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Abstract 
This study examines how the stakeholder purchase 
decision-making process influences purchase intention 
within Pakistan's real estate construction sector. 
Specifically, it investigates the mediating role of 
stakeholder involvement in explaining the relationship 
between the stakeholder purchase decision-making 
process and purchase intention. In addition, the research 
extends the proposed framework by assessing the 
moderating effect of augmented reality implementation 
success on the relationship between the stakeholder 
purchase decision-making process and stakeholder 
involvement. 
A quantitative research design was adopted, and data 
were collected from 222 respondents representing 
various organizations in Pakistan's construction industry 
using a convenience sampling approach. The proposed 
model was evaluated using SPSS 26.0 for preliminary 
statistical analysis and SmartPLS 4.0 for structural 
equation modelling. 
The empirical findings reveal that the stakeholder 
purchase decision-making process has a significant 
positive influence on purchase intention, both directly 
and indirectly through stakeholder involvement. 
Furthermore, successful implementation of augmented 
reality strengthens the positive relationship between the 
stakeholder purchase decision-making process and 
stakeholder involvement, highlighting the strategic value 
of emerging digital technologies in construction-related 
purchasing decisions. 
Keywords: Stakeholder Purchase Decision-Making 
Process; Stakeholder Involvement; Augmented Reality 
Implementation Success; Purchase Intention; 
Construction Industry; Pakistan. 

1. Introduction 
Consumer purchase behavior has become increasingly complex due to rapid advancements in 

communication technologies and the widespread influence of digital media. Modern consumers are 
continuously exposed to information from multiple channels, shaping their preferences, perceptions, and 
purchase decisions through a combination of emotional, cognitive, and social influences (Hewei & 
Youngsook, 2022). Consequently, organizations devote considerable effort to understanding the factors that 
influence consumer decision-making, as such knowledge enables them to develop effective marketing 
strategies and strengthen long-term relationships with customers. 
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Within project-based industries, particularly real estate, understanding purchase behavior has become 
even more important because investment decisions involve substantial financial commitment and perceived 
risk (Thapa, 2012). Pakistan's real estate and construction industry represents one of the country's most 
significant economic sectors, contributing to employment generation, infrastructure development, and overall 
economic growth. Despite its importance, the industry faces intense competition as developers strive to attract 
investors and property buyers in an increasingly crowded marketplace. Traditional promotional activities are 
no longer sufficient to influence prospective buyers, who now demand greater transparency, richer 
information, and more engaging experiences before making investment decisions. Therefore, identifying the 
determinants of purchase intention has become a strategic priority for developers seeking to establish 
sustainable competitive advantages. 

The emergence of digital technologies has transformed the manner in which construction firms 
communicate with potential investors. Among these technologies, Augmented Reality (AR) has attracted 
considerable attention because it enables users to visualize projects before construction is completed, thereby 
reducing uncertainty associated with property investment. Unlike conventional promotional methods, AR 
overlays virtual information onto the physical environment, allowing potential buyers to experience 
architectural layouts, interior designs, and project features in an interactive manner. Such immersive 
experiences facilitate better understanding of property attributes and contribute to more informed purchasing 
decisions (Loh et al., 2021). 

Beyond enhancing customer experience, the successful implementation of AR also influences project 
stakeholders involved in procurement and investment decisions. Stakeholders such as project managers, 
clients, consultants, contractors, and suppliers increasingly rely on digital visualization technologies to 
improve communication, coordinate project activities, and evaluate available alternatives. The effective 
integration of AR into project environments supports collaborative decision-making by enabling stakeholders 
to visualize project outcomes, anticipate challenges, and minimize misunderstandings during project 
execution. Consequently, successful AR implementation has the potential to strengthen stakeholder 
engagement while improving both project efficiency and investment outcomes (Loh et al., 2021). 

Investment decisions within the real estate sector are inherently complex because prospective buyers 
evaluate numerous tangible and intangible factors before committing financial resources. Variables such as 
project location, pricing strategy, developer reputation, accessibility, expected returns, legal compliance, and 
available amenities collectively shape purchase decisions. The availability of multiple competing housing 
projects further complicates the evaluation process, making it increasingly difficult for consumers to 
differentiate among alternatives. Consequently, developers must design marketing strategies that effectively 
capture consumer attention while reducing uncertainty associated with high-value investments (Loh et al., 
2021). 

In Pakistan's dynamic property market, changing economic conditions further influence investment 
behavior. Inflation, fluctuations in purchasing power, and varying regional market conditions continuously 
alter consumer expectations and buying capabilities. Under such circumstances, maintaining investor 
confidence requires organizations to understand the underlying psychological and behavioral mechanisms 
that influence purchase intention. Previous research suggests that marketers should continuously adapt their 
strategies to evolving market conditions to encourage stronger customer commitment and long-term 
relationships (Brown et al., 2003). Therefore, investigating consumer behavior within Pakistan's construction 
industry provides valuable insights into the factors that drive investment intentions in an uncertain economic 
environment. 

The purchase decision-making process extends beyond rational evaluation of available alternatives. 
Although individuals generally perceive themselves as making carefully reasoned decisions, psychological 
research demonstrates that unconscious cognitive processes substantially influence human judgment 
(Dijksterhuis, 2004). Consumers frequently rely on intuition, previous experiences, emotions, and 
subconscious evaluations when making important life decisions, including property investments. Such 
unconscious processing often enables individuals to integrate complex information more effectively than 
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deliberate analytical reasoning, particularly when confronted with multiple alternatives and considerable 
uncertainty (Ahmed & Ting, 2023). 

This perspective challenges the traditional assumption that rational analysis alone determines 
purchasing behavior. Instead, decision-making should be viewed as a multidimensional process involving 
both conscious deliberation and subconscious cognitive mechanisms. According to Dijksterhuis (2004), 
unconscious thought can generate superior decisions in highly complex situations because it allows 
individuals to process extensive information without overloading conscious cognitive capacity. Similarly, 
Latour (2005) argues that major decisions frequently deviate from purely rational evaluation because 
individuals possess limited resources for systematically analyzing every available alternative. 

Within the real estate context, consumers typically have access to numerous decision-support 
mechanisms, including property prices, developer reputation, geographical location, infrastructure 
availability, project specifications, advertisements, and financial comparisons (Ahmed & Ting, 2023). While 
these resources facilitate informed decision-making, they cannot entirely eliminate uncertainty associated 
with long-term investments. Construction projects often exhibit characteristics of "wicked problems," where 
incomplete information, changing circumstances, and multiple stakeholder interests complicate the decision-
making process (Van Bueren et al., 2003). Consequently, stakeholder interactions, discussions, and 
collaborative evaluations become increasingly important throughout the investment journey. 

Stakeholder involvement plays a central role in project-related purchasing decisions because 
construction investments rarely depend upon a single individual's judgment. Instead, investment decisions 
emerge through continuous interaction among multiple stakeholders whose priorities, expertise, and 
expectations differ. Informal discussions, professional consultations, and collaborative evaluations shape 
collective understanding of project value and associated risks. As argued by Stacey et al. (2000), 
organizational and project environments continuously evolve through ongoing interactions among 
stakeholders, creating new interpretations and influencing future decisions. Accordingly, stakeholder 
involvement represents an important mechanism through which purchase decision-making processes 
ultimately translate into investment intentions. 

Although previous studies have examined consumer behavior, purchase intention, and technology 
adoption independently, limited empirical evidence exists regarding the combined influence of stakeholder 
purchase decision-making processes, stakeholder involvement, and AR implementation within Pakistan's 
construction industry. Moreover, few studies have investigated how successful implementation of AR 
strengthens stakeholder engagement during project evaluation and subsequently influences purchase 
intention. Addressing this research gap is particularly important given the increasing adoption of immersive 
technologies across the global construction sector. 

Accordingly, the present study develops and empirically tests a framework that examines the direct 
relationship between stakeholder purchase decision-making processes and purchase intention. It further 
investigates the mediating role of stakeholder involvement while evaluating the moderating effect of 
Augmented Reality implementation success on the relationship between stakeholder purchase decision-
making processes and stakeholder involvement. By focusing on Pakistan's construction and real estate 
industry, this study contributes to the growing literature on digital transformation, stakeholder management, 
and consumer decision-making while offering practical implications for developers, marketers, and 
policymakers seeking to leverage immersive technologies to improve investment outcomes. 
2. Literature Review 
Strategic Decision Dynamics in Construction Projects 

Decision-making is a fundamental component of construction project management, requiring project 
managers and other stakeholders to evaluate multiple, often competing, project objectives. Successful project 
outcomes depend on balancing critical factors such as cost, schedule, quality, safety, and resource utilization 
while responding to the dynamic nature of construction environments. Because construction projects involve 
significant financial investments, technical complexity, and multiple stakeholder interests, effective decision-
making becomes essential throughout the project lifecycle. 
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The increasing adoption of digital technologies has transformed how decisions are made within 
construction projects. Among these technologies, Augmented Reality (AR) has emerged as an innovative tool 
that enhances decision-making by providing interactive visualizations, real-time project information, and 
immersive simulations. Within Pakistan's construction industry, AR enables project managers and 
stakeholders to visualize project components before implementation, assess potential risks, and evaluate 
alternative solutions with greater confidence. Access to accurate, real-time information supports more 
informed planning, improves coordination among project participants, and facilitates better execution of 
construction activities. 

Decision-making in construction projects encompasses both planned and unplanned situations. 
Planned decisions are made during project initiation and execution based on predefined objectives, available 
information, and strategic planning. In these situations, AR assists managers by offering detailed three-
dimensional visualizations, design simulations, and real-time project data that improve the accuracy of 
planning and resource allocation. These capabilities enable project teams to identify potential issues at an 
early stage, thereby reducing uncertainty and improving overall project performance. 

Unplanned decisions, however, arise when unexpected events disrupt normal project activities. Such 
situations may include design modifications, structural defects, material shortages, safety concerns, or 
unforeseen site conditions that require immediate managerial intervention. In these circumstances, AR 
provides project teams with instant visual feedback and contextual information, enabling them to assess 
problems quickly and identify appropriate corrective actions. For example, when an unexpected structural 
issue occurs, AR can overlay digital information onto the physical environment, allowing project managers 
to evaluate the affected area, analyze possible solutions, and implement corrective measures without 
significant delays (Irizarry et al., 2012). This capability not only minimizes project downtime but also helps 
maintain safety, quality, and operational efficiency. 

Beyond supporting individual decision-making, AR also strengthens communication and 
collaboration among project stakeholders. By providing a shared visual representation of project information, 
the technology facilitates collective understanding, reduces misunderstandings, and enables stakeholders to 
evaluate alternatives more effectively. Improved collaboration leads to faster consensus, greater transparency, 
and higher-quality decisions, particularly in complex projects involving multiple disciplines and 
organizations. 

The integration of AR into construction project management therefore enhances both strategic 
planning and operational decision-making. Its ability to support informed decisions under routine conditions 
while simultaneously improving responsiveness during unforeseen events makes it a valuable technological 
resource for modern construction management. As Pakistan's construction industry continues to embrace 
digital transformation, the effective implementation of AR has the potential to improve project performance, 
strengthen stakeholder collaboration, increase operational efficiency, and ultimately contribute to higher 
project success rates. 
Theoretical Framework 

Decision-making within Pakistan's construction industry is shaped by a complex interaction of 
individual judgment, stakeholder collaboration, and technological innovation. Investment and project-related 
decisions are rarely based solely on objective evaluation; instead, they emerge from a combination of personal 
beliefs, social influence, organizational dynamics, and contextual factors. 

The Theory of Planned Behavior (TPB) provides a robust theoretical foundation for explaining these 
behavioral intentions by proposing that individuals' actions are influenced by their attitudes toward a behavior, 
perceived social expectations, and their confidence in their ability to perform that behavior (Ajzen, 1991). 
Within construction projects, these behavioral drivers operate in an environment where multiple stakeholders 
contribute to decision formulation. Project managers, clients, consultants, investors, contractors, and suppliers 
collectively shape project outcomes through continuous communication, negotiation, and information 
exchange. Consequently, stakeholder involvement extends beyond simple participation and becomes a critical 
mechanism through which individual evaluations are transformed into collective project decisions. Greater 
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stakeholder engagement encourages information sharing, strengthens trust, reduces uncertainty, and promotes 
consensus, ultimately enhancing the quality of purchase and investment decisions. 

As the construction industry embraces digital transformation, technological capabilities further 
redefine how decisions are developed and implemented. Among emerging technologies, Augmented Reality 
(AR) has become an important enabler of collaborative decision-making by providing immersive 
visualizations, real-time project information, and interactive simulations. These capabilities allow 
stakeholders to better understand project alternatives, identify potential risks, and evaluate design options 
before implementation. However, the benefits of AR depend not merely on its adoption but on the success of 
its implementation within organizational processes. 

Accordingly, this study conceptualizes Augmented Reality Implementation Success as a moderating 
mechanism that strengthens the relationship between stakeholder purchase decision-making and stakeholder 
involvement. When AR is effectively implemented, stakeholders have greater access to timely and accurate 
information, facilitating meaningful collaboration and improving confidence in project-related decisions. 
Conversely, ineffective implementation may limit the technology's ability to support communication and 
coordinated decision-making. 

Integrating these perspectives, the proposed framework suggests that stakeholder purchase decision-
making influences purchase intention both directly and indirectly through stakeholder involvement. 
Simultaneously, the successful implementation of Augmented Reality enhances the effectiveness of 
stakeholder interactions, reinforcing collaborative decision-making and supporting more informed investment 
choices. This integrated perspective offers a comprehensive understanding of how behavioral factors, 
stakeholder engagement, and digital technologies collectively influence purchasing decisions within 
Pakistan's evolving construction industry. 
Conceptual Framework 
Figure 1 
Conceptual Framework 

 
The conceptual framework of this study explains the proposed relationships among the stakeholder 

purchase decision-making process, stakeholder involvement, augmented reality implementation success, and 
purchase intention. Stakeholder purchase decision-making is treated as the independent variable and consists 
of both planned and unplanned purchase decisions. The framework proposes that these decision-making 
processes directly shape purchase intention by influencing how stakeholders evaluate construction-related 
purchasing options, assess project value, and develop confidence in investment decisions. At the same time, 
stakeholder involvement is positioned as a mediating variable, suggesting that purchase decision-making 
affects purchase intention not only directly but also indirectly through the degree to which stakeholders 
participate, exchange information, and engage in collaborative evaluation. 

Augmented reality implementation success is included as the moderating variable because the 
effectiveness of AR can strengthen the relationship between stakeholder purchase decision-making and 

 

 

Purchase 
Intention Engagement  
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stakeholder involvement. When AR is successfully implemented, stakeholders are better able to visualize 
project features, understand alternatives, reduce uncertainty, and participate more meaningfully in the 
decision-making process. The study therefore argues that stakeholder purchase decision-making influences 
purchase intention, stakeholder involvement mediates this relationship, and AR implementation success 
enhances stakeholder involvement by improving communication and decision quality. Methodologically, the 
study adopted a positivist research philosophy and a deductive quantitative mono-method approach. Primary 
data were collected through self-administered questionnaires from project managers, contractors, 
subcontractors, and suppliers in Pakistan’s construction industry, and 222 usable responses were analyzed 
through SPSS and SmartPLS using PLS-SEM to test the proposed relationships and hypotheses. 
Hypotheses Development 

Based on the theoretical framework and literature review, the following hypotheses were developed: 
H1: Stakeholder decision-making has a positive and significant effect on purchase intention. 
H2: Stakeholder decision-making has a positive and significant effect on stakeholder involvement. 
H3: Stakeholder involvement has a positive and significant effect on purchase intention. 
H4: Stakeholder involvement mediates the relationship between the stakeholder decision-making 

process and purchase intention. 
H5: AR implementation success positively moderates the relationship between the stakeholder 

decision-making process and stakeholder involvement, such that the relationship becomes stronger when the 
level of AR implementation success is high. 
3. Methodology 
Research Philosophy and Design 

The study adopted a positivist research philosophy and a deductive quantitative mono-method 
approach. This philosophical stance assumes that social reality is objective and can be measured through 
observable phenomena, making it appropriate for examining relationships among variables in a structured 
manner (Saunders et al., 2003). The deductive approach involved testing hypotheses derived from existing 
theories through empirical data collection and analysis. 
Data Collection 

Primary data were collected through self-administered questionnaires from project managers, 
contractors, subcontractors, and suppliers in Pakistan's construction industry. Using convenience sampling, 
data were obtained from 222 respondents representing various organizations in the construction sector. The 
questionnaire was designed based on established measurement scales adapted from prior research to ensure 
reliability and validity. 
Measures 

The questionnaire comprised multiple sections measuring the following constructs: 
 Stakeholder Purchase Decision-Making Process 
 Stakeholder Involvement 
 Augmented Reality Implementation Success 
 Purchase Intention 

All items were measured using a Likert scale format, allowing respondents to indicate their level of 
agreement with each statement. 
Data Analysis 

The collected data were analyzed through a two-stage approach. First, SPSS 26.0 was used for 
preliminary statistical analysis, including descriptive statistics, correlation analysis, and assessment of 
normality assumptions. Second, SmartPLS 4.0 was employed for structural equation modeling (PLS-SEM) to 
assess the proposed relationships and test the research hypotheses. PLS-SEM was chosen due to its suitability 
for complex models with mediating and moderating effects, as well as its robustness with relatively smaller 
sample sizes (Hair et al., 2019). 
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4. Data Analysis 
Descriptive statistics 

The results of descriptive analysis are presented in Table 1. 
Table 1 
Descriptive Statistics 
Variable N Mean Std. Deviation 
Stakeholder Purchase Decision Making 222 3.2495 1.06948 
Stakeholder Involvement 222 2.6982 1.20686 
AR Implementation Success 222 2.6532 1.26496 
Purchase Intention 222 3.1811 1.23134 
Valid N (listwise) 222   

 
As shown in Table 1, the descriptive statistics of all variables indicate that Purchase Decision had the 

highest mean value (M = 3.24, SD = 1.06), followed by Purchase Intention (M = 3.18, SD = 1.23), Stakeholder 
Involvement (M = 2.69, SD = 1.20), and AR Implementation Success (M = 2.65, SD = 1.26). 
Multicollinearity Assessment 

To check for multicollinearity, Variance Inflation Factor (VIF) and tolerance values were examined. If 
the VIF value is less than 5 and tolerance is greater than 0.2, it can be concluded that there is no problem of 
multicollinearity (Ho, 2013). 
Table 2 
Collinearity Statistics 

Sr. No. Variables VIF Tolerance 
1 Stakeholder Purchase Decision Making 1.575 0.634 
2 Stakeholder Involvement 1.575 0.634 

As shown in Table 2, VIF values for all variables are less than 5, and tolerance values are above the 
standard range of 0.2, indicating no multicollinearity issues in the data. 
Normality Assessment 

Skewness and kurtosis values for all variables were examined to assess normality. 
Table 3 
Skewness and Kurtosis Statistics 

Items Skewness Kurtosis 
PPD1 -.565 -1.005 
PPD2 -.342 -1.074 
PPD3 -.079 -1.129 
PPD4 -.149 -1.408 
PPD5 -.066 -1.541 
UPD1 -.129 -1.332 
UPD2 -.593 -.653 
UPD3 -.994 .014 
UPD4 .204 -1.335 
UPD5 -.129 -1.332 

SI1 .366 -1.069 
SI2 .390 -1.265 
SI3 -.035 -1.457 
IS1 .505 -1.093 
IS2 .107 -1.215 
IS3 .185 -1.511 
PI1 -.163 -1.337 
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PI2 -.254 -1.158 
PI3 -.394 -1.244 
PI4 -.435 -1.123 
PI5 -.055 -1.289 

Note: PPD = Planned Purchase Decision, UPD = Unplanned Purchase Decision, SI = Stakeholder 
Involvement, IS = Augmented Reality Implementation Success, PI = Purchase Intention. 

The skewness and kurtosis values for all variables are within the acceptable range of -2 to +2, as 
recommended by Hair et al. (2019). This indicates that the data do not show any serious departure from 
normality. 
Correlation Analysis 

Table 4 
Correlation Matrix 

 PD SI IS PI 
PD 1    

SI .596** 1   

IS .546** .805** 1  

PI .670** .517** .409** 1 
Note: PD = Purchase Decision, SI = Stakeholder Involvement, IS = Augmented Reality Implementation 

Success, PI = Purchase Intention. 
** Correlation is significant at the 0.01 level (2-tailed). 

Table 4 presents the correlation matrix for the study variables. The results indicate that Purchase Decision 
is positively and significantly correlated with Stakeholder Involvement (r = .596, p = 0.000), AR Implementation 
Success (r = .546, p = 0.000), and Purchase Intention (r = .670, p = 0.000). Stakeholder Involvement shows a 
strong positive and significant relationship with AR Implementation Success (r = .805, p = 0.000) and Purchase 
Intention (r = .517, p = 0.000). AR Implementation Success is positively and significantly related to Purchase 
Intention (r = .409, p = 0.000). 
Measurement Model Assessment 
Table 5 
Construct Reliability and Validity 

Construct 
Cronbach's 

Alpha 
Composite 
Reliability 

Average Variance Extracted 
(AVE) 

AR Implementation Success 0.896 0.900 0.828 
Stakeholder Purchase Decision 
Making 

0.940 0.948 0.653 

Purchase Intention 0.936 0.948 0.796 
Stakeholder Involvement 0.859 0.866 0.780 

 
To evaluate the measurement model, Confirmatory Factor Analysis (CFA) was performed. The findings 

indicate that the values of Cronbach's alpha, Composite Reliability (CR), and Average Variance Extracted 
(AVE) all meet the recommended thresholds. Both Cronbach's alpha and Composite Reliability exceed the 
minimum acceptable value of 0.70, indicating good internal consistency and reliability. Similarly, the AVE 
values are greater than 0.50, suggesting that each construct explains more than half of the variance in its 
indicators. 
Table 6 
Factor Loadings 

Items Loading Values 
PPD1 0.793 
PPD2 0.818 
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Items Loading Values 
PPD3 0.719 
PPD4 0.876 
PPD5 0.829 
UPD1 0.898 
UPD2 0.696 
UPD3 0.658 
UPD4 0.861 
UPD5 0.891 

SI1 0.894 
SI2 0.909 
SI3 0.845 
IS1 0.923 
IS2 0.873 
IS3 0.933 
PI1 0.890 
PI2 0.883 
PI3 0.914 
PI4 0.855 
PI5 0.918 

Note: PPD = Planned Purchase Decision, UPD = Unplanned Purchase Decision, SI = Stakeholder 
Involvement, IS = Augmented Reality Implementation Success, PI = Purchase Intention. 

The results show that the factor loadings of almost all measurement items are above the recommended 
threshold of 0.70, indicating that the indicators adequately represent their respective constructs. According to 
Hair et al. (2011), indicators with factor loadings as low as 0.60 may be retained if the construct demonstrates 
satisfactory convergent validity, as reflected by an AVE exceeding 0.50. 
Structural Model Assessment 

The structural model results indicate the direction and strength of the relationships among the study 
variables. 

Figure 1 
Structural Model with Beta Coefficients 
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Note: PPD = Planned Purchase Decision, UPD = Unplanned Purchase Decision, SI = Stakeholder 
Involvement, IS = Augmented Reality Implementation Success, PI = Purchase Intention. 
Table 7 
Path Coefficients (Bootstrapping Results) 
Relationship Coefficient T Statistics P Values 
IS -> SI 0.543 10.785 0.000 
PD -> PI 0.591 10.505 0.000 
PD -> SI 0.308 5.994 0.000 
SI -> PI 0.171 3.261 0.001 

Note: PD = Stakeholder Purchase Decision Making, SI = Stakeholder Involvement, IS = Augmented 
Reality Implementation Success, PI = Purchase Intention. 

The bootstrapping results are presented in Table 7. In SmartPLS, bootstrapping is performed to assess the 
significance and stability of the estimated path coefficients by repeatedly drawing samples from the original 
dataset. In this study, 5,000 bootstrap samples were generated to obtain reliable estimates of the model 
parameters. 

According to the recommended criteria, a p-value should be less than 0.05 and the t-value should be 
greater than 1.96 to indicate statistical significance. The results show that AR Implementation Success has a 
positive and significant effect on Stakeholder Involvement (p = 0.000, t = 10.785). Similarly, Purchase Decision 
has a significant positive effect on Purchase Intention (p = 0.000, t = 10.505) as well as on Stakeholder 
Involvement (p = 0.000, t = 5.994). In addition, Stakeholder Involvement significantly and positively influences 
Purchase Intention (p = 0.001, t = 3.261). 
Table 8 
Specific Indirect Effects (Mediation) 

Relationship Indirect Effect T Statistics P Values 
PD -> SI -> PI 0.053 2.703 0.007 
Note: PD = Stakeholder Purchase Decision Making, SI = Stakeholder Involvement, PI = Purchase 

Intention. 
The specific indirect effects results are shown in Table 8. For the mediation link of Purchase Decision 

with Purchase Intention through Stakeholder Involvement, the T-value was 2.703 and p-value was 0.007, 
indicating that the mediation effect is positive and significant. 
Table 9 
Moderating Effect 

Relationship Path Coefficient T Statistics P Values 
IS*PD -> SI 0.269 5.997 0.000 
Note: PD = Stakeholder Purchase Decision Making, SI = Stakeholder Involvement, IS = Augmented 

Reality Implementation Success. 
As shown in Table 9, the interaction term of Purchase Decision and AR Implementation Success 

successfully moderates the relationship between Purchase Decision and Stakeholder Involvement, with p = 0.000 
and t = 5.997. 
Summary of Hypotheses 
Hypothesis Decision 
H1: Stakeholder decision-making has a positive and significant effect on purchase intention. Accepted 
H2: Stakeholder decision-making has a positive and significant effect on stakeholder involvement. Accepted 
H3: Stakeholder involvement has a positive and significant effect on purchase intention. Accepted 
H4: Stakeholder involvement mediates the relationship between the stakeholder decision-making 
process and purchase intention. 

Accepted 

H5: AR implementation success positively moderates the relationship between the stakeholder 
decision-making process and stakeholder involvement. 

Accepted 
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5. Discussion 
This study examined the relationships among the Stakeholder Purchase Decision-Making 

Process, Stakeholder Involvement, AR Implementation Success, and Purchase Intention in Pakistan's 
real estate construction industry. Data were collected from 222 respondents working in real estate 
organizations in Rawalpindi and Islamabad using a convenience sampling technique, and the data were 
analyzed using SPSS 26.0 and SmartPLS 4.0. The findings indicate that the Stakeholder Purchase 
Decision-Making Process has a positive and significant effect on Purchase Intention, suggesting that 
stakeholders who make informed and effective decisions are more likely to invest in real estate projects. 
This finding is consistent with the study of Sohn and Ko (2021b). The results also show that the 
Stakeholder Purchase Decision-Making Process positively influences Stakeholder Involvement, while 
Stakeholder Involvement itself has a significant positive effect on Purchase Intention, indicating that 
active stakeholder participation enhances investors' confidence and willingness to purchase. 
Furthermore, the mediation analysis confirms that Stakeholder Involvement significantly mediates the 
relationship between the Stakeholder Purchase Decision-Making Process and Purchase Intention, 
supporting the argument of Leluschko and Tholen (2023) that stakeholder participation is essential for 
successful project outcomes. In addition, the findings reveal that AR Implementation Success positively 
moderates the relationship between the Stakeholder Purchase Decision-Making Process and Stakeholder 
Involvement, implying that successful implementation of AR strengthens stakeholder collaboration and 
improves decision-making by providing better visualization and communication throughout the project 
(Hajirasouli & Banihashemi, 2022). Overall, the results provide empirical support for all five proposed 
hypotheses and demonstrate that effective stakeholder decision-making, greater stakeholder 
involvement, and successful AR implementation collectively contribute to higher purchase intention in 
Pakistan's real estate construction industry. 
6. Theoretical Implications 

This study makes several meaningful contributions to the literature on stakeholder decision-
making and technology adoption in the construction industry. It expands the application of the Theory 
of Planned Behaviour (TPB) by proposing a more comprehensive framework that explains how 
stakeholder decision-making influences purchase intention. A key contribution of this research is the 
inclusion of stakeholder involvement as a mediating variable, demonstrating that stakeholder 
participation serves as an important pathway through which decision-making translates into purchase 
intentions. This perspective provides a richer understanding of stakeholder behaviour than models that 
examine only direct relationships. In addition, the study introduces AR implementation success as a 
moderating factor, showing that the effective implementation of augmented reality strengthens the 
relationship between stakeholder decision-making and stakeholder involvement. By integrating 
stakeholder involvement and AR implementation success into a single conceptual framework, this 
research broadens the theoretical scope of TPB and contributes to the growing body of knowledge on 
digital technologies, stakeholder engagement, and purchase behaviour in Pakistan's real estate 
construction industry. 
7. Conclusion 

The findings of this study indicate that the stakeholder decision-making process plays a 
significant role in increasing purchase intention in Pakistan's real estate construction industry. The results 
show that effective stakeholder decision-making not only directly influences purchase intention but also 
enhances stakeholder involvement, which further strengthens consumers' intention to purchase property. 
In addition, AR implementation success was found to positively moderate the relationship between 
stakeholder decision-making and stakeholder involvement, highlighting the importance of successfully 
implementing digital technologies to improve stakeholder collaboration and project outcomes. The study 
employed a convenience sampling technique to collect data from 222 respondents, and the proposed 
measurement and structural models were validated using SmartPLS 4. The empirical analysis supported 
all five proposed hypotheses, confirming the robustness of the research model. Overall, this study 
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contributes to a better understanding of stakeholder behaviour in the construction industry and provides 
useful insights for developers, project managers, marketers, and decision-makers. By encouraging 
effective stakeholder engagement and adopting innovative technologies such as augmented reality, 
organizations can improve purchase intentions, strengthen customer confidence, and enhance the overall 
success of real estate projects. 
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