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ABSTRACT

This study analyses the impact of augmented reality (AR) experiences on consumer
purchasing behaviour, focusing on three key dimensions: product visualization, interactivity,
and perceived value versus novelty. The primary objectives were to assess and compare these
influences between Amazon users with AR features and consumers on other platforms
lacking AR functionalities. The research utilized a structured methodology involving a
primary survey targeting E-commerce customers of Amazon and smaller platforms. Selective
sampling was employed, with 20 participants experiencing AR features on Amazon and 20
from platforms without AR. Independent Sample t-tests were applied to analyse Likelihood
of Purchase based on the three identified aspects.The results revealed noteworthy findings
across the dimensions studied. In the case of AR product visualization, Amazon users
exhibited a significantly higher likelihood of purchase compared to those on other platforms
without AR. Similarly, AR interactivity played a crucial role, with Amazon users showing
both a higher likelihood of purchase and greater consistency in responses. The perceived
value versus novelty of AR experiences, however, exhibited a contrasting result, with
Amazon users having a lower mean likelihood of purchase and greater variability in
responses compared to other platforms without AR.Based on these findings, several
recommendations are proposed for optimizing the impact of AR on consumer purchasing
behaviour. These include optimizing AR product visualization on Amazon, enhancing AR
interactivity features, fine-tuning perceived value and novelty aspects, investing in user
education and communication, regular monitoring, iteration, and expanding AR support to
new product categories. Collaboration with brands for AR integration is also recommended to
enrich the overall shopping experience.

Keywords: Augmented Reality (AR), Consumer Purchasing Behaviour, E-commerce,
Product Visualization, Interactivity, Perceived Value, Novelty, Amazon

1. INTRODUCTION

Augmented Reality (AR) has emerged as a transformative technology, profoundly
influencing consumer behaviour within the realm of e-commerce. Specifically, the impact of
AR experiences on consumer purchasing behaviour is a subject of increasing interest, and one
of the platforms at the forefront of this evolution is Amazon. In this discussion, we explore
the dynamics of AR in shaping consumer purchasing behaviour on Amazon, delving into its
implications and potential for revolutionizing the online shopping experience.
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Amazon, being a pioneer in e-commerce, has strategically integrated AR features into its
platform to enhance the overall shopping journey. The introduction of AR has fundamentally
changed how consumers interact with products, making the online shopping experience more
immersive and interactive. One crucial dimension where AR plays a pivotal role is product
visualization.

Product Visualization:

AR's ability to provide consumers with a lifelike visualization of products in their real-world
environment has proven to be a game-changer. Amazon allows users to virtually try out
products, such as furniture, clothing, and accessories, in their own homes using AR. This
feature addresses a common challenge in online shopping — the inability to physically interact
with products before making a purchase. By bridging this gap, AR significantly impacts
consumer purchasing behaviour. The visual engagement and realistic representation of
products empower consumers to make more informed decisions, reducing uncertainties and
increasing the likelihood of a successful purchase.

Interactivity:

Another dimension that AR influences is interactivity. Amazon's implementation of AR goes
beyond mere visualization; it incorporates interactive elements that engage users in a
dynamic and personalized manner. For instance, users can engage with interactive features
like product demonstrations, customization options, and guided experiences. This
interactivity not only enhances user engagement but also plays a vital role in influencing
purchasing decisions. When consumers actively participate in the shopping process through
AR, it creates a more memorable and enjoyable experience, fostering a positive association
with the brand and increasing the likelihood of conversion.

Perceived Value vs. Novelty:

The perceived value and novelty of AR experiences contribute significantly to the overall
impact on consumer purchasing behaviour. The perceived value refers to how consumers
assess the practical benefits and advantages of using AR features on Amazon. It encompasses
factors such as convenience, ease of use, and the value-added to the shopping process. On the
other hand, novelty reflects the innovative and cutting-edge aspects of AR that capture
consumers' attention and interest.

AR experiences in Amazon Platforms:

AR Try-Before-You-Buy:

Amazon has experimented with AR applications that allow users to virtually try on products
before making a purchase. This is particularly relevant for products like clothing, accessories,
and furniture.

Mobile AR:

Amazon has integrated AR features into its mobile app, leveraging ARK:it for iOS and
ARCore for Android. This integration enhances the shopping experience by allowing users to
visualize products in their real-world environment through their smartphone cameras.

AR Cloud Services:

Amazon Web Services provides cloud-based solutions for AR developers. This includes tools
and services for creating and deploying AR applications, incorporating features such as
object recognition, spatial mapping, and more.

AR Content Creation:
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Amazon Sumerian is a platform that allows users to create AR, VR, and 3D applications
without the need for specialized programming or 3D graphics expertise. Developers can use
Sumerian to build AR content that can be integrated into various Amazon services.

Virtual Fashion Stylist:

Amazon's Echo Look, which has a built-in camera, has been used to offer fashion advice.
While not purely AR, it involves computer vision and Al to provide style suggestions,
creating a blended experience.

2. REVIEW OF LITERATURE

The integration of Augmented Reality (AR) into the e-commerce landscape has garnered
significant attention due to its potential to reshape consumer purchasing behaviour. This
literature review synthesizes key findings from recent studies exploring the impact of AR
experiences on consumer responses, drawing on a range of perspectives, including
psychological, experiential, and technological dimensions.

Baek et al. (2018) emphasize the importance of self-viewing and narcissism in influencing
consumer responses to AR experiences. Their study suggests that the virtual mirror effect,
facilitated by AR, can significantly impact consumer perceptions and behaviours. This aligns
with Beck and Crié's (2018) findings, indicating that virtual fitting rooms using AR enhance
exploratory behaviour, patronage, and purchase intentions. The ability of AR to provide a
realistic product visualization contributes to increased consumer engagement and informed
decision-making.

Belk's seminal work on the extended self (1988, 2013) serves as a conceptual framework for
understanding how AR experiences become integral to consumers' self-identity. As
consumers virtually try on products or visualize items in their personal spaces through AR,
these experiences become extensions of their selves, influencing the emotional and
psychological aspects of their purchasing decisions.

Technological advancements in AR have been a focal point of research, with scholars
exploring the effectiveness of AR interfaces compared to conventional ones (Brito et al.,
2018). The study by Fan et al. (2020) takes a cognitive perspective, investigating the adoption
of AR in online retailing and its impact on consumers' product attitudes. The integration of
AR technologies is not limited to visual elements; Carrozzi et al. (2019) examine how shared
AR experiences augment psychological ownership, highlighting the multi-sensory potential
of AR in influencing consumer perceptions.

Hilken et al. (2019) delves into the social aspects of AR, exploring shared decision-making in
the marketplace. Their study suggests that social augmented reality has the potential to
transform customer experiences and decision-making processes. This aligns with Heller et
al.'s (2019a) work, where they emphasize the transformation of the retail frontline through
augmenting customers' mental imagery abilities.

Ownership is a crucial psychological aspect influencing consumer behaviour. Brengman et al.
(2018) investigates the impact of AR versus touch and non-touch interfaces on perceived
ownership. The study provides insights into how the tactile nature of AR interfaces may
influence consumers' sense of ownership, affecting their overall engagement and purchasing
decisions.
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The emotional dimensions of AR experiences are explored by Hinsch et al. (2020), who
investigate nostalgia's role in augmented reality marketing. Their study suggests that
nostalgia can be a potent factor in creating meaningful associations through AR, transcending
the mere wow-effect and fostering a deeper connection with consumers.

McLean and Wilson (2019) contribute to the literature by examining customer engagement
through augmented reality mobile applications. Their study delves into the impact of AR on
the online shopping experience, shedding light on how AR applications can enhance
consumer engagement by providing interactive and immersive elements in the digital retail
environment.

Park and Yoo (2020) explore the effects of perceived interactivity of augmented reality on
consumer responses from a mental imagery perspective. Their study delves into the cognitive
aspects of how perceived interactivity influences consumers’ mental imagery and
subsequently shapes their responses. This adds depth to the understanding of the
psychological mechanisms at play when consumers interact with AR.

Hilken et al. (2017) investigates the strategic potential of augmented reality to enhance online
service experiences. By examining how AR can augment the eye of the beholder, the study
emphasizes the strategic implications of integrating AR into service offerings, providing
insights into how AR can be leveraged to enrich customer interactions and service delivery.
The work of Park et al. (2010) on brand attachment and brand attitude strength is relevant in
the context of AR experiences. As consumers engage with brands through AR applications,
understanding the emotional connections and attitudes formed becomes crucial. This
literature contributes to the broader understanding of how AR can influence brand
perceptions and relationships.

Liao (2019) provides insights into the future directions of mobile augmented reality research.
As AR technologies evolve, understanding the relationships between AR users, content,
devices, and industry becomes essential. This perspective helps guide researchers and
practitioners in anticipating trends and potential areas of development in mobile AR.

Darley et al. (2010) provide a comprehensive framework for understanding online consumer
behaviour and decision-making processes. While not specific to AR, their integrated
framework offers valuable insights into the multifaceted nature of consumer decision-making
in online contexts, providing a basis for understanding how AR fits into this broader
landscape.

Huang (2018) explores the creation of commercially compelling smart service encounters,
shedding light on the strategic implications of integrating AR into service-oriented
businesses. This literature contributes to understanding how AR can transform traditional
service encounters into engaging and commercially viable experiences.

3. RESEARCH GAP

The current state of research has extensively delved into the broader implications of
augmented reality (AR) on consumer purchasing behaviour. However, a significant research
gap exists in the nuanced exploration of specific dimensions, namely product visualization,
interactivity, and the perceived value versus novelty of AR experiences, particularly in the
context of diverse online shopping platforms.
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While prior studies have acknowledged the general impact of AR on consumer decision-
making, they often lack a comprehensive examination of how these specific dimensions
operate in distinct online retail environments. The proposed study aims to bridge this gap by
investigating and comparing the influences of AR product visualization, interactivity, and the
perceived value versus novelty on consumer purchasing behaviour. The focus will be on
discerning differences between Amazon users who engage with AR features and consumers
who navigate platforms devoid of AR functionalities.

This research gap is not merely a void in the literature; it represents a critical oversight in
understanding the granular effects of AR on consumer behaviour across different online
shopping ecosystems. As the retail landscape continues to evolve, gaining insights into these
specific dimensions becomes imperative for businesses, policymakers, and scholars to
comprehend the unique dynamics at play in shaping consumer decisions. Closing this gap
will contribute valuable knowledge to the field, aiding in the development of targeted
strategies for enhancing the effectiveness of AR implementations in online retail settings.

4. OBJECTIVES OF THE STUDY
1. Evaluate and compare the influence of augmented reality (AR) product visualization
experiences on consumer purchasing behaviour on Amazon
2. Investigate and compare the impact of augmented reality (AR) interactivity on
consumer purchasing behaviour of Amazon users
3. Examine purchasing behaviour disparities based on the perceived value and novelty
of augmented reality (AR) experiences for the Amazon users

5.RESEARCH METHODOLOGY

5.1 Research Frame:

The study is conducted within the context of online retail, focusing on the impact of
augmented reality (AR) experiences on consumer purchasing behaviour. The primary
emphasis is on three key variables: Product Visualization, Interactivity, and the Perceived
Value vs. Novelty of AR features. The research frame aims to understand the nuanced
differences in consumer behaviour between Amazon users engaging with AR and customers
on smaller e-commerce platforms without AR.

5.2 Sampling Frame:

The primary survey involves a selective sampling strategy, targeting E-commerce customers
of Amazon and other small e-commerce platforms. The sample size comprises 20 participants
who have experienced AR features on Amazon and 20 participants who have made purchases
from platforms without AR. The selection ensures a balanced representation of diverse
consumer demographics and preferences within the online shopping landscape.

5.3 Data Collection:

Data is collected through structured interviews and surveys, allowing participants to express
their experiences and preferences related to AR features. The interviews cover aspects of
Product Visualization, Interactivity, and the perceived Value vs. Novelty of AR experiences.
The use of MS-Excel software facilitates efficient organization, storage, and initial analysis
of the collected data.
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5.4 Statistical Tools & Techniques:

The study employs the Independent Sample t-test to compare Consumer Purchasing
Behaviour based on the three identified aspects (Product Visualization, Interactivity, and
Perceived Value vs. Novelty) between Amazon customers and those on other e-commerce
platforms. This statistical analysis helps identify statistically significant differences in
consumer behaviour, providing insights into the impact of AR experiences on purchasing
decisions.

5.5 Data Analysis:

MS-Excel is utilized for preliminary data analysis, including descriptive statistics and basic
comparisons. The Independent Sample t-test is employed to determine whether the observed
differences in Consumer Purchasing Behaviour are statistically significant between the two
groups (Amazon users with AR experiences vs. customers on other platforms without AR).
Advanced statistical analysis may be considered based on the preliminary findings.

5.6 Limitations:

The study acknowledges certain limitations, including the potential for sampling bias due to
the selective sampling strategy. The generalizability of the findings may be restricted to the
chosen sample size and demographic characteristics. Additionally, the reliance on self-
reported data and the use of MS-Excel for statistical analysis may introduce limitations in the
depth and sophistication of the study's findings. External factors, such as technological
advancements and changes in consumer preferences, may also impact the study's
applicability over time.

6.RESEARCH HYPOTHESIS
1. Product Visualization:

o HO: There is no significant difference in the impact of augmented reality (AR)
product visualization experiences on consumer purchasing behaviour between
customers on Amazon and those on other platforms without AR.

e H1: The impact of augmented reality (AR) product visualization experiences
on consumer purchasing behaviour is significantly different between
customers on Amazon and those on other platforms without AR.

2. Interactivity:

« HO: There is no significant difference in the impact of augmented reality (AR)
interactivity on consumer purchasing behaviour between customers on
Amazon and those on other platforms without AR.

e HI1: The impact of augmented reality (AR) interactivity on consumer
purchasing behaviour is significantly different between customers on Amazon
and those on other platforms without AR.

3. Perceived Value vs. Novelty:

e HO: There is no significant difference in consumer purchasing behaviour,
concerning perceived value and novelty of augmented reality (AR)
experiences, between customers on Amazon and those on other platforms
without AR.
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e H1: Consumer purchasing behaviour varies significantly, based on the
perceived value and novelty of augmented reality (AR) experiences, between
customers on Amazon and those on other platforms without AR.

7. DATA ANALYSIS& INTERPRETATION
7.1 Consumers’ Purchasing Behaviour based on Product Visualization

Likelihood of Purchase based on Likelihood of Purchase based on
Product Visualization on Amazon Product Visualization on Other
(using AR) Platforms (Not using AR)
Mean 7.1 5.75
Variance 4.094736842 2.197368421
Observations 20 20
Hypothesized Mean Difference 0
df 35
t Stat 2.406859707
P(T<=t) one-tail 0.01075116
t Critical one-tail 1.689572458
P(T<=t) two-tail 0.02150232
t Critical two-tail 2.030107928

Based on the two-tailed critical t-statistics value of 2.03 and the corresponding p-value of
0.02, which is significant at the 5% level of significance, we reject the null hypothesis (HO)
and accept the alternative hypothesis (H1). This implies that there is a significant difference
in the impact of augmented reality (AR) product visualization experiences on consumer
purchasing behaviour between customers on Amazon and those on other platforms without
AR. The mean likelihood of purchase based on product visualization on Amazon (using AR)
is 7.1 with a standard deviation of 2.02, whereas the mean likelihood of purchase based on
product visualization on other platforms (not using AR) is 5.7 with a standard deviation of
1.48.

The higher mean value on Amazon indicates that customers using AR for product
visualization are, on average, more likely to make a purchase compared to those on platforms
without AR. The larger standard deviation on Amazon suggests a greater variability in
consumer responses, indicating a potentially broader range of preferences and engagement
levels in the AR-enhanced shopping experience on Amazon. Overall, the results support the
notion that AR product visualization significantly influences consumer purchasing behaviour,
with Amazon users exhibiting a higher likelihood of purchase and greater variability in their
responses compared to users on other platforms without AR.
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7.2 Consumers’ Purchasing Behaviour based on Interactivity
Likelihood of Purchase based on Likelihood of Purchase based on

Interactivity on Amazon (using Interactivity on Other Platforms
AR) (Not using AR)
Mean 6.75 5.25
Variance 2.407894737 3.986842105
Observations 20 20
Hypothesized Mean Difference 0
df 36
t Stat 2.652741419
P(T<=t) one-tail 0.005901575
t Critical one-tail 1.688297714
P(T<=t) two-tail 0.01180315
t Critical two-tail 2.028094001

Based on the two-tailed critical t-statistics value of 2.02 and the corresponding p-value of
0.01, which is significant at the 5% level of significance, we reject the null hypothesis (HO)
and accept the alternative hypothesis (H1). This suggests a significant difference in the
impact of augmented reality (AR) interactivity on consumer purchasing behaviour between
customers on Amazon and those on other platforms without AR. The mean likelihood of
purchase based on interactivity on Amazon (using AR) is 6.7 with a standard deviation of
1.55, while the mean likelihood of purchase based on interactivity on other platforms (not
using AR) is 5.2 with a standard deviation of 2.

The higher mean value on Amazon indicates that customers using AR for interactive
experiences are, on average, more likely to make a purchase compared to those on platforms
without AR. The smaller standard deviation on Amazon suggests a more consistent response
among users, indicating a potentially more focused and positive impact of AR interactivity on
purchasing behaviour. Overall, the results support the notion that AR interactivity
significantly influences consumer purchasing behaviour, with Amazon users exhibiting a
higher likelihood of purchase and greater consistency in their responses compared to users on
other platforms without AR.

7.3 Consumers’ Purchasing Behaviour based on Perceived Value vs. Novelty

Likelihood of Purchase based on Likelihood of Purchase based on
Perceived Value on Amazon Perceived Value on Other Platforms

(using AR) (Not using AR)
Mean 5.65 6.6
Variance 2.871052632 1.410526316
Observations 20 20
Hypothesized Mean Difference 0
df 34
t Stat -2.053225385
P(T<=t) one-tail 0.023904139
t Critical one-tail 1.690924255
P(T<=t) two-tail 0.047808278
t Critical two-tail 2.032244509

Based on the two-tailed critical t-statistics value of 2.03 and the corresponding p-value of
0.04, which is significant at the 5% level of significance, we reject the null hypothesis (HO)
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and accept the alternative hypothesis (H1). This indicates a significant difference in consumer
purchasing behaviour concerning the perceived value and novelty of augmented reality (AR)
experiences between customers on Amazon and those on other platforms without AR. The
mean likelihood of purchase based on perceived value on Amazon (using AR) is 5.6 with a
standard deviation of 1.69, while the mean likelihood of purchase based on perceived value
on other platforms (not using AR) is 6.6 with a standard deviation of 1.19.

The lower mean value on Amazon suggests that customers using AR for perceived value
considerations are, on average, less likely to make a purchase compared to those on platforms
without AR. The larger standard deviation on Amazon indicates a greater variability in
responses, implying a broader range of preferences and potential factors influencing
perceived value. Overall, the results suggest that perceived value and novelty significantly
influence consumer purchasing behaviour, with users on other platforms without AR
exhibiting a higher mean likelihood of purchase and less variability in responses compared to
Amazon users.

8. CONCLUSION

The study highlights the significant impact of augmented reality (AR) experiences on
consumer purchasing behaviour within the context of Amazon compared to platforms lacking
AR features. Analysis across three crucial dimensions - product visualization, interactivity,
and perceived value versus novelty - revealed distinct patterns. AR product visualization on
Amazon notably influenced consumer purchasing behaviour, with a higher likelihood of
purchase compared to platforms without AR. Similarly, AR interactivity played a vital role,
leading to both a higher likelihood of purchase and greater consistency in responses among
Amazon users. However, the influence of perceived value and novelty of AR experiences
exhibited a contrasting result on Amazon, with potential implications for consumer
preferences. These findings underscore the nuanced effects of AR on consumer behavior,
emphasizing the need for tailored AR features to align with expectations and enhance the
overall shopping experience. While acknowledging study limitations, including sample size
and potential biases, further research could explore the intricate dynamics of AR in e-
commerce.

9. SUGGETIONS
Based on the findings of the study regarding the impact of augmented reality (AR)
experiences on consumer purchasing behaviour on Amazon, several recommendations can be
made:

1. Optimize AR Product Visualization:
Given the significant influence of AR product visualization on consumer purchasing
behaviour, Amazon should continue to enhance and optimize AR features that
facilitate a realistic and immersive product experience. This may involve refining
visual clarity, expanding product categories with AR support, and ensuring seamless
integration with the overall shopping interface.
Enhance AR Interactivity:

N
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Building on the positive impact of AR interactivity on consumer likelihood of
purchase, Amazon should invest in further enhancing interactive elements within AR
experiences. This may include introducing gamified features, interactive product
demonstrations, or personalized recommendations to engage users and encourage
more meaningful interactions.

3. Fine-Tune Perceived Value and Novelty Aspects:
Acknowledging the contrasting results in perceived value and novelty, Amazon
should conduct in-depth user feedback and testing to understand the factors
contributing to these findings. Adjustments to the presentation, communication, or
innovative aspects of AR features may be necessary to align more closely with
consumer expectations and preferences.

4. User Education and Communication:
As AR experiences evolve, Amazon should invest in educating users about the
benefits and functionalities of AR features. Clear communication on how AR
enhances the shopping experience, particularly in terms of product visualization,
interactivity, and perceived value, can help manage expectations and increase user
engagement.

5. Regular Monitoring and Iteration:
The dynamic nature of consumer preferences and technology necessitates continuous
monitoring and iteration of AR features. Regularly assessing user feedback, tracking
performance metrics, and staying abreast of technological advancements will allow
Amazon to adapt its AR offerings to evolving consumer needs and expectations.

6. Expand AR to New Product Categories:
Considering the positive impact of AR experiences on consumer purchasing
behaviour, Amazon should explore opportunities to expand AR support to new
product categories. This can broaden the appeal of AR features and attract a wider
audience seeking enhanced visualization and interactive shopping experiences.

7. Collaborate with Brands for AR Integration:
Collaborating with brands to integrate AR experiences into their product listings can
further enrich the overall shopping experience. Brands can create customized AR
content that aligns with their products, providing consumers with unique and
engaging interactions.

8. Address Limitations and Biases:
Recognizing the study's limitations, Amazon should proactively address any biases
and limitations identified in the research methodology. Expanding the sample size,
diversifying participant demographics, and incorporating qualitative insights can
contribute to a more comprehensive understanding of AR's impact on consumer
behaviour.
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