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Abstract

Augmented reality applications allow marketers to create novel and exciting experiences, which prompt
favourable consumer responses. The current study explores how two specific aspects of AR mobile apps,
namely time convenience perceptions and anticipated emotions impact attitude toward the app and
consequently, app usage intention. Results of an online experiment reveal that the interactivity associated
with AR apps (vs. non-AR apps) prompt time convenience perceptions, which in turn elicit favourable
anticipated emotions and attitudes towards using the app. The three constructs fully mediate the impact of
AR apps (vs. non-AR apps) on app usage intention.
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