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ABSTRACT

Augmented reality (AR) is a nascent interactive technology rapidly revolutionizing the
marketing field, particularly in the online retailing industry, as it enhances the online
shopping experience by offering immersive product-related information. Driven by its
increasing popularity in the online retail space, there has been significant growth in
academic research on the topic. Considering the growing interest of practitioners and
scholars in this emerging field, the thesis starts by offering a holistic overview of the
past, present, and future of AR in marketing (ARM) in general. The thesis enriches the
ARM scholarship by integrating a quantitative bibliometric analysis with a
chronological-thematic review and a qualitative content analysis to develop a more
comprehensive understanding of this novel area. The bibliometric analysis reveals the
key performance indicators as well as the social and conceptual structure of the ARM
research field. The chronological-thematic review exhibits the advancement of ARM
research over time and forecasts the emerging trends for the domain. Finally, the
content analysis of recent articles reveals the current research hotspots and provides
future research directions. After exploring the wide deployment of AR in marketing and
acknowledging the increasing use cases of AR in online retailing, the thesis proceeds by
consolidating the existing literature on AR in online retailing. For this, the thesis
conducts a hybrid systematic review (integration of a structured and a framework-based
systematic review), highlighting the development of AR in online retailing in terms of
publications, dominant methodologies, theories, and research focus to assist scholars in
navigating the topic of AR deployment in online retailing. The thesis also proposes a
comprehensive drivers, barriers, and consequences (DBC) framework featuring the

tested and proposed variables for future research.



Additionally, gap analysis is done using the TCCM approach on theory (T)
development, the context (C) of existing studies, characteristics (C), and methodological
(M) approaches. The gap analysis reveals a dearth of knowledge on the brand-related
outcomes of AR in online retailing for different product categories (self and
surrounding conditions) and two key product display formats: AR and 3D. Moreover, it
is analyzed that the literature narrowly explores the perspective of different stakeholders
towards AR in online retailing, building a knowledge gap between the managers and the

customers.

To bridge this gap, the thesis conducts a first-hand exploration of the different
perspectives of stakeholders on AR deployment in online retailing (Study 1) by
conducting a multi-method study. The study comprises of document content analysis,
customer review analysis, and semi-structured interviews with 33 stakeholders,
including AR developers, managers of AR-induced online retailing brands, and
customers with three different levels of AR exposure in online retailing. A research
framework stemming from the literature gap analysis and the findings of Study 1 is
proposed, which is then empirically tested in Studies 2 and 3. The thesis empirically
validates the proposed framework for two formats, 3D and the AR product display, and
tests the application of these two formats for two distinct product categories, self (Study
1) and surrounding product categories (Study 2). The results reveal that AR-based
product displays, compared to 3D, positively trigger media features (such as perceived
informativeness and ease of imagination) and consumer psychological factors (e.g.,
psychological ownership and decision comfort). Moreover, AR-based product displays
also trigger much positive brand-related (e.g., customer-brand engagement and brand-

usage intent) and purchase-related outcomes (willingness to pay a price premium)

vi



compared to 3D displays in both the self (Study 2) and surrounding augmentation

(Study 3) conditions.

The findings and an elaborative implications section of the thesis can benefit AR
developers and brand managers in understanding the current AR landscape and in
making strategic decisions based on the implementation and usage of AR in online
retailing. The implication section also offers guidelines for stakeholders on designing an
effective AR-induced online retail platform. Additionally, the thesis lays out potential
theoretical implications with research ideas and research questions for future scholars

venturing into the novel field of AR in online retailing.
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3T RAfrd) (AR) T 718 Sedfded dobeiie & w0 & IHI &, Sl doll & JrebfeT
& Y e ! 7, [y TU F sffamga Refer 3@ 8, wifs g5 3uRfa Sarg
TSR UM TR Tz MU I DI FeTdl 5| TTargT Refei wrsi &
g% ol T Fgd I F ARG B, AR TR 3(bIeHd MY H dofl 3118 81 39 IHA
TU &7 T snaraadiell ofR fIgHl 3 el 3 3 &9 # I@d §U, I8 WY TeY
T & &3 H AR (ARM) & 3{cld, THH 3R HIAS & T =B H1 U=
HA §1 U8 MY Y'Y ARM & G0 SR fapRid My Npsd & FY-91y 395
AT 3R IR TRA1SH 1 fARdyor 3 o & MY &1 URd It 81 T8
fa=eUr 5 & 1 S TP T AP Rid P IR Ui & MY UTeIeh ] P

g4 ¢ TR, ARM BEGRI DI THG FHR! ¢ | TG fa=ewor ARM Y & & Tgd

TeR Thda! SR IS SR aaTRS ST $I Yobe Al | I8 MY T &
T ARM &1 T 1 UeRd et 8 3R SHRA S5l o1 qafgue ot 81 3id 3,
T & el & A} fI=eur § aaH 2Ny giewdic 1 ual Iedl & SR Hidw &
0y =M g a8 |

HIBIT & & H AR & oD IJUIN Bl @ISl B & §1E, Tg MY Faiy s
fefei & AR WR ANl Wit &) U gefors suafya wfien (U Wi ok &
FERAT-MYTRT IR THIET BT TDHIHRON) AT PRb WP ¥0 T IA™d
HA B, o UHIRH, U Uiadl, Rigidl & deu & offarga Refdm & AR &
AT TR YT ST § dlfs fagl b SHFars Refe # AR & SUART & fawa
W Afdie B H Ferdl e 9 | U5 QY yey 3fiens Refeim # AR & IuaNT
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P! THIFAd H ardl AT =R & o aef BT Tga &+ & g HidsT & MY &
fou odemr SR wRaifad =R @) AV 9T U U =Tdds, 1T iR uRumH
(STeih B o1 TRaTd SRAITTH E¥HI01 BT ST B Bl 6|

3R fazawo & faft Iarg AR (ad ok sraury ) fRufaadh) ok & e
UG UGRH URSU: AR 3R 3D IdIG e & forw sifargd Refem & AR
RS & sis-Tae aRomdl &R I 3 FH BT UaT gadl 31 9P S,
g siarg Refem & AR & ufa ol feauras & edHior o1 Joil wu 9
el 8] Il &, TOre Uafereh 3R ATgehl & oite Tob 3fcR Ul el ¢ 59 3R Bl
ured & fo, U8 MY Uely XATaS WA faRelur, Tree gHlan faawor iR 33
fRdeRel & Iy f-RfId HaThR! Jfed Th §g-fafe sregze siaford b
i RefelT (3reaam 1) # AR IR R RauR®! & faft efPoion &t
Gl Bt 7, ford AR SIAu, AR-IRT sifems Refef siet & ueuss, ok
3ffFamg R H AR THRIUISR & diiF 1eRT-SfelT WY aTet T8 <M 3|

I SiaRTe fa=eioor SR e 1 & sl ¥ SUd T WY TRl UdTfad &1
TS 7, ford fihR sremem 2 8k 3 & Svaey U ¥ URET T/ 81 I8 MY Uey &
UREUY, 3D 3R AR 3G UERH & oW Uifad Ared &l sHaed 0 4 71

HRAT 7, 3R & IAS-3eT IdTe AN, WG (31T 1) IR U & IS
O (3remrT 2) & 7T 377 <) URSTY 3 SIUANT BT URI&T0T Bt & | GRUMH §aTdl &
f3 3D B T T AR-3MTRA I TR, Ffean giaensit (o BT e
3R HeUT P MY 3R IUHTT FAIATNSG BRB] (S, AAIGTIS Wi
3R Uy 3RM) & YHRIHAF Y ¥ IR Hd &1 3D 3ATdl, AR-3RA




3are UeRiF i T (31 2) 3R UM & TagH (31 3) 1 Rufoat 7 3D

X &1 ga ¥ 9gd it RIS sie-dadl (o, TeH-518 Jerd 3R Fie-
JUANT TR 3R WiIe-Heeh aRom (@Hd MEs &1 YITae &1 B 330) B
R aRd |

9 MY UeY & Fpd 3R faxga ffgand sumT AR Saaud iR si veus! 3
qAHH AR URET B GRS 3R 3iargd Refein & AR uRFRIeH SR IuHiT
OcH & YR W WHIfae ofa a3 & Y ugen I6d &1 59 sifalad, a8 2y
ydy Hiaw & gl & fre My faRT ok Raure! & o te et ar-ORd
Siarsd Red wewiH feume o1 & fou fe=n-Mden & ar gvifda deifas
el TR et &
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