brands that offer service
and AR technology together on consumer behavior will contribute to improving service
offerings in the sector. Inspiration, by its nature, is focused on new possibilities and the
realization of new ideas (Bottger et al., 2017), and it has the capacity to influence many
desirable outcomes, such as efficiency, productivity, engagement, satisfaction and customer
loyalty (Thrash et al., 2014). Similarly, it is stated that inspiration can be affected by virtual
content because, in AR, virtual content is presented by integrating it into the user’s real-
world perception (Rauschnabel et al., 2022). Therefore, Atasun Optik, which tries to be
effective in the consumer’s decision-making processes with virtual content, promises to offer
inspiring experiences with AR technology. AR demonstrates the potential to entertain and
educate customers with these inspiring experiences and assist in evaluating product
suitability and enhancing post-purchase consumption experiences (Tan et al., 2022). Atasun
Optik offers consumers the ability to virtually try on glasses using AR technology to see how
they would look on their faces. The AR application, activated by the “Try” button, allows for
the selection and immediate virtual fitting of the desired glasses on the user’s face (Figure 1
provides an overview of the application’s usage).

Rauschnabel et al. (2019) empirically tested the benefits of AR applications and the role
of consumer inspiration in augmentation quality, revealing that inspiration acts as a
mediating construct between the benefits derived from AR applications and changes in brand
attitudes. Javornik et al. (2021) noted that luxury brands use AR to enhance specific luxury
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Figure 1. Atasun Optik AR app

attributes, such as authenticity and price. Customers who wish to redesign their living rooms
can use an AR application like Marshall Visualizer to virtually experiment with different
wall colors and visualize their preferences, thereby illustrating the benefits of this technology
(Hilken et al., 2020). Similarly, customers can use the Tkea Place application to project
holograms of Tkea furniture into their living rooms using AR, allowing them to see how these
pieces fit with the existing décor and thus accelerating their decision-making processes
(Heller et al., 2019). Atasun Optik also endeavors to influence consumers and assist in
decision-making by offering the opportunity to experience their products through AR. AR
marketing motivates customers to make more purchases and to be willing to pay more
(Heller et al., 2019). It is targeted that brands that offer an interactive experience with a
realistic-looking application, which will improve their service offerings by triggering
consumer inspiration. Our research will provide guidance to brands. Therefore, this research
aims to determine the effects of AR marketing on consumer inspiration and the resulting
experience extension. Additionally, the present study empirically tests the influence of app/
brand congruence on consumer inspiration and experience extension and examines the
presence of mediation effects. The research questions guiding this study are as follows:

RQI1. What makes the impacts of augmentation quality and AR expertise on consumer
inspiration positive or negative when consumers use an AR app?

RQ2. What makes the experience extension positive or negative when consumers use an
AR app?

RQ3. Does app/brand congruence have a greater impact on consumer inspiration and
experience extension when consumers use an AR app?

Literature review
Augmented reality marketing
AR is defined as an environment where digital information is spatially and temporally
registered with the physical world and overlaid interactively onto the physical world over
time (Craig, 2013). “AR marketing is defined as a strategic concept that integrates digital
information or objects into the subject’s physical world perception, often in conjunction with
other media, to reveal, express, or demonstrate consumer benefits for achieving corporate
objectives” (Rauschnabel et al., 2022).

AR can create an enhanced experience by addressing product knowledge gaps and
facilitating product handling (Papagiannidis et al., 2017). AR allows businesses to improve



marketing processes through virtual content, offering various advantages to themselves and Spanish Journal of
their customers. The unique features specific to AR improve customers’ perceived benefits, Marketing - ESIC
indicating that AR can influence consumer engagement and inspiration, leading to
consumers sharing their experiences with such applications (Nikhashemi et al., 2021). AR
applications enhance the decision-making process, impacting consumers’ purchase
intentions, word-of-mouth communication and both hedonic and utilitarian satisfaction
(Hilken et al., 2017). AR marketing focuses on creating digital possibilities for customer
experiences, and digital cues in a physical environment designed to support consumer
actions and experiences (Chylinski et al., 2020).

Augmentation quality

Augmentation quality refers to the output quality arising from the integration of virtual
content with reality, encompassing aspects such as interaction with virtual content, the
quality of information in both virtual and real content, correspondence quality and mapping
quality (Poushneh, 2018). Rauschnabel et al. (2019) define augmentation quality as the
extent to which an AR application provides consumers with an experience they perceive as
real and relevant to their consumption goals and the degree to which this is separated from
the perceived aesthetics of the AR application. Augmentation quality represents a new
dimension of user experience captured through interaction with AR (Poushneh, 2018). As
one of the global leaders in the optical retail sector, with over 7,000 locations and more than
37,000 employees, Atasun Optik aims to deliver high-quality virtual and real content
experiences by offering customers the opportunity to experience their products through AR.
Therefore, the provision of a consumption goal-relevant experience to consumers through
the AR application and the interaction quality of digital content with high output quality
reflect the concept of augmentation quality.

Augmented reality expertise

Consumer knowledge developed concerning AR is considered AR expertise. In general
terms, consumer AR expertise is defined as “the ability to successfully perform product-
related tasks” (Alba and Hutchinson, 1987). As AR experience develops, AR expertise is
associated with higher levels of expertise, which, in turn, is linked to less cognitive effort,
increased processing fluency and higher levels of creativity (Hinsch et al., 2020), confirming
that AR expertise enhances consumer satisfaction. The extent to which consumers are
knowledgeable about and engaged with AR generally indicates AR expertise (Javornik,
2016; Hinsch et al., 2020).

Customer inspiration

Bottger et al. (2017) define customer inspiration as “a temporary motivational state that
facilitates the transition from the reception of a marketing-induced idea to the intrinsic
pursuit of a consumption-related goal.” In the context of marketing, inspiration encourages
the spontaneous purchasing of products or services, the exploration of offerings and
meaningful engagement with the brand (Bottger et al., 2017; Pansari and Kumar, 2017). AR
inspiration refers to the feeling of being encouraged, excited and willing to try new things or
explore services for new purposes through the use of AR technologies (Olsson, 2013).

As a significant motivational factor, customer inspiration consists of two stages: inspired
by and inspired to. The stage of “inspired by” corresponds to the acceptance of new ideas,
while “inspired to” pertains to the urge to act upon newly discovered ideas (Thrash and
Elliot, 2003). The “inspired by” stage is where consumers experience the drive to realize an
idea (Thrash et al., 2014). On the other hand, the “inspired to” stage is associated with the
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sudden urge to pursue new ideas, such as further exploration and participation in activities
(Campos et al., 2019; Thrash and Elliot, 2003). Both “inspired by” and “inspired to” possess
significant potential in shaping consumer emotions (e.g. pleasure) and eliciting subsequent
behaviors (e.g. intention to revisit and recommend). The possible impacts of these two
distinct inspirational states are largely overlooked in the marketing context, creating a gap in
the comprehensive understanding of experiences that inspire consumers and their subsequent
outcomes.

Experience extension

Experience extension refers to “the efforts of consumers to share the perceived emotional
and cognitive benefits of an experience, often by narrating it to friends” (Dong and Siu,
2013). The external environment plays a significant role in the overall consumer experience.
These experiences contribute more to positive consumer responses, reflected in favorable
attitudes, intentions to revisit and word-of-mouth marketing (Bonn et al., 2016). Extending
the consumer experience benefits the consumers and plays a crucial role in promoting a
brand (Dong and Siu, 2013). Barhorst et al. (2021) suggest that AR features like interactivity,
vividness and novelty can trigger experiences. AR experiences lead to increased satisfaction,
enhancing consumers’ perceived informational benefits, learning and entertainment levels
(Barhorst et al., 2021). Atasun Optik, by using innovative AR technology, aims to contribute
more to positive consumer responses by facilitating the sharing of perceived emotional and
cognitive benefits of the experience. Through these innovative applications, businesses strive
to create brand value by offering entertainment and informational content to potential and
existing customers (Van Noort and Van Reijmersdal, 2019).

App/brand congruence

App/brand congruence demonstrates that an informative app, by enhancing emotional brand
responses, leads to higher levels of elaboration and increases cognitive brand responses (Van
Noort and Van Reijmersdal, 2019). The inspiration process is assumed to start with a
psychological impact on the consumer’s mind. Therefore, it is significant to design products
and services (i.e. AR applications) with qualities that promote higher levels of psychological
inspiration (Thrash et al., 2010). Consequently, app/brand congruence provides significant
outcomes for inspiration and experience extension. App/brand congruence is indicated when
the app aligns with the brand’s product range and supports the brand’s products. The
alignment of the application with the brand’s values also reflects this harmony (Hinsch et al.,
2020). The unique features of these applications encourage users to spend time on them
voluntarily. Consumers may be willing to adopt these applications because they find them
beneficial. Thus, these applications have the potential to serve as persuasive marketing tools
(Wang et al., 2016).

Theoretical framework

Augmentation quality and customer inspiration

Augmentation quality constitutes an aspect of the user experience created through interaction
with AR (Poushneh, 2018) and it is expected to influence consumers’ inspiration when they
are presented with an experience related to their consumption goals (Rauschnabel et al.,
2019; Hinsch et al., 2020). AR produces personalized outputs for the user (Poushneh, 2018),
which is suggested to give rise to inspiration when these outputs lead to the intrinsic pursuit
of consumption-related goals (Bottger et al., 2017). AR applications generate new virtual
experiences that enable users to create new ideas and attain higher levels of inspiration
(Rauschnabel et al., 2019). By blending the real and virtual worlds, AR captures consumer



interest, enhancing their inspiration by mixing types of information and services (Olsson, Spanish Journal of
2013). A realistic AR experience enhances consumers’ ability to imagine and visualize Marketing - ESIC
possibilities and new ideas, fostering high levels of inspiration (Rauschnabel et al., 2019).

Hinsch et al. (2020) confirmed that augmentation quality positively affects both the stages of

inspired by and inspired by Hinsch et al. (2020). Therefore, we hypothesize that perceived

augmentation quality positively influences consumers’ perceptions of both the stages of

inspired by and inspired to. Based on this reasoning, the following hypotheses have been

formulated:

Hla. Augmentation quality positively influences the source of inspired by.

H1b. Augmentation quality positively influences the source of inspired to.

Augmented reality expertise and customer inspiration

Olsson (2013) highlighted that AR is a process that enhances users’ inspiration. Consumers’
knowledge and experience with AR reflect their AR expertise (Javornik, 2016; Hinsch et al.,
2020). The digital content these innovative technologies provide can be associated with
inspiration, which is considered a creative process (Thrash et al., 2010). Consumers engaged
with AR have reported that these external output stimuli trigger their inspiration (Thrash
etal., 2014). In other words, consumers’ AR expertise, through the knowledge they develop
about AR, acts as a trigger that influences their inspiration (Alba and Hutchinson, 1987).
Expertise, defined as a necessary condition for creativity (Moneta and Csikszentmihalyi,
1996), has been confirmed to enhance consumer satisfaction in these technological
applications where AR is used (Javornik, 2016; Hinsch et al., 2020). By improving product
presentation, AR technology enriches user experiences. As the AR experience evolves,
expertise in AR may have an impact on consumer inspiration. Therefore, AR expertise is
positively associated with inspiration, as higher levels of expertise are linked with reduced
cognitive effort, increased processing fluency and higher levels of creativity (Hinsch et al.,
2020). Based on this reasoning, the following hypotheses have been formulated:

HZ2a. AR expertise positively influences the source of inspired by.

H2b. AR expertise positively influences the source of inspired to.

Customer inspiration and experience extension

Inspiration is a motivational state in which new possibilities emerge, potentially leading to
the realization of new ideas (Bottger et al., 2017; Oleynick et al., 2014). Therefore, in
environments where new technologies are used, consumers are likely to exhibit attitudinal
changes through these interactive experiences (Bottger et al., 2017). When consumers use an
AR application, they may encounter new things and ideas that could trigger their inspiration,
leading them to share their experiences (Hinsch et al., 2020). Inspiration encourages
consumers to exhibit positive attitudes toward brands (Rauschnabel et al., 2019) because
inspiration is closely related to users’ emotions and motivations (Thrash and Elliot, 2004)
and is often shaped in environments with an appropriate level of realism (Rauschnabel et al.,
2019). The realism provided by AR has positive effects on experience extension. Inspiration
helps foster an interactional state that can enhance engagement levels with AR (Arghashi and
Yuksel, 2022). Therefore, consumers influenced by this AR-supported inspiration are
expected to share their experiences with others, thereby extending the experience because
inspiration is a fundamental construct to increase consumer satisfaction (Hinsch et al., 2020)
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and enhance experience extension, maintaining user interest in services over time (Olsson,
2013). Inspiration fosters a willingness to share experiences by increasing the intention to
continue using the AR application (Nikhashemi et al., 2021). Hence, inspiration supports
experience extension by encouraging meaningful interactions (Bottger et al., 2017). Based
on this reasoning, the following hypotheses have been formulated:

H3a. The source of inspired by positively influences experience extension.

H3b. The source of inspired to positively influences experience extension.

Customer inspiration and app/brand congruence

The supposed inspiration that starts with a psychological effect is used to prompt many
brands to design AR applications (Thrash et al., 2010). The branding of emotional responses
is separately confirmed (Hinsch et al., 2020; Van Noort and Van Reijmersdal, 2019).
However, it is common for brand-inspired consumers to spend more time using the brand
app voluntarily. Inspired consumers are more willing to adopt an app because it benefits them
(Wang et al., 2016). Inspiration and app/brand congruence are associated as mutually
reinforcing concepts. Specifically, the quality of information provided by AR, system
stability and speed and the excellence of visual interface design are linked to overall
satisfaction with AR and inspiration (Xue et al., 2019). The consumer attaches importance to
application-brand fit, and the integration of the application with the brand and supporting
each other provides positive effects (Roy et al., 2017). It is stated that these positive impacts
initiate the inspiration process in the consumer’s mind (Thrash et al., 2010). This inspiration
positively affects the application/brand fit, and consumers share this experience as a natural
process (Roy et al., 2017). Therefore, it is hypothesized that positive consumer inspiration
will support app/brand congruence by mitigating potential inconsistencies. Consequently,
the following hypotheses are proposed:

H4a. The source of inspired by positively affects app/brand congruence.

H4b. The source of inspired to positively affects app/brand congruence.

App/brand congruence and experience extension

Van Berlo et al. (2021) argued that when consumers perceive offered products as appealing,
virtual objects could lead to increased brand attitudes. AR allows users to interact with both
virtual elements and objects in the real world. Brand applications used as brand
communication tools improve the brand experience and help establish consumer
relationships by expanding the brand experience (Tjaz et al., 2024; Paul and Mas, 2020). By
supporting its products with a well-aligned AR application, a brand can facilitate the
extension of this experience to other consumers. The congruence between the brand and the
application indicates the potential to influence experience based on positive consumer
attitudes and the support the application provides to the brand’s products. An effective AR
application facilitates an immersive experience (Tsai, 2020), and alignment with the values
conveyed by the brand’s products encourages brand visits, positively affecting experience
extension (Park and Yoo, 2020). It has been noted that an informative application leads to
higher levels of elaboration, thereby enhancing cognitive brand responses (Van Noort and
Van Reijmersdal, 2019). Brands try to create value for their brands among potential and
existing customers by providing entertainment and information content through the
applications they develop. Application/brand fit provides stronger relationships with



consumers and positively affects experience extension by leading consumers to share these Spanish Journal of
experiences (Smith and Chen, 2018; Plotkina and Rabeson, 2022). Applications perform Marketing - ESIC
well in altering purchase intentions (Nikhashemi et al., 2021) and are effective in positively

influencing customer satisfaction, thereby enhancing the experience (Iyer et al., 2018).

Therefore, the following hypothesis is proposed:

H5. App/brand congruence positively affects experience extension.

The mediating role of app/brand congruence

AR, widely used in various fields, enables people to experience virtual product design in a real
environment (Wang et al., 2015). The occurrence of this experience through well-functioning
applications and tools is likely to mediate consumer inspiration and experience extension.
Technology-enhanced AR applications contribute to improving user experience (Cheng, 2021).
It has been suggested that the experiences provided by technological applications lead to
inspiration (Bottger et al., 2017; Thrash et al., 2010). The creation of immersive experiences
through well-designed applications may lead to a mediating effect of app/brand congruence
between inspiration and experience extension. Tsai (2020) emphasized that immersive
experiences, characterized by vividness, naturalness, controllability and enjoyment within
computer-mediated environments, contribute to experience extension. Spending more time with
applications and experimenting with new things in new ways creates an immersive experience
(Yim et al., 2017). Consequently, this immersive experience is associated with consumer
inspiration and app/brand congruence, which positively affects consumers’ attitudes and leads
to positive outcomes (Danaher et al., 2015). Brand applications provide more relevant,
acceptable and personalized opportunities to the target consumer (Cicek et al., 2018),
encouraging the formation of a deep and long-term connection between brands and consumers
(Ho and Chung, 2020). Given that these technological brand applications inspire consumers
(Bottger et al., 2017), it is evaluated that application/brand fit has a mediating effect by leading
to experience expansion (Tjaz et al., 2024). AR enhances users’ perceptions and interactions
with the real world, as AR displays information that users cannot directly perceive with their
senses (Mota et al., 2018). Thus, the interaction with AR applications provides an immersive
experience, indicating that app/brand congruence can influence consumers’ attitudes (Danaher
et al., 2015; Iyer et al., 2018). Satisfaction with well-designed mobile applications has been
shown to partially mediate the relationship between consumer repurchase intentions (Iyer et al.,
2018). Therefore, the positive impact of AR applications on consumer behavioral intention
confirms that AR has the potential to increase behavioral intention (Park and Yoo, 2020).
Furthermore, the functional and hedonic value of applications that ensure app/brand congruence
has been validated to influence customer satisfaction positively (Iyer et al, 2018).
Consequently, the following hypothesis is proposed:

H6. App/brand congruence mediates the relationship between consumer inspiration and
experience extension.

Method

The research population in this study consisted of consumers who used the AR application of
the Atasun Optik brand, which offers consumers the opportunity to experience its products
using AR technology. Using AR technology, the brand allows consumers to examine better
and experience its products. The AR application, which was launched with the Try On
button, tried to recognize the consumer’s face most accurately through any card, allowing the
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desired glasses to be selected and instantly seen on the person’s face with a virtual trial
(Figure 1).

The data of this research were collected in the first quarter of 2024. because it was not
possible to access all consumers using the AR application of the Atasun Optik brand, the
convenience sampling technique was preferred. partial least squares-structural equation
modeling (PLS-SEM) was used as the analysis method. Dijkstra and Henseler (2015)
stated that consistent PLS algorithms (PLSc) are more appropriate in terms of empirical
assumptions, and also PLS offers a better measure of reliability for users. In this study,
data were collected over 384 limits (Ural and Kilic, 2006) in populations larger than
100,000. In this respect, 412 data samples were collected using the convenience
sampling method.

The questionnaire consists of two parts. The first part includes questions to determine the
demographic information of the participants, such as age, gender, marital status, education
and perception of income. Section 2 includes six items to measure AR marketing (Hinsch
et al., 2020). Three items of AR marketing consist of augmentation quality, and the other
three items consist of AR expertise. The consumer inspiration variable was created in
Section 2 using ten items (Bottger et al., 2017). The inspired by the dimension of this
variable and the inspired to dimension consisted of five items each (see Figure 2).

Section 2 includes three items (Hinsch et al., 2020) to measure another variable, app/
brand congruence. The past variable in the questionnaire, experience extension, similarly
consists of three items (Wei et al., 2023). The scales in the second part of the questionnaire
were graded on a five-point Likert scale with responses ranging from 1 (strongly disagree) to
5 (strongly agree).

Data analyses

In the data analysis, the PLS method in the SmartPLS program, which can process all data
simultaneously, was used (Ali et al., 2018). At this stage, the measurement model, structural
model evaluation and SEM were analyzed. In the measurement model evaluation,
Cronbach’s alpha (@) and external model validity (rho_a, CR, average variance explained
[AVE], external loadings, Fornell-Larcker Criterion, heterotrait-monotrait [HTMT]) were
calculated. The internal model (InnerVIF, R? fz) was analyzed in the structural model
evaluation. Finally, SEM was used to test the hypotheses.

Customer

Augmentation
quality
Inspiration
AR Expertise
Inspired-by Inspirad-to
State State

Figure 2. Proposed model

App/brand
congruence

Experience
Extension




Results

In this study, the demographic characteristics of the participants who filled out the
questionnaire form were first revealed. The results obtained in this context are given in detail
in Table 1.

While 32.3% of the participants were between the ages of 25-34, 57.8% of the
participants were female. Regarding the marital status of the participants in this study, 66%
were married and 41.5% were undergraduate graduates. Finally, when the participants’
perceptions regarding their income status were analyzed, it was determined that 37.9% of
them had a medium-level income.

Measurement model assessment

Factor loadings, reliability coefficients, internal consistency, convergent validity, discriminant
validity and model fit statistics of the scales used in the present study were examined in the
measurement model analysis phase. To examine the factor loadings, the outer loading values
were checked, and the outer loadings of all scales were above 0.50 (Kaiser, 1974). Second,
Cronbach’s alpha values were calculated to determine the reliability coefficients of the scales. It
was found that the Cronbach’s alpha values of all scales were above 0.70 (Hair et al., 2019). In
this context, it was determined that all scale statements met the reliability requirement. Factor
loadings and reliability coefficients are shown in detail in Table 2.

Table 1. Demographics of the participants

Demographic characteristics n %
Age

18-24 121 29.4
25-34 133 32.3
35-44 99 24.0
45-54 45 10.9
55-64 12 2.9
65< 2 0.5
Gender

Male 174 42.2
Female 238 57.8
Marital status

Married 272 66.0
Singles 140 34.0
Education

Primary education 20 4.9
High school 60 14.6
Associate degree 91 22.1
Bachelor’s degree 171 41.5
Master’s degree/PhD 70 17.0
Perception of income status

Very low 89 21.6
Low 144 35.0
Average 156 37.9
High 19 4.6

Very high 4 1.0
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Table 2. Reliability and validity (overall sample)

Items Factor loading

Augmentation quality (AQU)
Adapted from Hinsch et al. (2020) a = 0.866; Rho_a = 0.877; CR = 0.877; AVE = 0.692

I felt that the virtual characters were really there 0.896
It felt like the shapes came from the tablet 0.854
The virtual elements looked very realistic 0.737
AR expertise (ARex)

Adapted from Hinsch et al. (2020) a = 0.950; Rho_a = 0.950; CR = 0.950; AVE = 0.863

I know what augmented reality is 0.935
I already had experience with augmented reality 0.943
I am interested in augmented reality in general 0.909

Inspired-by (Insby)
Adapted from Bottger et al. (2017) a = 0.884; Rho_a = 0.892; CR = 0.888; AVE = 0.614

This brand stimulated my imagination 0.808
I appreciate the new idea captured in this brand 0.812
I got new ideas unexpectedly and spontaneously by looking at this brand 0.819
I admire the new idea shared in this brand 0.818
I feel that I have discovered something new from this brand 0.646

Inspired-to (Insto)
Adapted from Bottger et al. (2017) a = 0.895; Rho_a = 0.898; CR = 0.895; AVE = 0.632

This brand has inspired me to do something 0.778
This brand has made me want to do something 0.834
This brand has increased my interest to do something 0.842
This brand has motivated me to do something 0.795
This brand has made me want to do more 0.719

App/brand congruence (Appbrand)
Adapted from Hinsch et al. (2020) a = 0.856; Rho_a = 0.857; CR = 0.857; AVE = 0.666

The app is suitable to support the brand’s products 0.794
The app fits the brand’s product range 0.835
The app matches the values that the brand conveys with its products 0.819

Experience extension (Experince)
Adapted from Wei et al., (2023) = 0.931; Rho_a = 0.931; CR = 0.931; AVE = 0.818

I would recommend this brand to someone who asks for my recommendation 0.902
I would encourage my friends and relatives to visit the brand 0.901
I would share this experience with my friends and relatives 0.911

Note(s): a, CR and AVE denote Cronbach’s alpha, composite reliability and average variance extracted,
respectively

Third, composite reliability measures (rho_a and CR) were tested to determine the
internal consistency of the scale statements. First, the rho_a value of Dijkstra and Henseler
(2015) was calculated, and it was concluded that all scale values were above 0.70 (Dijkstra
and Henseler, 2015). Second, CR values were calculated, and it was determined that all scale
values were above 0.60 (Bagozzi and Yi, 1988). Thus, it was determined that the scales had
internal consistency. In the fourth stage, AVE values were calculated to calculate the
convergent validity of all scales, and the loadings of all scales were above 0.50. Thus, it was
concluded that there was convergent validity between the scales (Fornell and Larcker, 1981).

HTMT and Fornell-Larcker criterion values were analyzed to determine the discriminant
validity of the scales. HTMT results are given in detail in Table 3. As a result of the analysis, it



Table 3. Discriminant validity analysis results (HTMT)

Variables 1 2 3 4 5 6
Augmentation quality

AR expertise 0.404

Inspired-by 0.439 0.679

Inspired-to 0.428 0.718 0.757

App/brand congruence 0.458 0.966 0.725 0.776

Experience extension 0.424 0.827 0.713 0.758 0.989

was determined that the values for all hypotheses were below 1.00 (Henseler et al., 2015). In
addition to examining the HTMT values, it is necessary to test whether these values are
significantly different from a threshold value below 1. This analysis requires the computation of
bootstrap confidence intervals obtained through a bootstrapping procedure (Hair et al., 2021).
When the HTMT ratio bootstrap confidence interval results of this study were examined, it was
observed that the confidence intervals did not include the value of 1. This indicates the presence
of discriminant validity (Henseler et al., 2015; Franke and Sarstedt, 2019). When the HTMT
values were evaluated along with their significance, it was seen that the values were not 0 and
the T-values exceeded 1.96. This allows for the conclusion that the weights are significant.

Second, the Fornell-Larcker criterion was calculated to ensure discriminant validity. For
this purpose, the square root of the AVE values for each scale was taken and compared with
the correlation loads between the scales. The results obtained are shown in detail in Table 4.
As a result of the analysis, the AVE square root values of all scales were higher than the
interscale correlation loadings (Fornell and Larcker, 1981). As a result of all these
evaluations, it was concluded that the scales had discriminant validity.

The goodness-of-fit values of the model used in this study were examined. The square
root of standardized mean errors (SRMR), normed fit index (NFI), d_G and d_ULS values
were calculated to determine the goodness-of-fit. As a result of the analysis, it was
determined that the SRMR value was below 0.080 (Hu and Bentler, 1999), and NFI values
were above 0.080 (Bollen, 1986). In addition, d_G (0.870) and d_ULS (0.422) values were
higher than 0.05 (Dijkstra and Henseler, 2015). Finally, the chi-square value was calculated
as 1,544.461. As a result of all these evaluations, it was observed that the research model had
a good fit. The model goodness-of-fit results is shown in detail in Table 5.

Structural model assessment
InnerVIF, coefficient of determination (R®) and effect size (f%) results were examined to

evaluate the research model structurally. It was observed that the InnerVIF values of the

Table 4. Discriminant validity analysis results (Fornell-Larcker criterion)

Variables 1 2 3 4 5 6
Augmentation quality 0.832

AR expertise 0.402 0.929

Inspired-by 0.434 0.678 0.784

Inspired-to 0.428 0.717 0.748 0.795

App/brand congruence 0.456 0.871 0.711 0.680 0.816

Experience extension 0.422 0.814 0.757 0.692 0.808 0.905
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Table 5. Model goodness-of-fit results

Criteria Results
SRMR 0.041
d_ULS 0.422
d_G 0.870
Ki-kare 1,544.461
NFI 0.837

scales used in this research were below 5.00 (Becker et al., 2015). In this context, it was
concluded that there was no multicollinearity problem between the scales. The results
obtained are shown in detail in Table 6. Second, in the structural model analysis, the
proportion of dependent variables explaining the independent variables was calculated. For
this purpose, R? values were analyzed. Accordingly, the rate of explanation of the inspired by
the dimension of consumer inspiration was 0.49, the rate of explanation of the inspired to
dimension was 0.53, the rate of explanation of app/brand congruence was 0.64 and the rate of
explanation of experience extension was 0.97. Because all these values were generally close
to and above 0.50, they represented a high identification rate (Henseler et al., 2009).

Third, effect size values were analyzed in the structural model analysis. An effect size
coefficient of 0.02—0.15 is considered low, 0.15-0.35 is considered medium and above 0.35
is considered high (Cohen, 1988). When the results obtained were analyzed, it was seen that
the effect sizes were generally at a medium level. The effect size results are given in Table 6.

After the measurement and structural model analysis results were completed, the
hypotheses were tested using the structural equation model. The results obtained are given in
detail in Table 6.

According to the results of the structural equation model analysis, augmentation quality
and AR expertise positively affect the inspired by and inspired to source of consumer
inspiration. In this context, Hla, H1b, H2a and H2b are accepted. Although the “inspiration
by” and “inspiration to” source dimensions of consumer inspiration positively affected app/
brand congruence, they had no effect on experience extension. Therefore, H4a and H4b were
accepted and H3a and H3b were rejected. Finally, it was determined in this study that app/
brand congruence positively affected the experience extension variable. In this context, H5 is
accepted.

Table 6. Structural properties (hypothesis testing)

Hypotheses B SM SD T-statistics  P-values  InnerVIF  f? Results

Hla AQU — insby 0.193 0.194 0.054 3.350 0.000***  1.192 0.061  Supported
H1b AQU — insto 0.167  0.168  0.045 3.704 0.000***  1.192 0.051  Supported
H2a ARex — insby 0.601 0.598 0.060 9.935 0.000*** 1,192 0.594  Supported
H2b  ARex — insto 0.650 0.648  0.052 12.557 0.000***  1.192 0.765  Supported
H3a Insby — experince 0.008 0.005 0.065 0.125 0.901 2.555 0.021  Not supported
H3b Insto — experince -0.026 -0.032 0.069 0.383 0.702 3.081 0.031  Not supported
H4a Insby — appbrand 0.319 0.320 0.087  3.655 0.000%** 2267 0.127  Supported
H4b  Insto — appbrand 0.537 0.535 0.084 6.388 0.000%***  2.267 0.359  Supported

H5 Appbrand — experince  1.003 1.012 0.095 10.555 0.000***  2.828 1.268  Supported

Notes(s): p = < 0.001%%*; p = < 0.01; **p = < 0.05*




For the purpose of this study, the mediating role of app/brand congruence between the Spanish Journal of
inspired by and inspired to dimensions of consumer inspiration and experience extension Marketing - ESIC
was examined. The details of all these evaluations are shown in Table 7.

The mediation analysis revealed that app/brand congruence positively mediated the
relationship between consumer inspiration (inspiration by and inspiration to) and experience
extension. Therefore, H6a and H6b were accepted. When all mediation effects were
analyzed, it was found that the indirect effects were significant. The direct impact was
insignificant and the mediation effect type was determined as “full mediation (only indirect
effect)” (Zhao et al., 2010).

Discussion

This study examines the impacts of consumers’ AR expertise and augmentation quality on
consumer inspiration and the impacts of consumer inspiration on experience extension. The
mediating impact of app/brand congruence between consumer inspiration and experience
extension is also examined to add originality to this research. According to the research
results, the hypotheses were generally supported.

The results of this study supported the hypothesis that augmentation quality
positively affects the source of inspired by and inspired to. This result is consistent with
the studies in the literature (Rauschnabel et al., 2019; Olsson, 2013; Hinsch et al.,
2020). In their study, Hinsch et al. (2020) confirmed that augmentation quality
positively affects inspired by and inspired to states. Therefore, virtual characters make
customers virtual elements look realistic and feel that they are really there. The shapes
are perceived well as if they came from the tablet into the environment, confirming that
augmentation quality affects consumer inspiration. It is considered important for the
Atasun Optik brand, which also offers online services, to provide its customers with a
realistic-looking application of its products to integrate with its application. Ball (2022)
also draws attention to this issue. It states that the simultaneous experience of this three-
dimensional virtual world with the continuity of data by interacting with an unlimited
number of users creates limitations but emphasizes the importance of realistic
applications (Ball, 2022).

As aresult of the analysis, the assumption that “AR expertise positively affects the source
of inspired by and inspired to” was also supported. This result is consistent with the literature
(Olsson, 2013; Javornik, 2016; Hinsch et al., 2020). Hinsch et al. (2020) confirmed that AR
expertise is positively related to inspiration, stating that AR expertise is associated with less
cognitive effort, increased processing fluency and higher levels of creativity. Therefore, as
consumers’ AR expertise improves, the benefits derived from AR applications increase and
positively impact consumer inspiration.

As a result of the analysis, it was found that the hypothesis that “inspiration by and
inspiration to positively affect experience extension” was not supported. This result is
inconsistent with the related literature (Bottger et al., 2017; Hinsch et al., 2020; Rauschnabel

Table 7. Mediation effect analysis results

Hypotheses B SM SD T-statistics ~ P-values  Results
H6a Insby — appbrand — experince  0.320 0.325 0.098 3.253 0.000***  Supported
H6b  Insto — appbrand — experince ~ 0.538 0.541 0.100 5.371 0.000%**  Supported

Note(s): p = < 0.001***; p =< 0.01 **; p=<0.05*
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et al., 2019). The dimension “inspiration by and inspiration to” does not positively affect
experience extension, which may be due to several factors. First, the source of inspiration to
and inspiration by may initially create motivation in individuals; however, the personal
factors (e.g. self-regulation skills, access to information and practice opportunities)
necessary for this motivation to be sustainable and translate into actual experience extension
may be missing. In this case, the individual remains only inspired but is unable to translate
this into active learning or practical experience.

Moreover, the nature of the source of inspiration can have different levels of influence
on extending individuals’ experiences. For example, if the inspiration is short-lived and
superficial, it may limit individuals’ ability to process it deeply and acquire new skills and
knowledge. On the other hand, environmental factors, such as individuals’ ability to
transform inspiration into meaningful action, personal motivation and external support,
also play a critical role in this process. Finally, the relationship between “inspiration by
and inspiration to” and experience extension may have an interactive and complex nature.
This relationship may be influenced by the presence of other mediating variables, for
example, this study mentions that app/brand congruence may determine the effectiveness
of this process, which was also identified as the mediating hypothesis. Given these factors,
it can be expected that inspiration alone would not have a direct and strong effect on
experience extension. According to the results of this study, the hypothesis that
“inspiration to and inspiration by positively affect app/brand congruence” was supported.
This result contributed to the literature by supporting the limited data in the literature
(Hinsch et al., 2020; Xue et al., 2019; Van Noort and Van Reijmersdal, 2019). Another
hypothesis, “app/brand congruence positively affects experience extension,” was
supported. This result is consistent with the literature (Park and Yoo, 2020; Van Noort and
Van Reijmersdal, 2019; Iyer et al., 2018; Nikhashemi et al., 2021; Kumar et al., 2023). In
parallel with this result, VA Berlo et al. (2021) stated that virtual objects can lead to
increases in brand attitude if consumers perceive the products offered as attractive. This
suggests that the efficiency to be gained from app/brand congruence will positively affect
experience extension.

Finally, the analysis revealed that app/brand congruence fully mediates between
consumer inspiration and experience extension. This result contributed to the literature
by supporting the limited data in the literature (Danaher et al., 2015; Iyer et al., 2018).
Iyer et al. (2018) found that well-designed mobile apps partially mediate the
relationship between satisfaction and consumers’ repurchase intention. Therefore, it is
confirmed that there is a positive effect between AR applications and consumer
behavioral intention (Kumar et al., 2023); AR has an effective potential to increase
behavioral intention and broaden the experience (Park and Yoo, 2020). This result
shows that consumers’ reactions to inspiration are transformed into behavioral
outcomes, such as experience extension through the alignment of this source with the
brand and app. In other words, the extent to which the app or brand aligns with consumer
expectations and perceptions plays a critical role in transforming inspiration into
behavior. This finding suggests that consumer inspiration is more than just an intrinsic
motivation or emotional response; it can lead to behavioral responses through certain
mediating factors. It highlights the need for brands and app developers to optimize the
app/brand congruence to enrich the user experience and translate inspiration into
behavior more effectively. Therefore, this result can provide guidance on how brands
can integrate user experience and brand positioning reinforcements into their marketing
strategies.



Theoretical and practical implications

Theoretical implications

In addition to expanding AR marketing theory, this research suggests that consumer
inspiration in service marketing should also be considered by marketers. The theoretical
contribution of our research is threefold. First, we contribute to the emerging literature on
AR marketing of inspiration achieved through the use of an AR app and make sense of its
implications for experience extension by incorporating the behavioral components of
inspiration into our model. We build on the existing literature on inspiration by
incorporating augmentation quality and AR expertise into the discussion of inspiration.
Second, we develop the limited literature on the impacts of consumer inspiration on app/
brand congruence. Additionally, we are examining the impact of consumer inspiration on
experience extension and argue that inspiration can activate experience extension through
mediating effects. In other words, we demonstrate that inspiration can transform into
behavioral responses (i.e. experience extension) as it evokes emotions in consumers and
creates meaningful associations. Third, we show that app/brand congruence mediates the
relationship between consumer inspiration and experience extension. In this sense, we
improve the literature by making significant contributions to the limited data in the
literature. Our results are, therefore, meaningful for several reasons. Our research
supports the idea that information provided by AR technology enhances both consumer
inspiration and experience extension. In our research, we observed that consumers using
the AR application of the Atasun Optik brand contributed to experience extension through
mediating effects (App/brand congruence) by being inspired. In addition, technology-
enriched AR applications enhance the user experience and consumers who like the
application/brand fit reward this with experience extension. We provide guidance on the
impact of well-designed AR applications in services marketing to expand the experience
by creating inspiring experiences. In this way, we explore the implications of AR
marketing for understanding user behavior.

Practical implications

AR marketing can play the role of a tool to achieve the brand’s goals and support new
marketing approaches. The results of this study provide brands with insights into AR
marketing and recommend AR for developing and using marketing strategies. In particular,
we believe that marketers should evaluate AR applications according to their potential for
inspiration and ensure that the results of these applications translate into behavior (e.g.
experience extension). Because AR applications have an impact on consumers’ purchasing
processes, they can be used more effectively in consumers’ decision-making processes. AR
marketing can also be used to achieve various marketing and organizational goals. For
example, leading brands, such as Gucci and Tkea, have invested in AR features in their
applications to enhance the customer experience, demonstrating the significance of these
applications for all sectors (Van Noort and Van Reijmersdal, 2019). In particular, it is stated
that developing an inspirational marketing strategy without AR will not work (Rauschnabel
etal., 2019; Gatter et al., 2022).

Compared to traditional marketing, AR can often improve the postpurchase consumption
experience (such as experience extension) by personalizing content, educating customers by
entertaining them and helping them assess product suitability. AR enhances users’
inspiration by combining the real world with the virtual world, mixing types of information
and services across applications and contexts. Thus, AR can create an experience by
promoting a positive attitude and higher trust toward brands. Rauschnabel et al. (2019) also
found that consumers’ positive experience with AR significantly influences their brand
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attitudes and increases inspiration. Likewise, Javornik (2016) stated that AR technologies
create an experience that encourages positive attitudes toward brands and higher trust. With a
well-designed application, brand compliance can positively affect customer satisfaction and
expand the experience and developing service production strategies in this regard can
provide significant benefits for brands. AR applications actively involve users in this
immersive experience by allowing them to perceive products in a three-dimensional way.
The innovation inherent in AR technology shapes users’ experiences by offering them
special, customized content. Therefore, brands should make continuous improvements by
ensuring the quality of their applications. In particular, applications with low augmentation
quality should be carefully evaluated as they may have negative consequences on
consumers’ intention to expand their experience. Prioritizing consumer privacy in
application use and encouraging positive user reactions will also improve application/brand
compatibility. Table 8 provides an overview of these implications.

Limitations and further research

The data for this study were collected from customers in Tirkiye who used the AR
application of the Atasun Optik brand, which offers consumers the opportunity to experience
its products using AR technology. However, it should be noted that the selected sample
consists of users who have already engaged with the AR application, which may not fully
represent the broader population of potential consumers. This could introduce a self-
selection bias, as individuals more inclined to use AR applications may differ in their
attitudes and behaviors from those who do not engage with such technology. Therefore, the
generalizability of the findings should be approached with caution. Further research should
incorporate more diverse consumer groups, including those who have not previously
interacted with AR applications, to enhance the sample’s representativeness and improve the
external validity of the results. In addition, the results of the data collected in other regions
and countries may differ. Further studies with brands offering similar services in different
countries will allow the results to be comparable.

Another limitation is that this study focuses only on content related to the service sector.
Other sectors can be included in further studies and comparisons can be made. In addition,
comparative research can be conducted with a diversified sample and in relation to different
variables. Tt is also suggested that app/brand fit be investigated in relation to different
variables. Further studies can investigate postpurchase consumer behavior, especially by

Table 8. Conclusion and theoretical and practical implications

Conclusions Theoretical and practical implications

The findings suggest that AR quality AR marketing can increase experience extension by

and AR expertise positively influence encouraging consumer inspiration. This study contributes to the
consumer inspiration. Inspiration also literature by examining the impacts of AR applications on
positively influences app/brand consumer inspiration and app/brand congruence. We show that
congruence. However, no direct effect inspiration activates consumers’ emotional responses, leading
of inspiration on experience extension to behavioral outcomes and triggering experience extension. In
was found practical terms, AR applications should be considered a

The results showed that app/brand strategic marketing tool for brands and should continuously
congruence had a full mediating effect improve quality, personalization and user experience.

between consumer inspiration and Considering the positive impact of AR on consumer trust, brand
experience extension attitude and purchase decisions, successful implementations can

increase customer satisfaction and brand loyalty




examining how the user experience associated with AR technology is affected by positive or Spanish Journal of
negative effects. In this study, application/brand fit acts as a mediating variable. Further Marketing - ESIC
studies can investigate the mediating and moderating effects of different variables.

Furthermore, by integrating qualitative and quantitative approaches, researchers can increase

the validity and generalizability of their findings.
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