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The Influence of Virtual Reality Technology
on Purchase Intention the of Consumer
—An Exploration Based on Buy+ Platform

School of Information Management, Wuhan University, Wuhan 430072, China
FAN Chang SUN Ran LIN ChangSong

In order to understand how virtual reality (VR) technology influence the consumer buying action,
this paper discussed the influence of virtual shopping mall on the perception and intention of user through
the Buy+ platform. We applied the questionnaire based on the VR-UINT pattern, which was proposed by the
preliminary investigation, and found that product and the vividness of virtual world can improve the perceived
experience and enjoyment of user while the telepresence can’t improve it. In addition, a better perceived and
shopping enjoyment can lead the user to a better shopping experience, which make them prefer to return to
the virtual world. The results of study indicate that applying the VR technology can improve the development
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of electronic commerce further.

—AN EXPLORATION BASED ON BUY+ PLATFORM l
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Correlation of constructs |

Composite
o Perceived
Reliability Enjoyment Flow Interactivity . v. . Telepresence Vividness intention
Diagnosticity
Enjoyment 0.952 0.932
Flow 0.903 0.648 0.837
Interactivity 0.907 0.581 0.694 0.843
Perceived
. . 0.894 0.557 0.705 0.712 0.860
Diagnosticity
Telepresence 0.873 0.446 0.596 0.574 0.421 0.797
Vividness 0.912 0.614 0.847 0.689 0.772 0.510 0.881
intention 0.908 0.655 0.657 0.691 0.687 0.454 0.622 0.876
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Hypothesis From To Path Coefficients T Statistics (JO/STERR]) Test result
H1 Interactivity Telepresence 0.424 3.730 Support
H2 Interactivity Perceived Diagnosticity 0.375 4.713 Support
H3 Interactivity Enjoyment 0.257 3.440 Support
H4 Vividness Telepresence 0.217 1.968 Support
H5 Vividness Perceived Diagnosticity 0.552 7.128 Support
H6 Vividness Enjoyment 0.384 4.306 Support
H7 Telepresence Perceived Diagnosticity -0.076 1.263 Reject
HS8 Telepresence Enjoyment 0.102 1.321 Reject
H9 Perceived Diagnosticity Flow 0.500 6.261 Support
H10 Enjoyment Flow 0.369 4.608 Support
H11 Flow intention 0.657 11.335 Support

t>1.96 at p<0.05, t>2.58 at p<0.01, t>3.29 at p<0.001
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