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ABSTRACT

Virtual reality technology is currently developing rapidly and is being
applied in various fields such as education, medicine, gaming and entertainment. It is
also used in electronic commerce to create the most realistic online shopping
experience by helping consumers feel immersed and connected to a distant place.
Causing a feeling of enjoyment and a positive attitude leads to consumers' intention
to purchase. This quantitative research aims to study the factors influencing purchase
intention through virtual reality platforms. The conceptual framework was applied
from the IS success model, combined with the attitude factor and the flow theory,
consisting of concentration, enjoyment, time distortion and telepresence

This research collected data using an online questionnaire from 300
people who had experience shopping on e-commerce websites, divided into male and
female groups. Confirmatory Factor Analysis and Structural Equation Modeling were
used to examine the consistency between models based on hypothesis and empirical
data.

Results were that factors influencing purchase intention through virtual
reality platforms are attitude, satisfaction, concentration, information quality, service

quality, system quality, enjoyment, and time distortion. In addition, when analyzing
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the comparative data between males and females, it was found that factors influencing
purchase intent through virtual reality platforms among consumers of all genders were
information quality, attitude, and satisfaction. Factors influencing only male consumers
were concentration and telepresence. And factors influencing only female consumers
were system quality, time distortion, and enjoyment. The study results can guide
entrepreneurs and platform developers to develop a virtual reality platform suitable

for e-commerce and enhance the consumer experience.

Keywords: Virtual reality technology, E-commerce, Purchase intention, IS success model,

Flow theory
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