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Abstract

This research was to study factors that may affect intention to reuse and word-of-mouth
intention of augmented reality application. These factors covered (1) perceived ease of use, (2)
perceived usefulness, (3) perceived enjoyment, (4) immersion, and (5) interactivity. Two research tools

included an augmented reality application for Asian currency exchanges and a questionnaire for data
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collection. The data analysis revealed four factors affecting intention to reuse the application: (1)
perceived ease of use, (2) perceived usefulness, (3) perceived enjoyment, and (4) interactivity. There
were five factors affecting word-of-mouth intentions: (1) perceived ease of use, (2) perceived

usefulness, (3) perceived enjoyment, (4) immersion, and (5) interactivity.

Keywords: Intention to reuse, word-of-mouth intention, augmented reality technology
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