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A B S T R A C T

Although online stores extend the traditional offer of the brick and mortar ones, the limited possibilities to
virtually try the product before the effective buying makes the online purchase decision a complex process for
consumers. Therefore, online retailers face new challenges for supporting consumers consisting of the
introduction of advanced technologies such as augmented reality systems. The present study investigates the
effect of augmented reality technologies on consumer behaviour within the online retail environments, by
comparing two different cultural settings. Drawing upon the technology acceptance model (TAM), new
constructs related to the technology characteristics (e.g. quality of information, aesthetic quality, interactivity,
and response time) developed a new conceptual model. This model has been tested for a new technology for
virtual try-on (a smart mirror for virtual glasses). Focusing on young consumers, data collected in Italy and
Germany yielding a total of 318 participants was used. Findings across these two markets reflect cross-market
similarities, but also dissimilarities, related to consumers’ motivation to employ augmented reality systems for
supporting their online purchase decision. These insights should prove helpful to retailers in better manage the
online channels, that could be easily extended to the mobile one.

1. Introduction

Due to the rapid advancements in technology, also retailers are
increasingly aware of the benefits of technological innovations provid-
ing a variety of systems, such as such as self-service technologies
equipped with interactive touch screen displays, 3D virtual reality
systems, mobile apps, etc. (Sha et al., 2013; Papagiannidis et al., 2014;
Blázquez, 2014; Demirkan and Spohrer, 2014; Dennis et al., 2014; Rese
et al., 2014; Pantano, 2016). Past literature in consumer behaviour
largely investigated the role of these innovations in consumer decision-
making, by considering the new technologies as decision support
systems and drivers of positive evaluations of the shopping experience
(including satisfaction, enhanced purchase decisions, and of loyalty to
retailer) (Koufaris, 2002; Fiore et al., 2005a, 2005b; Hernandez et al.,
2009; Kim et al., 2011). Although these studies provide evidence of the
extent to which consumers are influenced by the new technologies
available in retail settings, this study emphasises the promising role of
augmented reality. While it has been successfully introduced in other
sectors like tourism to influence consumers buying decisions (in terms
of the choice of the destination) (Chung et al., 2015), the benefits of

augmented reality in retail settings is still under investigated.
When it comes to e-commerce adoption industries selling in

particular high-involvement products such as clothes tend to lag behind
(Blázquez, 2014). The lack of direct experience in touching, feeling,
smelling and trying on an item makes the evaluation difficult and may
negatively affect enjoyment and the purchase decision (Beck and Crié,
2016; Blázquez, 2014; Merle et al., 2012). Major concerns and problems
are fit and size (Kim, 2016; Lin and Wang;, 2016; Shin and Baytar,
2014), or matching with other items (Chen and Wang, 2010). Virtual
try-on systems, as application of augmented reality for retailing, can
overcome the main limitation of online channels related to the
possibility to try the products before the effective buying (Baum and
Spann, 2014). Although their promising benefits for allowing consu-
mers to save time and enjoy more the shopping experience, these
systems are emerging as a promising line of inquiry for new researches
in online retailing (e-tailing) and e-commerce (Dey and Sandor, 2014).
In the meantime, technological progress that provides technologies
with new capabilities (i.e. high realistic interfaces and interaction
modalities) has increased (Sekhavat, 2016) and retailers become aware
of the importance of innovating within the process (Pantano, 2014).
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