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Abstract: 

With the growth of technology and changing circumstances, augmented reality 
(AR) is a potential and developing sector in the marketing research and practise 
industry. Due to a lack of relevant literature on how AR apps can affect consumers' 
purchase behaviour towards beauty and personal care products, the purpose of this 
study is to investigate the impact of mobile augmented reality services on 
consumers' purchase intention in the beauty and personal care industry. The study 
identifies customer attitude as a moderating component between consumer 
technological adoption and incentive to utilise AR.  
This research presents a theoretical framework based on the extended TAM model. 
A quantitative research study was executed, using a deductive research approach. 
To increase the response rate and collect standardized data from the participants, 
a survey research method was implemented. A beauty and makeup AR mobile app 
called "Sephora" was used as a stimulus to do the questionnaire survey. Smart PLS 
was used to do data analysis. 
This study found that in the field of fashion and beauty makeup, perceived 
intrusiveness and perceived ease of use are more relevant to change consumer 
attitudes towards intention to purchase. AR technology can also encourage 
attitudinal behavior, which can directly affect their intention to purchase. Finally, 
when using mobile AR technology, consumers with different levels of attitude and 
motivation to use AR in beauty products will gain different perceptions of their 
purchase intention. 
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Introduction 

During the last few years, the marketing and advertising world has 
experienced a change in the digital world called augmented reality (AR). AR is a 
blend of the real and virtual world using technologically generated data and can 
create a positive consumer experience. AR acts as a solution for the problem arising 
for consumers going for online purchases. It is being observed that online shoppers 
face the trouble of not being able to test the products before purchasing them, which 
in turn ends in their disappointment when they try their newly purchased product 
for the first time. Augmented reality apps for marketing are now solving this 
problem, as it helps the purchaser virtually try the product before purchasing it, 
eventually leading to customer satisfaction. The strategists have predicted that the 
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Indian market for Augmented Reality and Virtual Reality will grow from $1.83 
billion in 2020 to a CAGR of 38.9 % by 2027 (Research and Markets, 2021). 
Augmented Reality (AR) is a new mobile technology platform that has evolved as 
a powerful, interactive tool for delivering visual product information. AR is a 
development of 3D technology, which allows for a 360-degree view of virtual 
items. AR incorporates the virtual product into the actual surroundings of the 
customer, making it simpler for the user to visually inspect things in their own 
physical settings. AR has recently been identified as a prominent digital market 
trend in a variety of businesses, including Ikea, Tiffany & Co., Converse, and the 
beauty industry. AR services let customers to test on cosmetics or other 
merchandise. 

According to Kowalczuk et al. (2021), incorporating augmented reality into 
e-commerce can enhance the consumer's experience and add a unique touch to the 
purchasing process. Moreover, AR technology promotes the shift from offline to 
online shopping, and it is expected that customers will be more willing to try and 
purchase experiential products like food, cosmetics, or medicines (Hsu & Chen, 
2018). An example of an AR-based app in the cosmetics industry is the MyGlamm 
app. This app allows users to browse cosmetic products from different vendors and 
try them on using their cellphone camera and AR technology. Consumers can 
experiment with various products, such as lipstick, mascara, and powder. 

Prior research on AR has highlighted its favourable impacts in a variety of 
fields, including education (Liou, Yang, Chen, & Tarng, 2017), gaming (Kogan, 
Hellyer, Duncan, & Schoenfeld-Tacher, 2017; Morschheuser, Riar, Hamari, & 
Maedche, 2017), and tourism (Chung, Hand, & Joun, 2015). This study closes a 
knowledge gap in the literature on mobile AR technologies in the cosmetics sector. 
This information will not only aid in the e-development of brands, but will also aid 
in the growth of merchants in the beauty sector, offering the required competencies 
for the expansion and use of this interactive technology. In terms of marketing 
strategies, the study of consumer characteristics gives the information basis for 
marketers to construct marketing strategies, making it simpler for them to formulate 
marketing strategies that are advantageous to the brand for different customers. 

Marketers have extensively researched the potential uses of AR, but certain 
areas of marketing still lack sufficient theoretical evidence. In particular, the impact 
of mobile AR services and cultural characteristics on consumers' purchase 
intentions, attitudes, and satisfaction with environmental stimuli requires further 
investigation. According to research by Javornik (2016) and Watson et al. (2018), 
these factors are crucial in shaping consumer behavior. 

This research has two major objectives. To begin, we want to use the TAM 
model to investigate how a mobile AR service influences purchasing intentions. 
Second, we want to identify hedonic motivation as an independent component that 
impacts the effect of AR on purchase intentions indirectly. The study includes a 
theoretical framework, a research model, the creation of hypotheses, research 
methods and analysis, findings, discussions, and conclusions. Finally, we offer 
topics for further investigation and recognise the study's shortcomings. 
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Literature Review 
Theoretical Background of Augmented Reality  

Augmented Reality (AR) is a part of technology that provides consumers 
with distinctive and engaging experiences of using the product in virtual or 
augmented reality, amalgamating the characteristics of both the real and virtual 
worlds (Lamantia, 2009). The digital platform is leapfrogging businesses to a new 
dimension. As technology advances, the implementation of AR is also rising, 
making it one of the preferred modes of B2C marketing. AR has the potential to 
create value for both customers and retailers (Huang & Liu, 2014). The application 
of AR in the retail industry will increase consumer engagement and online 
consumer experience, which will help the consumer buy the product (Pantano, 
2009; Pantano & Timmermans, 2014).  
Augmented Reality and Online Marketing - 

Pantano et al. (2017) study on the behaviour of consumers during online 
purchases through AR highlights that the application of AR in online retailing 
positively influences the consumer's purchase decision. This study can help 
marketers plan their strategy following the country's economic conditions and the 
business's location. It is observed that the taste and preferences of the consumers 
differ between countries, where one can focus on elements of enjoyment, and the 
other can focus on product quality and the platform's functionality. 

According to Poushneh et al. (2017), AR technology can have an 
unfavourable effect on consumers' purchase decisions if there is a dissimilarity 
between the expectation of the product in mind and the experience they acquire 
after utilizing the product. For instance, the low-quality AR application makes it 
difficult for consumers to interact with the product, leading to consumer 
dissatisfaction and decreasing customer satisfaction. Therefore, the more enriching 
the consumers interact with the product through AR technology, the more the 
chances of getting them to purchase the product.   

It is observed in different studies that the intrusiveness of too much 
information can negatively affect consumers towards the brand, which may impact 
the final purchase decision. For example, previous studies have noted that the 
intrusiveness of information regarding personalized or location-based 
advertisements has impacted consumers negatively, leading to a decrease in 
purchasing behaviour (McCoy et al., 2008; Baek & Morimoto, 2012; Doorn & 
Hoekstra, 2013).      
Research Model and Hypotheses 

The model for this study is developed using Technology Acceptance Model 
(TAM). The researchers have developed the TAM model, which describes the 
application of technology and its effect on the consumers' various behavioural 
intentions with respect to the psychological and sociological part (Gefen & Straub, 
2000). Based on the above literature, the following conceptual model has been 
designed, and the hypotheses are as follows: 
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Figure 1: Conceptual Model 

H1: Hedonic Motivation influences attitude to use AR to purchase beauty products 
H2: Perceived Intrusiveness influences attitude to use AR to purchase beauty 
products 
H3: Perceived Ease of Use influences attitude to use AR to purchase beauty 
products  
H4: Perceived Telepresence influences attitude to use AR to purchase beauty 
products  
H5: AR-oriented attitude influences purchase intention of beauty products 

 
Research Methodology 

Research Design   
A quantitative research study has been executed. As sufficient theories were 

found to develop the hypothesis, therefore deductive research approach was 
implemented in the study. An explanatory research design has been performed in 
this study, which helps to understand the relationship between the constructs. To 
increase the response rate and to collect standardized data from the participants 
efficiently and economically, the researcher has implemented a survey research 
method for this study.   
Data Collection and Procedure   

The present study was based on both primary and secondary data. The 
secondary data was collected from various books, journals, and articles. The 
secondary data was employed to explore previous studies and theories, with the 
help of which a literature review was extracted. The primary data was gathered 
through a survey. Finally, the researchers collected the data to acknowledge the 
research purpose and objectives.  
The primary data was collected by filling up the questionnaire through Google form 
from the participants who have purchasing experience with Sephora using AR 
technology before the purchase by the consumers. For three months, the online 
survey was performed from September 1 to November 30, 2022. 
Sampling Technique  

The population determined for this study was individuals belonging to 
Generation Y and Generation Z from India. This Generation was selected as they 
are technology savvy (Immordino-Yang, Christodoulou, & Singh, 2012; Martin, 
2005) and are extremely brand-conscious and demanding consumers with a higher 
purchasing power (Straus, Howe & Markiewicz, 2006; Morton, 2002). The study 
sample consisted of participants aged between 18 and 42 years old. The sample size 
for this study is 210 participants. Since the research was based on online lipstick 
shopping, women participants were considered. The researchers used the self-
selection sampling method. The persons who wanted to participate in the study 
were approached by sending the Google form link through various online platforms 
like email, Facebook, Instagram, and WhatsApp.    
Research Instrument  

The questionnaire developed for this study was a self-administered 
structured research questionnaire. The questions asked in the questionnaire were 
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closed-ended. The items of the research questionnaire were taken from previous 
studies - Hedonic Motivation (Hassanein & Head, 2005), Perceived Intrusiveness 
(Li et al., 2002b), Perceived Telepresence (Fiore et al., 2005), Perceived Ease of 
Use (Davis, 1986), Attitude towards Use (Li et al., 2002a) and Purchase Intention 
(Bearden et al., 1984). The questionnaire was measured on 7 points Likert scale 
ranging from 7, "Strongly Agree", to 1 ", Strongly Disagree". The statistical 
modelling tool used for the study was analyzed by partial least square equation 
modelling (PLS-SEM).  

 
Results and Interpretation 

Assessment of Reliability and Validity  
To develop a structural measurement model, convergent validity, 

discriminant validity and reliability of indicators were considered. To test the 
reliability of the construct, the researchers used Cronbach's Alpha and Composite 
Reliability (CR). Table 1 shows that Cronbach's Alpha was higher than the 
recommended value of 0.7 (Cronbach,1951), and the score of composite reliability 
was higher than the threshold of 0.5. Furthermore, reliability and validity results 
and factor loading show that all the constructs' Average Variance Extracted (AVE) 
is higher than 0.5 (Hair et al., 2017). Thus, results indicate that the reliability and 
validity are well established. 
 

Table 1: Reliability and Validity of Conceptual Model 
 

 Constructs 
Cronbach's 

Alpha 
Composite 
Reliability 

Average Variance 
Extracted (AVE) 

AT 0.792 0.865 0.619 
HM 0.791 0.859 0.607 
PEOU 0.758 0.846 0.584 
PIN 0.977 0.980 0.924 
PT 0.952 0.965 0.873 

Note: AT - Attitude towards Use, HM - Hedonic Motivation, PEOU - Perceived 
Ease of Use, PIN -Perceived Intrusiveness, PT - Perceived Telepresence. 
Source: Own Calculation, Feb 2023 
 

The Heterotrait-Monotrait (HTMT) ratio (assessment of similitude between 
two dormant variables) has been tested to test the discriminant validity. As per the 
previous research done by Bag et al. (2020), to expand discriminant validity, the 
HTMT ratio of each dimension should be less than 0.9 (Henseler, Ringle & 
Sarstedt, 2015). Table 2 provides the result of the HTMT ratio, which further 
solidifies the acceptance of the discriminant validity. 
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Table 2: Discriminant Variable Heterotrait Monotrait (HTMT) ratio 

 AT HM PEOU PI PIN PT 
AT             
HM 0.479           
PEOU 0.653 0.217         
PIN 0.325 0.141 0.106 0.326     
PT 0.309 0.301 0.130 0.117 0.765   

Source: Own Calculation, Feb 2023 
 
Testing of Hypotheses: 

After the measurement of the outer model, the result of hypothesis testing 
was performed. The relationship between the different constructs is presented in 
Figure 2 and Table 3. The result reveals that Perceived Telepresence, Perceived 
Intrusiveness and Perceived Ease of Use have a significant positive association with 
consumer attitude, ultimately influencing the purchase intention of beauty and 
personal products in this age of technology. The result confronts the study of Han 
& Conti (2020), who found positive influences of telepresence on attitude and 
perceived ease of use towards the attitude development to use technology (Bag et 
al., 2020). Further, McCoy et al. (2017) also observed that intrusiveness 
significantly influences consumer attitudes to using online ads to buy necessities. 
However, the result of the study also depicts that hedonic motivation negatively 
influences user attitudes toward AR-related purchase intention, which confirms the 
study of Novela et al. (2020). But this result differs from the study of Anand et al. 
(2019), who found that hedonic motivation is the key attribute that drives consumer 
satisfaction positively and influences attitude and perception. Finally, the result 
depicts a positive and significant relationship between attitude and purchase 
intention with special reference to online shopping through the AR process, which 
is also found in the study by (Zhu & Kanjanamekanant, 2021). 
 

Figure 2: Path Analysis Model 
Table 3 Result of testing of hypotheses 

Hypothesis Paths Co-efficient with P -
value 

Remarks 

H1: Hedonic Motivation → 
Attitude to use 

-0.356 (0.01) Negatively 
Significant 

H2: Perceived Intrusiveness → 
Attitude to use 

0.384 (0.01) Significant 

H3: Perceived Ease of Use → 
Attitude to use 

0.462 (0.01) Significant 

H4: Perceived Telepresence → 
Attitude to use 

0.130 (0.05) Significant 

H5: Attitude to use → Purchase 
Intention 

0.562 (0.01) Significant 
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Conclusion And Implication 

In according with the previous studies, this study fulfils the previous gaps, 
which is whether implementation of AR technology can improve consumer 
engagement and therefore improve purchase decisions of consumers in the Indian 
BPC sector, and also identifies factors influencing the consumers. According to our 
study, hedonic motivation, perceived intrusiveness, perceived ease of use, and 
perceived telepresence positively develop a consumer usability attitude towards 
products, leading to a final product purchase.  

The results of this study show us that implementing AR is beneficial for the 
consumers and economically benefits the organization by driving more sales and 
increasing consumer willingness to buy online (Fiore et al., 2005). However, in 
previous research works, it was evident that through continuous development of 
technology and software quality of AR needs to be improved, which will ensure the 
attraction of new consumers also retain old consumers, which in the long run will 
become a sustainable advantage of the organization over its competition (Kang & 
Young, 2014; Poushneh, Vasquez-Parraga & Arturo, 2017).  

The results of the study depicts that individuals motivated primarily by 
pleasure and enjoyment may have a more negative attitude towards technology use 
than those motivated primarily by utilitarian factors. This unfavourable association 
might be attributed to a preference for short-term pleasure over long-term 
advantages, as well as the possibility of excessive or addicted usage, which could 
lead to severe repercussions.  

Overall, perceived intrusiveness is an important aspect that might influence 
consumers' views towards technology use. Understanding the elements that 
determine perceived intrusiveness, as well as how it interacts with other individual 
aspects, can assist researchers and practitioners in designing more effective and 
user-friendly technology. 

According to these findings, if a technological system is regarded to be 
simple to use, people are more likely to utilize it. Furthermore, PEOU would boost 
PU, which would lead to a more positive attitude towards technology. since a result, 
organisations that build technology systems should ensure that the systems are 
simple to use, since this increases the possibility of user adoption and good attitudes 
towards using the systems. 

Moreover, the use of augmented reality technology in the purchase of 
beauty products has the potential to improve the consumer experience, and 
perceived telepresence can be a crucial element affecting attitudes towards the 
usage of augmented reality in this context. Customers are more likely to be 
favourable about employing AR technology in beauty product purchasing if they 
feel present in the virtual world. 

This study provides a theoretical foundation for market practitioners to 
develop marketing strategies. First and foremost, marketers may utilise this 
technology to create AR mobile services for beauty companies that provide a more 
intensive and personalised online buying experience. Second, based on the study's 
findings, technology developers may concentrate on developing distinct AR 
features that have the greatest customer motivation and perception to adopt this 
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technology in beauty businesses. Finally, this study investigated consumer attitudes 
in order to gain a better understanding of the intrusiveness and ease of use of mobile 
AR services. To attract more customers, marketers must grasp the characteristics of 
consumers and expand the features of AR connected with the characteristics of 
consumers while executing a marketing plan.  As a consequence, AR may enable 
marketers to present their customers with an immersive experience. 

With the use of interactive technology, the business may get closer to 
customers and give assistance and entertainment while online purchasing. AR can 
potentially lead to future tool reuse behaviour, resulting in long-term consumer 
connections. Furthermore, AR can be used as a mobile-based service that can be 
accessed at any time and from any location, eliminating location and time 
constraints. As a result, the company may use inexpensive and extensive 
technology as a marketing technique. It may also become one of the most widely 
used marketing techniques. 

 
Limitations of the study: 

First and foremost, the survey is aimed at young customers. Future research 
may be undertaken on customers of various ages. Second, the study's constructions 
are based on technical acceptability; if it had considered consumers' emotional 
constructs and the utility of AR, the results would be more fascinating. Finally, 
because AR is integrated into people's lives, future research must include 
demographic characteristics that are not limited to millennial consumers. 
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