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Abstract 

This research explores the role of Augmented Reality (AR) in retail settings, focusing on its 

impact on customer experience and its applications in virtual try-ons, product visualization, and 

in-store navigation. The study employs a mixed-methods approach, incorporating both 

quantitative and qualitative methodologies to provide a comprehensive understanding of the 

phenomenon. Through a survey and case study, the research aims to address specific questions 

related to the effects of AR, factors influencing adoption, and best practices for implementing 

AR in retail marketing. 

Introduction 

Background 

The retail industry is undergoing a transformative shift with the integration of cutting-edge 
technologies. Augmented Reality (AR), a technology that overlays digital content onto the physical 
world, has emerged as a promising tool in this evolution. By blending the virtual and real worlds, AR has 
the potential to redefine customer experiences in retail settings, offering interactive and immersive 
engagements. 

Research Objectives 

This research seeks to investigate the utilization of AR in retail and its profound impact on customer 
experiences. Three primary objectives guide this exploration: 

Assessing the Impact of AR on Customer Experience: 

Investigate how AR influences customer engagement, satisfaction, and perceived value in retail settings. 

Identifying Factors Influencing AR Adoption: 

Examine the determinants that shape customer adoption and use of AR in retail, considering 
technological, customer-centric, and environmental factors. 

Establishing Best Practices for AR Implementation in Retail Marketing: 

Explore successful use cases through virtual try-ons, product visualization, and in-store navigation to 
derive best practices for integrating AR into retail marketing strategies. 
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Research Questions and Hypotheses 

The study is driven by the following research questions and corresponding hypotheses: 

Research Questions 

How does AR affect customer experience in retail settings? 

What are the factors influencing the adoption and use of AR in retail settings? 

What are the best practices and recommendations for implementing AR in retail marketing? 

Hypotheses: 

H1: AR has a positive effect on customer experience in retail settings. 

H2: Customer experience positively influences customer adoption and use of AR in retail settings. 

H3: Characteristics of AR technology, customers, and the retail environment positively impact adoption 
and use of AR in retail settings. 

H4: The use of AR for virtual try-ons, product visualization, and in-store navigation positively influences 
customer experience, adoption, and use in retail settings. 

Research Design 

To address these objectives and hypotheses, a mixed-methods approach is employed. This involves 
combining quantitative data gathered through a survey with qualitative insights obtained from a case 
study of retail companies implementing AR in their marketing strategies. 

Literature Review 

Augmented Reality in Retail 

Definition and Types of Augmented Reality 

Augmented Reality, as defined in the literature, refers to the technology that overlays digital 
information, such as images, sounds, or text, onto the real-world environment perceived through digital 
devices. Various types of AR exist, including marker-based, markerless, and location-based AR, each 
offering unique advantages in retail applications. 

Benefits of Augmented Reality in Retail 

Numerous studies (Jung et al., 2016; Yim et al., 2017) highlight the potential benefits of AR in the retail 
sector. These include increased customer engagement, enhanced value perception, and higher levels of 
customer satisfaction. Additionally, AR is acknowledged for its capacity to provide immersive and 
interactive experiences, influencing customer behavior and perception positively. 

Challenges and Considerations 

While the potential benefits of AR in retail are substantial, there are challenges to consider. Technical 
complexities, privacy concerns, and ethical considerations are among the challenges associated with the 
implementation of AR technology in retail settings. These factors necessitate a strategic and cautious 
approach to ensure a seamless integration that aligns with customer expectations. 
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Factors Influencing AR Adoption 

Technological Factors 

Chen et al. (2016) and Huang and Liao (2015) propose that technological factors, such as performance 
expectancy and effort expectancy, play a crucial role in influencing customer adoption of AR. 
Understanding the technological aspects of AR is fundamental for retailers aiming to leverage this 
technology effectively. 

Customer - Centric Factors 

Customers' perceptions, emotions, and behaviors are central to the adoption of AR. Factors like 
cognitive innovativeness, perceived usefulness, ease of use, and social influence have been identified as 
key influencers (Huang and Liao, 2015). Recognizing and addressing these factors are essential for 
successful AR implementation. 

Environmental Factors 

The retail environment, both physical and social, significantly influences AR adoption. Facilitating 
conditions, compatibility with existing retail setups, and the influence of external factors contribute to 
the overall adoption landscape. These factors underscore the importance of aligning AR strategies with 
the retail context. 

Applications of AR in Retail Marketing 

Virtual Try-Ons 

One of the significant applications of AR in retail is virtual try-ons. This involves using AR technology to 
enable customers to virtually experience products before making a purchase. This immersive experience 
not only enhances customer satisfaction but also influences purchasing decisions. 

Product Visualization 

AR facilitates realistic product visualization, allowing customers to interact with virtual models of 
products. This feature aids in better understanding and evaluation of products, contributing to an 
enriched customer experience and increased engagement. 

In-Store Navigation 

AR-powered in-store navigation provides customers with interactive maps and guidance within retail 
spaces. This not only enhances the shopping experience but also encourages exploration within the 
store, potentially leading to increased sales and customer satisfaction. 

Theoretical Frameworks 

The literature review incorporates theoretical frameworks such as the Technology Acceptance Model 
(TAM) and models emphasizing social interactions and cognitive innovativeness. These frameworks 
provide a foundation for understanding the psychological and social aspects influencing AR adoption in 
retail. 

The literature review lays the groundwork for comprehending the existing landscape of AR in retail, 
highlighting both its potential and challenges. The subsequent sections delve into the research 
methodology, data analysis, and findings. 
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Methodology 

Research Design 

To address the research questions and hypotheses, a mixed-methods approach was employed, 
integrating quantitative and qualitative data collection techniques. This approach aimed to provide a 
comprehensive understanding of the impact of Augmented Reality (AR) in retail settings. 

Quantitative Component 

A survey was conducted to gather data on customer experiences, adoption factors, and the influence of 
AR applications in retail. The survey instrument incorporated Likert-scale questions to measure variables 
such as engagement, satisfaction, perceived usefulness, and technological factors influencing adoption. 

Qualitative Component 

A case study was conducted to complement the survey findings. The case study focused on a specific 
retail setting, exploring in-depth the practical implications, challenges, and successes associated with 
implementing AR. This qualitative component aimed to provide richer insights into the nuanced aspects 
of AR adoption in a real-world context. 

Sample Selection 

The study targeted participants from SDMIMD, specifically focusing on individuals aged 21-30 with an 
interest in or experience with AR in retail settings. While the sample's specificity enhances the internal 
validity, future research should aim for a broader and more diverse participant pool to enhance external 
validity. 

Data Collection 

The survey was distributed electronically to selected participants, and responses were collected over a 
defined period. The case study involved interviews, observations, and analysis of relevant documents to 
triangulate findings and ensure data reliability. 

Data Analysis 

Quantitative data were analysed using statistical techniques, including mean calculations and correlation 
analyses. Qualitative data underwent thematic analysis to identify patterns, themes, and insights from 
the case study. The integration of both types of data strengthened the overall robustness of the 
research findings. 

Results 

Descriptive Statistics 

To address the research questions and test the hypotheses, we conducted a comprehensive data 
analysis using both quantitative and qualitative methods. The descriptive statistics provide an initial 
overview of the key variables. Table 1 presents the mean values of various variables related to customer 
experience, AR adoption, and usage. 

 

 

 

 



  

5 

 

 

5th International Conference on New Age Marketing January 18-19, 2024 

 

ISBN: 978-93-83302-66-6  

Table 1 

Descriptive Statistics 

Variable Mean Standard Deviation 

Engagement 4.56 0.78 

Value 4.68 0.62 

Satisfaction 4.42 0.91 

Perceived Usefulness 4.75 0.54 

Ease of Use 4.61 0.72 

Expectancy 4.59 0.69 

Correlation Analysis 

To assess the relationships between variables, Pearson correlation coefficients were calculated. Table 2 
displays the correlation matrix, indicating the strength and direction of associations among key 
variables. 

Table 2 

Pearson Correlation Matrix 

Variable 1 2 3 4 

Engagement 1.00 0.64 0.57 0.72 

Value 0.64 1.00 0.51 0.68 

Satisfaction 0.57 0.51 1.00 0.49 

Perceived Usefulness 0.72 0.68 0.49 1.00 

 

Hypothesis Testing 

4.3.1 H1: AR has a positive effect on customer experience in retail settings. 

The mean values of engagement, value, and satisfaction variables are above the neutral point of 4, 
confirming H1. Further, correlations between AR experience variables support positive effects on 
customer experience. 

4.3.2 H2: Customer experience has a positive effect on customer adoption and use of AR. 

Mean values of perceived usefulness, ease of use, expectancy, and other variables are above 4, affirming 
H2. Positive correlations with AR adoption and use variables provide additional support. 

4.3.3 H3: Characteristics of AR technology, customer, and retail environment influence adoption. 
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Performance expectancy, effort expectancy, and other variables show mean values above 4, supporting 
H3. Positive correlations with AR adoption and use variables further validate the hypothesis. 

4.3.4 H4: Use of AR for virtual try-ons, product visualization, and in-store navigation positively impacts 
customer experience, adoption, and use. 

Mean values for satisfaction, engagement, and value are higher for marker less and location-based AR 
types than for marker-based AR. The differences in means by AR type confirm H4. 

Additional Analysis: Comparison by AR Type 

Table 3 presents the results of ANOVA tests comparing mean values of AR experience, adoption, and 
usage variables across different AR types. 

Table 3 

Comparison by AR Type 

Variable Marker-Based AR Marker less AR Location-Based AR p-value 

Engagement 4.36 4.72 4.68 0.023 

Value 4.45 4.78 4.82 0.041 

Satisfaction 4.21 4.54 4.63 0.012 

 

4.5 Additional Analysis: Virtual Try-ons, Product Visualization, and In-Store Navigation 

To delve into the impact of AR applications, we examined customer experiences and adoption based on 
specific use cases—virtual try-ons, product visualization, and in-store navigation. Table 4 showcases the 
mean values and significant differences in customer responses. 

Table 4 

Impact of AR Applications on Customer Experience and Adoption 

Variable Virtual Try-ons Product Visualization In-Store Navigation p-value 

Engagement 4.68 4.72 4.81 0.036 

Value 4.76 4.84 4.92 0.019 

Satisfaction 4.62 4.73 4.78 0.045 

 

The analysis indicates that in-store navigation using AR has a significantly higher impact on customer 
engagement, value, and satisfaction compared to virtual try-ons and product visualization. 

4.6 Thematic Analysis 

Beyond quantitative measures, we conducted a thematic analysis on qualitative data gathered from the 
case study. Table 5 summarizes the identified themes and key insights. 
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Table 5 

Thematic Analysis Results 

Theme Description 

Immersion 
Customers appreciate the immersive experiences of AR applications, enhancing overall 
satisfaction. 

Interactivity 
The interactive nature of AR, especially in virtual try-ons, positively influences customer 
engagement and perceived value. 

Realism 
In-store navigation's realistic representation significantly contributes to the perceived 
value and satisfaction of customers. 

 
Thematic analysis provides nuanced insights into customer perceptions and experiences, shedding light 
on qualitative aspects that quantitative data alone may not capture. 

Quantitative Findings 

Impact of AR on Customer Experience 

Analysis of survey data indicated a positive impact of AR on customer experience in retail settings. Mean 
values for engagement, value, and satisfaction were consistently above the neutral point of 4, 
confirming the positive influence of AR on these aspects. 

Factors Influencing Adoption 

The survey revealed that technological factors (performance expectancy, effort expectancy) and 
customer-centric factors (perceived usefulness, ease of use, social influence) significantly influenced AR 
adoption. Environmental factors, including compatibility with the retail environment, also played a 
crucial role. 

Qualitative Findings 

Practical Implications in Retail 

The case study provided practical insights into the implementation of AR in a retail setting. Key findings 
included enhanced customer engagement, improved navigation within the store, and positive responses 
to virtual try-ons and product visualization. 

Challenges and Successes 

Qualitative data unveiled challenges related to technical complexities and the need for strategic 
implementation. Successes were attributed to careful integration into the retail environment, aligning 
with customer expectations. 

Discussion 

Implications for AR in Retail Marketing 

Enhancing Customer Experience 

The positive impact of AR on customer engagement, value, and satisfaction underscores its potential as 
a valuable tool for retail marketers. The incorporation of AR, particularly in virtual try-ons and product 
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visualization, provides customers with immersive and interactive experiences, contributing to a more 
positive overall retail experience. 

Factors Shaping Adoption 

Technological factors, including performance expectancy and effort expectancy, emerged as significant 
predictors of AR adoption. Retailers must prioritize seamless and user-friendly AR applications to ensure 
positive adoption outcomes. Moreover, the influence of social factors, such as perceived usefulness and 
ease of use, indicates the importance of addressing customer perceptions and expectations. 

Best Practices and Recommendations 

Strategic Implementation 

The findings suggest that successful AR adoption in retail hinges on strategic implementation. Retailers 
should carefully consider the compatibility of AR technology with the retail environment and leverage its 
strengths for optimal customer experience. Best practices may involve targeted use of AR for virtual try-
ons, product visualization, and in-store navigation, aligning with customer preferences. 

Addressing Challenges 

Challenges identified, including technical complexities and potential ethical concerns, highlight the need 
for proactive solutions. Retailers should invest in staff training, ensure robust technical support, and 
establish clear ethical guidelines for AR use. Overcoming these challenges is crucial for the sustainable 
integration of AR in retail marketing. 

Conclusion 

This comprehensive research explored the multifaceted impact of Augmented Reality (AR) on customer 
experience in retail settings, with a particular focus on virtual try-ons, product visualization, and in-store 
navigation. Employing a mixed-methods approach, the study integrated quantitative survey data with 
qualitative insights from a case study. The research questions and hypotheses were meticulously 
addressed, leading to valuable contributions to both academic literature and practical implications for 
retail marketing. 

Summary of Key Findings 

Effect on Customer Experience (H1): The analysis substantiates that AR has a positive effect on 
customer experience in retail settings. Mean values for engagement, value, and satisfaction were 
consistently above the neutral point of 4, endorsing the first research hypothesis (H1). 

Influence of Customer Experience on Adoption (H2): Customer experience emerged as a significant 
factor influencing the adoption and use of AR in retail settings. Positive correlations with perceived 
usefulness, ease of use, expectancy, and various other factors supported the second research 
hypothesis (H2). 

Factors Influencing Adoption (H3): Characteristics of AR technology, customers, and the retail 
environment demonstrated a positive effect on AR adoption. Performance expectancy, effort 
expectancy, social influence, and facilitating conditions exhibited mean values above 4, aligning with the 
third research hypothesis (H3). 

Impact of AR Applications (H4): AR applications, specifically virtual try-ons, product visualization, and in-
store navigation, showcased varying impacts on customer experience, adoption, and use. In-store 
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navigation yielded the highest mean values for engagement, value, and satisfaction, confirming the 
fourth research hypothesis (H4). 

Theoretical and Practical Implications 

This research contributes to the existing literature on AR in retail marketing by offering a robust 
synthesis of quantitative and qualitative insights. The thematic analysis uncovered nuanced aspects of 
customer perception, providing a deeper understanding of the experiential dimensions. The study also 
proposes a refined research design and methodology, enhancing the rigor and applicability of future 
research endeavours in this domain. 

Limitations and Future Directions 

While the findings are insightful, certain limitations should be acknowledged. The study's sample size 
and scope focused primarily on a specific demographic, potentially limiting generalizability. The reliance 
on self-reported data introduces a subjective element, necessitating caution in interpretation. Future 
research could address these limitations by expanding the sample size and employing diverse 
demographics, ensuring a more comprehensive understanding of AR's impact in retail. 

Recommendations for Retail Practitioners 

For retail practitioners, the study suggests strategic considerations for implementing AR: 

Prioritize in-store navigation applications to maximize engagement, value, and satisfaction. 

Emphasize the immersive and interactive aspects of AR to enhance overall customer experience. 

Ensure realistic representations in AR applications for increased perceived value. 
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