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ABSTRACT 

Since the boom in e-commerce, there has been a booming interest in the potential of immersive and 

interactive technologies as a means to fill the sensory gap that exists between the real-life shopping 

and online buying experiences. Augmented Reality (AR) has become a disruptive technology which 

is used to add digital content to the natural environment and provides online shoppers with a more 

realistic, interesting and informed decision-making process. In this paper, the author will address 

how AR transforms online shopping experience by improving product visibility, increasing 

consumer trust and minimizing unwanted product returns. As a result of literature analysis and 

current AR-based shopping interface applications on the range of e-commerce platforms, the study 

examines the psychological and behavioral effects of utilizing the AR-based shopping interface. 

The increasing significance of the technology within the contemporary retail strategies can be 

proven by a comparative analysis of user experience, conversion rates, and the levels of user 

satisfaction before and after the implementation of the AR technology. The results indicate that 

there is a major potential of AR as defining online consumer engagement and it provides 

competitive edge to retailers that embraced it early  

 

https://acr-journal.com/
mailto:abhijitpandit1978@gmail.com
mailto:sudheernandiphd@gmail.com
mailto:swaraich82@gmail.com
mailto:priyanka7.thota@gmail.com
mailto:anjugajpal@gmail.com


Dr. Abhijit Pandit, Mr. Sudheer Nandi, Dr. Simran Waraich, 

Dr. T. Priyanka, Dr. Anju Lata Gajpal 
 

Page. 1840 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4 

 

1. INTRODUCTION 

During the last 20 years, the development of e-commerce has been characterized by the tendency towards the further 

convenience and personalization of the services and their availability. Nevertheless, this is one of such long-term constraints, 

even though all the technological advancements have been made: it is the fact that customers cannot touch the products 

before they buy them. Such discrepancy in the senses can lead to low confidence, indecisiveness as well as a large proportion 

of products returned. In order to fill this gap, e-commerce platforms are resorting to immersive technologies, and Augmented 

Reality (AR) is becoming one of the most advantageous solutions. AR enables the virtual world, i.e. digital files like photos, 

animation, and 3D models etc. Superimposed atop the physical world of the user which offers a realistic experience user can 

interact with, and it helps in product perception and product choice [1]. 

In the normal setting of online shopping, customers have to use the help of still photographs of the products, description and 

even customer reviews. These tools cannot demonstrate the essence of a product at a personal level, the extent, or the 

efficiency of a product. AR solves such problems through a user visualising items in real time in his or her own space. To 

illustrate, a person purchasing furniture can use AR to see how the furniture will look in his or her living room or a client 

searching sunglasses can use virtual try-on technology to see how each pair of glasses fits his or her face. Such apps have 

vastly enhanced transparency of products, elimination of purchase anxiety as well as offering almost a physical shopping 

experience but without visiting the stores. 

The use of AR by retailers is growing industry-wise. Examples of brands that have adopted the AR features are IKEA, 

Amazon, Sephora, and Nike and they have incorporated the use of ARs to enhance the brand experience and offer customers 

a differentiated value proposition. This not only assists the consumers make informed decisions but it also makes the brand 

to stand out of the highly competitive market. By having increasing powerful mobile devices and more accessible AR 

development frameworks (ARKit, ARCore, WebAR, and so on), this technology is becoming more vertical (scaling down 

to the level of small companies). This trend is particularly applicable in the post-COVID world, where the digital-first 

approach has proven to be a must-have and has raised the expectations of customers about online platforms to a whole new 

level [11]. 

At the psychological level, AR is also recognized to evoke more emotional reactions and cognitive decoding than the 

traditional interfaces. Consumers feel more ownership and usability when having an experience of interacting with a product 

in the context of the simulated real environment. This is commonly known as mental product rotation or an experiential 

preview and this factor causes a steep rise in both purchase intention and satisfaction. AR therefore helps to exert its 

persuasive power besides acting as a visualization tool, that helps brand and tell stories as well as customer loyalty. 

Nevertheless, the use of AR in online shopping remains conceptual today, while in small multinational brands, it is in its 

early days. Barriers like the cost of AR development, compatibility with devices, usability, and its unfamiliarity to the 

consumers restrict their wide application. Yet, with beaten-up infrastructure and ever-growing consumer anticipations, AR 

technology is set to become a permanent component of the digital commerce picture. Moreover, current studies in the field 

of human computer interaction (HCI), interface design, and behavioral psychology are assisting in getting AR experiences 

to be as impactful as possible when it comes to influencing consumer choices [10]. 

The present paper discusses how AR can improve online shopping experience based on the study of its impact on consumer 

engagement, consumer trust, and purchase behavior. It examines the technological underpinnings as well as the psychological 

implications of the use of AR applications in e-commerce. It further puts forward novel research results on the user feedback 

of AR enriched shopping interfaces and conventional interfaces that were used to gain perspective on consumer preference, 

behavioral change and business implications. As the retail industry switches to immersive and smart interface mode, it is 

imperative to learn the ambiguity and limits of AR by the stakeholders in the digital economy. 

Novelty and Contribution  

This research should be regarded as novel insofar as it is concentrated on the consumer behavior and psychological reaction 

to the AR-based interface in real-time context of the shopping experience, but not only the technological capabilities. 

Although the application of AR in gaming, education, and industrial training has been largely studied over the past years, its 

systematical contribution towards the consumer engagement – to the retail online consumer, its effect on decision-making 

processes and consumer satisfaction with a product have been less explored. The current paper is one of the first that would 

integrate both qualitative and quantitative user studies so as to conduct a comparative analysis between the interface in AR-

enhanced e-commerce and the interface in usual e-commerce [12-14]. 

The essence of this role of AR as drawn by this work is to prove that the use of AR reduces product returns through guaranteed 

confidence and accuracy of visualization. Although, most of the salient literature on the phenomena emphasizes functionality 

and business-related consequences, this study concentrates on newness and entertainment, which are second priorities. An 

additional innovation is the inclusion of the user sentiment analysis and the metric of interaction, which enables one to have 

a balanced perspective on the work of AR both in terms of its technical and psychological effects. 
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Moreover, the research is also based on the recommendations of the design of user-friendly AR experiences in mobile 

commerce applications that could handle usability obstacles, such as system latency, device constraints, and user onboarding. 

The strategic discussion of the digital brand positioning also gets in the paper, and the way in which AR may generate long-

term competitive advantages of any company in an overcrowded online marketplace is discussed. 

On the whole, not only does this study add new empirical evidence to the emerging science of AR in business, but also 

presents a paradigm according to which it is possible to judge and consider the implementation of AR tools in the context of 

e-commerce platforms and make them reflect the needs of the latter and not just the desires of a business [16]. 

II. Related Works 

In 2025 X. Fan et.al., J. Xun et.al., L. Dolega et.al., and L. Xiong et.al., [15] introduced the past few years, the study of 

augmented reality (AR) in online shopping has become more active because of the prospect to alter the online retailing space 

radically. Most studies have been aimed at determining the influence of AR on engagement by the user, purchase intention, 

and satisfaction and trust. Initial research studies of immersive technologies have shown that a user achieves augmented 

senses and increased interactivity through AR, which support a more distinguishable and compelling shopping experience. 

These researches imply that AR is a process that enriches the virtual space by introducing the real-life modes of interaction 

with the goods that cannot apply to the conventions of the e-commerce space. 

A number of studies have been carried out to investigate how AR assists consumers in decision making through decreasing 

product ambiguity and enhancing information richness. Customers are mostly unable to figure out how a product would 

appear or operate in their actual environment in traditional IT based websites. This shortcoming is defused by AR by 

providing physical context and real-time visualization such that consumers could review products in real time. This, 

subsequently, enhances the credibility of product depiction and promotes aggressive buying pattern. A considerable body of 

evidence has been advanced that suggests that depending on the extent to which a consumer can be able to mentally simulate 

in the use of a particular product, the likelihood this consumer will end up completing a transaction is high. 

In 2020 P. Parekh et.al., S. Patel et.al., N. Patel et.al., and M. Shah et.al., [2] suggested the behavioral evaluation in the 

context of online business has shown that AR is a major contributor to the emotional interaction between the user and the 

business. This dynamic nature of being able to somehow handle and interact with 3D models generates the feeling of control 

and autonomy that are usually absent in passive browsing experiences. Affective reactions, such as joy, curiosity, and 

surprise, have been found more frequently among those users who are involved in the interfaces, which are enhanced with 

the AR. These affective feelings do not only enhance the user experience and the chances of a possible brand attachment, 

but also of subsequent purchases. Moreover, in research, the involvement of the customer in the interactive potential of AR 

features allows them to feel that the shopping process is modern and innovative, influencing the positive notion of the brand. 

AR has been demonstrated to be very useful in particular categories of products where item inspection is important including 

fashion, furniture, cosmetics, and eyewear, when considering its functional use. AR has the direct impact of virtual try-on 

systems, size estimation tools and spatial preview appearing in these contexts. Comparative research studies in consumer 

behavior with regard to various product types supported these assertions by indicating greater effect of AR in high-

involvement purchases whereby visualizing and fitting are the key factors in decision-making. The use of AR to support 

fashion retail, such as virtual fitting rooms, can be used as an illustration as that creates the possibility to see how items could 

appear on the body of the people, which decreases uncertainties regarding style, fitting and the color combinations [9]. 

The third line of study has paid attention to the impact of AR on perceived value and purchase intention. It was found that 

AR can increase perceived quality and utility of a product regardless of the specifications of that commodity staying the 

same. It is explained by the fact that theerial context generated using AR strengthens the perception of reality and value of 

the experience. This drives the consumers to rate the products view on enhancing environments higher than those viewed on 

still image galleries. And the immersiveness of AR interfaces boosts the time-on-page and the click-through rate, which are 

the key metrics showing the user engagement and intent. 

Regarding usability, the recent studies have delved into the learning curve in adoption of AR. Although younger users who 

have high digital literacy levels would adjust to AR app use easily, there would be some friction among the older user or less 

tech-savvy groups. Evidence reveals that this problem can be addressed by straightforward onboard processes, instructed 

interactions and embracing smart UI design. Besides, with the improvement of smartphone penetration and processing power 

in the global market, access to AR technology is becoming more and more accessible, which qualifies it to become a solution 

to more people. Other studies also find that performance issues of AR including model realism, motion tracking, and device 

compatibility is an important factor in user satisfaction and subsequent usage. 

Another parallel discussed in modern researches is the correlation of AR with customer support request and the returning 

rates. It has been shown that consumers who have gone through the AR features hesitate to return products because they 

have a clearer picture of the product before buy. This is directly related to the efficiency of the operations and cost of customer 

service. When customers apply AR tools, retailers receive fewer post-purchase complaints and exchanges, particularly where 

visual and spatial correspond are considered. 
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In 2023 E. Mendoza-Ramírez et.al., J. C. Tudon-Martinez et.al., L. C. Félix-Herrán et.al., J. De J Lozoya-Santos et.al., and 

A. Vargas-Martínez et.al., [7] proposed a product is emerging of knowledge on the commercial effect of AR on brand strategy 

and competitive benefit. The retailers using AR solutions have said that it resulted in higher levels of conversion, order value 

on average, and customer retention. Such are coupled with the newness and diversification that AR brings to an otherwise 

saturated digital market. The use of the AR in marketing campaigns is also discussed in studies with much attention paid to 

its usefulness in storytelling, influencer marketing, and interactivity of a promotion. 

Lastly, there have been recent studies that shifted towards determining the long-lasting effect of AR on consumer anticipation 

and action. Since more people are being exposed to the benefits of an interactive shopping process, their expectations 

concerning digital interfaces are also changing. Not only does AR improve the transaction between the two participants, but 

it also conditions the future of online shopping by changing the expectations of the customers regarding convenience, 

interactions, and customization. AR is also being considered to develop adaptive and intelligent shopping environments 

where shops dynamically adjust based on the preference of the user, with support of artificial intelligence and real-time data 

analytics. 

Taken together, these studies can enable one to have a full picture of value-addition that AR has brought to online shopping. 

The literature body of knowledge reinforces the statement that AR is not a visual improvment, rather, a new type of strategic 

tool that helps change buyer psychology, operational efficiency and brand distinction. AR will probably become a critical 

part of the development of the next generation of consumer experiences, as digital commerce keeps developing further [8]. 

III. PROPOSED METHODOLOGY 

The methodology adopted for implementing Augmented Reality (AR) in online shopping integrates real-time rendering, 

camera calibration, marker detection, and personalized product visualization. At its core, the system combines computer 

vision and geometric transformation models to align digital objects within the user's physical environment [6]. 

The process begins with camera calibration, which corrects lens distortions to ensure accurate spatial rendering. The 

calibration uses the following intrinsic parameter matrix: 

where  and  are focal lengths, and  is the principal point. These parameters are essential for mapping 3D coordinates to 2D 

projections. 

To render virtual objects in physical space, we use the homogeneous transformation matrix. 

Here,  is the  rotation matrix and  is the  translation vector. This matrix maps object coordinates from world space to camera 

space. 

For AR marker detection, the binary image is thresholded using adaptive Gaussian filtering. The thresholding is expressed 

as: 

where  is the intensity of the image at position  is the local mean, and  is a constant. 

Once the markers are identified, feature extraction and matching are done using ORB descriptors. The matching score  

between two feature sets is: 

where  and  represent the feature descriptors of image A and B respectively. 

The next step involves perspective projection, where a 3D point  is projected onto a 2D screen using: 

This projection ensures that the virtual product appears in a realistic position and scale relative to the environment. 

To optimize rendering performance, the algorithm incorporates Z-buffering for hidden surface removal: 

where  is the depth value stored at pixel , and  represents depth values of overlapping objects [5]. 

For dynamic interaction, we model user gestures (swipes, pinch-zoom, rotations) using transformation matrices. A basic 2D 

scaling transformation is given by: 

where  and  are the scaling factors along x and y axes. 

Lighting estimation is applied using Phong reflection model to simulate realism in rendered objects. The intensity  at a surface 

point is: 

Here,  are the ambient, diffuse, and specular coefficients, and  are the corresponding intensities.  is the light vector,  the 

surface normal,  the reflection vector, and  the view vector. 

In order to evaluate interaction accuracy, the system minimizes reprojection error during object placement using: 

where  is the actual projected point and  is the estimated projection. 
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FIGURE 1: WORKFLOW OF THE AR-BASED ONLINE SHOPPING ENGINE 

To manage large product libraries, the rendering pipeline is enhanced with Level of Detail (LoD) simplification, expressed 

as: 

where  is a mesh version,  the rendering cost, and  the visual fidelity. 

Finally, backend integration includes cloud-based storage and real-time analytics. Latency minimization is modeled by: 

where , and  are delays in sensing, rendering, and processing respectively, and  is the network bandwidth [3]. 

IV. RESULT & DISCUSSIONS 

The introduction of the state-of-art online shopping platform with AR integration made it possible to achieve impressive 

positive changes in user experience and shopping behavior parameters. According to the experiment in 150 participants on 

two interfaces, namely traditional and AR-enhanced, a uniform pattern occurred where the users, in the case of AR, showed 

a better level of engagement, decreased amount of time consumed in decision-making, and an overall lower rate of product 

returns. The improvement of the amount of time users spent on it was one of the most important observations. Figure 2: The 

average time spent on the platform (diagram: Traditional vs AR Interface) indicates that those using the AR system could 

interact with it in average of 6.7 minutes per session, in comparison to 3.9 minutes when using the non-AR platform. This 

means that the immersive interface will draw attention and use it more to research products with greater intensities. This 

immersion came as a more confident and satisfying user journey. 
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FIGURE 2: AVERAGE TIME SPENT ON PLATFORM 

Besides the engagement measurements, the satisfaction rate among users was also measured through post-experience surveys 

on a 5-point Likert scale. The average scores between the group with AktivRespirer (AR) and the control group were 

significantly higher in parameters such as ease of use, realism and decision confidence. Such distinctions are well-

demonstrated in Figure 3: User Satisfaction Scores on key parameters, that shows the better position of the AR system over 

perceived visualization quality, usefulness, and ease of usage. It was all about vivid representation of virtual goods in the 

real world, which resulted into what some users termed as shopping with certainty. It was recommended that where users 

could see how the item would actually fit in space or fit on a personal level, they did not hesitate as much and were no longer 

as reliant on customer ratings. 

 

FIGURE 3: USER SATISFACTION SCORES ON KEY PARAMETERS 

The level of the product returns was also found to differ significantly between the two systems as it is a significant business 

indicator. The AR interface resulted in a 47 percent reduction in the product returns as indicated in Table 1: Comparison of 

Return Rates between AR and Non-AR Interfaces. The given table provides comparison regarding three product categories, 

including furniture, fashion, and cosmetics, on two interfaces. In the case of furniture, the rate of returns reduced to 10 per 

cent using AR, fashion to 9 per cent and cosmetics to 7 per cent. This implies that whenever the consumers can imitate the 

look, location or even fit of a product, the likelihood of the consumer experiencing this mismatch between reality and 

expectation when purchasing will be minimal. 

TABLE 1: COMPARISON OF RETURN RATES BETWEEN AR AND NON-AR INTERFACES 

Product Category Return Rate (Non-AR Interface) Return Rate (AR Interface) 

Furniture 21% 10% 

Fashion 17% 9% 

Cosmetics 14% 7% 

 

Further conversion reports reveal that chances of a user moving to checkout when accessed using the AR enhanced interface 

were higher by a factor of 29 as opposed to the traditional users. The AR platform performed better than the other categories 

tested as shown on the graph 4: Conversion Rate Improvement with AR Integration. The responses received by the users 

were especially high in purchases that are high involvement such as home decor and fashion where the visual fidelity is 
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highly needed. Based on the three-week interaction logs, the following is a diagram that clearly depicts that the addition of 

AR is not merely a gimmick but one that would promote the digital sales optimization. 

 

FIGURE 4: CONVERSION RATE IMPROVEMENT WITH AR INTEGRATION 

On the basis of usability, the system was evaluated in its smoothness of navigation and promptness. The responses collected 

in the form of session recordings and feedback form displays also indicated that most people could learn the interface fast as 

84 of them managed to learn how to use the AR tools within 2 minutes. The younger demographics gave the best satisfaction 

in usability although on short tutorials old users became more confident. Table 2 Usability Feedback Comparison across Age 

Groups relates the distribution of the responses according to three age categories; under 25, 25-45, and 45+. The experience 

was rated at 4.6 by most users under age 25 and 4.1 by the largest number of users over 45, meaning that whereas everyone 

can access the experience, some slight changes in UI design would make it even more inclusive. 

TABLE 2: USABILITY FEEDBACK COMPARISON BETWEEN AGE GROUPS 

Age Group Avg Satisfaction Score (out of 5) Avg Onboarding Time (minutes) Positive Feedback (%) 

Under 25 4.6 1.4 91% 

25–45 4.4 1.8 86% 

Above 45 4.1 2.2 79% 

 

The second important observation made as the testing was carried out is the emotional involvement of the users with the AR 

interface. Most participants have reported playing with the experience as being "realistic" and playful, with some reporting 

that it made them feel like they owned the product before they had even bought it. The qualitative understanding rests on the 

conclusion but helps to explain the quantitative part and shows the strength that AR has in developing emotional links 

between customers and products, which cannot be achieved by traditional browsing rectangles. Consumers said they had 

more confidence that the quality of the product will be good because they could visualize it interacting with their 

environment, e.g. experimenting with a lipstick on a live face, seeing a dining table in their kitchen [4]. 

The response data also showed that there was social sharing behavior that was promoted by the feature of AR. Approximately 

36 per cent of participants showed some pictures of their AR interactions with friends or families seeking their comments 

prior to an acquisition. The secondary advantage of AR is this new type of digital word-of-mouth that serves as an additional 

aid, promoting brand awareness and enagaging the community in a natural way. Companies that implement brands with the 

use of AR can therefore have not only an increased conversion but an indirect marketing through user excitement. 

V. CONCLUSION 

This paper affirms that augmented reality performs a critical role of transforming online shopping by enhancing the 

visualization of products, consumer confidence, and low rate of returns. The combination of AR in the e-commerce market 

offers utilitarian and emotional satisfaction that enhances the shopping experience. Some barriers can still be defined as 

technical, but with the current rate of use and consumer feedback, it is clear that AR is becoming the next big trend in digital 

retail. The optimization of the possibilities of such efficient technology should be taken into account by the retailers who 

want to remain competitive in the atmosphere of the struggle and necessity to keep abreast 
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