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ABSTRACT 
Augmented reality is a technology that is now being widely adopted by the e-commerce sector. Research that 
comprehensively discusses the trends and impact of augmented reality on e-commerce is still not widely available. Therefore, 
the aim of this research is to overcome these limitations by providing an in-depth understanding of the trends and impact of 
augmented reality in e-commerce. Another aim is to provide gaps and contribute to opening up future research opportunities, 
as well as providing recommendations regarding the application and optimization of augmented reality technology in e-
commerce business strategies. This research used the Systematic Literature Review method with the selected articles totaling 
36 out of 592 articles. Of the 36 selected articles, the author presents findings which show that the current trend of augmented 
reality used in e-commerce is virtual try-on, preview placement and social media filters, as well as presenting the impact of 
using augmented reality as seen from user experience, satisfaction and consumer behavior. This research also presents gaps, 
future research and recommendations that are useful for the e-commerce sector. 
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INTRODUCTION 
The development of digital technology, which continues to experience change and progress, plays an increasingly important 
role in everyday life. E-commerce is one of the most striking components of this progress. [1]. Over the past several years, 
sales of global e-commerce have increased significantly. According to statistical data, global retail e-commerce sales are 
expected to exceed $5.717 trillion in 2022, up from $5.221 trillion in 2021 [2]. The use of technology is very important to 
increase a pleasant shopping experience in an e-commerce business that continues to grow and becomes increasingly 
competitive. One trend that many e-commerce businesses are following is adopting augmented reality technology. 

Augmented reality is a technological advancement in e-commerce that combines virtual objects with real environments. [3]. 
Augmented reality can address the issue of customers not comprehending the size and details of products sold via e-
commerce. This technology allows customers to “see” and “try on” products virtually by involving real-world and digital 
elements. [4]. For example, augmented reality can virtually display shoes on a customer's feet, a watch on their wrist, the 
color of lipstick on their lips, and realistically display virtual clothing on the user's body [5]. Apart from that, augmented 
reality has the potential to bridge the perceived divide between offline shopping and online shopping experiences [6]. 
Shopping using augmented reality is even more engaging and iterative than at traditional brick-and-mortar establishments. 

Augmented reality in e-commerce has the potential to improve user experience [7]. By using augmented reality, customers 
can experience a pleasant shopping experience [8], and make customers carry out purchase retention  [9], because augmented 
reality can make it easier for users to understand and use products online. 

There is still not much research that comprehensively discusses the trends and impact of augmented reality in e-commerce. 
Therefore, this research was carried out to overcome these limitations and get a more profound comprehension of the trends 
and impact of augmented reality in e-commerce. So this research question is: What are the current trends and applications of 
augmented reality in the e-commerce landscape, as identified in the existing literature? How does augmented reality impact 
user experience, satisfaction and consumer behavior, in the context of e-commerce, according to the findings of previous 
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studies? What gaps emerge from the systematic literature review, and what recommendations can be proposed for future 
research and practical implementation of augmented reality in the e-commerce sector? 

This research will help the e-commerce industry understand the augmented reality trend and the many impacts of using this 
technology. It will also offer practical implementations of augmented reality in the industry based on current research 
findings. This research also provides benefits for future researchers to find out various gaps and recommendations proposed 
from existing literature regarding augmented reality in e-commerce. This research consists of several sections including: 
section 1 introduction, section 2 theoretical background, section 3 contains a methodological overview, section 4 contains 
results and discussion, and is followed by section 5, namely conclusions. 

I. THEORETICAL BACKGROUND 
Technology known as "augmented reality," or "AR," overlays real-time virtual images captured by computers onto the 
outside world. This makes it possible to place virtual object behind real-world objects and observed and interacted with in 
real time [10]. Throughout the 1960s, System AR's development was overseen by Ivan Sutherland [10]. 

Augmented reality in e-commerce continues to develop, making many researchers conduct research related to augmented 
reality in e-commerce. In e-commerce virtual try-ons and AR social media filters are widely used according to [11] virtual 
try-on is a technology that allows consumers to try on different clothes without physically wearing them. AR social media 
filter according to [12] is a type of interaction where AR elements are applied to the user's face or environment on SNS. The 
use of augmented reality in e-commerce has a positive impact on user experience [13], where according to [14]  customers 
can feel the appearance of products online, augmented reality also influences customer satisfaction [15], where the 
appearance of virtual products and the pleasure they feel make customers satisfied. Other researchers have conducted 
research on consumer behavior, where the use of augmented reality in e-commerce can make users make repeat purchases 
[16]. 

II. REVIEW METHODOLOGY 
The Systematic Literature Review (SLR) approach was applied in this research to determine and assess trends, the impact of 
using augmented reality, as well as recommendations for future research and e-commerce that have been carried out in 
previous studies. SLR was used with the PRISMA method [17] and guidelines proposed by [18]. The research consists of 
three stages as shown in Figure 1. 

 
Fig. 1. Stage of SLR 

A. Planning the Revuew 
This stage is the initial stage in the SLR which consists of a research question 

1) Research Question 
Research questions are created to help researchers determine the scope of the problem to be solved in this research. The 
research questions of this research are as follows: 

● RQ1: What are the current trends and applications of augmented reality in the e-commerce landscape, as identified in the 
existing literature? 

● RQ2: How does augmented reality impact on user experience, satisfaction and consumer behavior, in the context of e-
commerce, according to the findings of previous studies? 

● RQ3: What gaps emerge from the systematic literature review, and what recommendations can be proposed for future 
research and practical implementation of augmented reality in the e-commerce sector? 
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B. Conduct the Review 
This stage is the implementation stage of SLR which consists of search terms, selection of article databases, inclusion and 
exclusion criteria, study selection, data extraction, and data synthesis. 

1) Search Terms 
A keyword search is conducted to find articles that are appropriate to answer the research question. Certain keywords and 
Boolean operators are used to create search queries. The search string for this research is (Augmented reality AND E-
commerce) AND (User OR Consumer) AND (Experience OR Behavior) 

2) Selection of Article Database 
Scopus, Google Scholar, Taylor & Francis, Springer, emerald.com, and ScienceDirect were the databases selected for this 
research. Queries for Taylor & Francis, Springer, emerald.com, and ScienceDirect were exported manually using the official 
export function, while queries for Scopus and Google Scholar were automated with Publish or Perish [19]. 

3) Inclusion and Exclusion 
Selection criteria are used to reduce the possibility of bias in research [18], criteria consist of inclusion and exclusion criteria. 
Inclusion and exclusion criteria are explained table 1. 

TABLE I.  INCLUSION AND EXCLUSION 
Inclusion Criteria Exclusion Criteria 

Publish article 
between 2019- 2023 

Publish article under 
2019 

Article written in 
English 

Article written not in 
English 

Augmented reality 
and e-commerce 

related 

Not related to 
augmented reality 
and e-commerce 

Based on the title and 
abstract, the research 

offers potential 
solutions to the 

research question 

Based on the title and 
abstract, research that 

does not offer 
potential solutions to 
the research question 

Possibility of full text 
open access 

Not available for full 
text access 

4) Study Selection 
At this stage, the prism method is used, as shown in Figure 2. 

 
Fig. 2. Study selection 

An initial search of the selected databases with the search string yielded 592 articles. The first step was to filter out 
duplicates, resulting in 27 articles being excluded, leaving 565 articles. The next stage of screening was title and abstract 
screening, resulting in 379 articles being excluded and leaving 186 articles. After that, 150 article were subsequently removed 
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due to their failure to satisfy inclusion and exclusion criteria in table 1, which ultimately resulted in a qualitative synthetic 
consisting of 36 articles. 

5) Data Extraction 
The process of data extraction is utilized to gather all the information required to respond to the review question [18]. The 
data extraction is important information in the article such as title, author, year, publisher, main findings. 

6) Data Synthesis 
Data synthesis involves collating and summarizing key study findings [18]. Results and discussion of the RQ data can be 
found in Section 4. 

III. RESULT AND DISCUSSION 

A. Trend and applications of augmented reality in the e-commerce landscape, as identified in the existing literature 
Virtual try-on, placement preview, and social media filters are augmented reality trends in the e-commerce sector that the 
author discovered based on existing literature (see Figure 3). Virtual try-on is the ability to attach an object to someone 
realistically (P01) and can provide an interesting experience related to reality during the purchasing process (P02). In virtual 
try-on, a camera is needed to identify or capture images containing data that will be displayed on the user's screen in real time 
(P03). The next trend is social media filters, this trend is a special interaction where Augmented reality elements are applied 
to the user's face or environment on SNS, especially Instagram (P04). This social media filter is used by brands as a 
marketing communication channel (P05). According to (P04), this trend can increase customer satisfaction in using it and can 
encourage behavioral intentions towards the brand and also towards social networks. Then another trend is preview 
placement. This trend lets users to insert virtual object in actual environments, such as furniture (P06), then this trend can 
realize interactivity with virtual objects. For example, with placement applications such as IKEA Place, customers may 
organize, alter, and change virtual furniture pieces to fit diverse actual locations. 

 
Fig. 3. Trend augmented reality in e-commerce 

In order to improve the shopping experience, augmented reality has been applied extensively in e-commerce across a number 
of product categories (see table 2). Starting from the furniture category with IKEA Place (P06);(P07);(P08) and (P09), 
cosmetics with Sephora Virtual Artist (P10), as well as the YouCam Makeup application (P11);(P12);(P13) and (P14), 
sunglass with the Ray-Ban (P15) and Warby Parker (P16) applications, watch the Formex application (P01), Jawerly the 
LoLozem application (P17), clothes the Zalando application (P18), Zekit (P19), Zugara (P20), and Zara application (P21), as 
well as the sneaker category with the Wanna Kicks application (P22) and (P23). 

TABLE II.  APPLICATION IN AUGMENTED REALITY 
Category Product Papers 

Furniture P06;P07;P08;P09 

Cosmetic 
P10;P11;P12; P13; 

P14 
Sunglasses P15;P16 

Watch P01 
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Category Product Papers 
Jawerly P17 
Clothing P18;P19;P20;P21 
Sneaker P22;P23 

B. Augmented reality impact on user experience, satisfaction and consumer behavior, in the context of e-commerce, 
according to the findings of previous studies 

At this stage the researcher conducted a literature review regarding user experience, satisfaction and consumer behavior based 
on existing findings. 

1) User Experiences 
Augmented reality in e-commerce has an impact on user experience, which is influenced by factors such as spatial presence, 
mental intangible novelty, perceived ease of use, and perceived enjoyment (See table 3). 

a) Spatial Presence 
Spatial presence (P24) refers to how real objects or virtual environments can look or feel. Based on the literature review, 
spatial presence allows customers to feel the look and feel of a product, and this spatial presence is more prominent in 
furniture applications compared to makeup (P25) 

b) Mental intangibility 
Virtual objects that appear in the real world have mental intangibility because they do not exist physically. With augmented 
reality, mental abilities can be reduced by involving multisensory (P26) such as visual, sound and touch to create a 
multisensory experience and improve the user experience. 

c) Novelty 
Novelty plays an important role in enhancing user experience. Research (P06), shows that virtual try-on features in today’s e-
commerce are designed to make users feel like they see themselves in a new, personalized light. By using this innovation, 
customers can have a more interesting, unique and personalized online shopping experience which in turn improves the user 
experience in augmented reality applications. 

d) Perceived Ease of Use 
The term "perceived ease of use" describes how quickly and easily users may assess how much effort and time it will take to 
get familiar with the system. According to (P27), shows that customers believe that using the system can increase 
effectiveness because it offers various quality features that are easy to use, and based on (P09), demonstrates how users are 
more likely to make a purchase when AR applications are easy to use. The ease of using augmented reality applications can 
improve the user experience because users have no difficulty interacting using augmented reality. 

e) Perceived Enjoyment 
Perceived enjoyment reflects consumers' perceptions of the pleasure experienced in the shopping experience when using 
augmented reality, not from the completion of the shopping activity. The pleasure felt not only makes the user experience 
better but can also encourage the influence of positive attitudes. According to (P28), perceived enjoyment felt turns out to 
have an influence on satisfaction and purchase intention, then according to (P10) the impact of online product display on 
brand views is favorably mediated by perceived enjoyment, and according to (P15) perceived enjoyment controls the 
influence of perceived informativeness on attitudes and usage intentions. 

TABLE III.  USER EXPERIENCES 
User Experiences Papers 

Spatial presence P24;P25 

Mental intangibility P26 

Novelty P06 

Perceived ease to 
use 

P09;P27 

Perceived 
enjoyment 

P10;P15;P28 

 

 

2) Satisfaction 
Customer satisfaction is a psychological and evaluative response to the experience of using augmented reality apps. 
Satisfaction is related to user experience, where everything that creates value from virtual products has a significant influence 
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on customer satisfaction (P27). Just as perceived enjoyment felt by customers can influence customer satisfaction (P28), then 
novelty also influences customer satisfaction (P29). 

3) Consumer Behavior 
Based on the literature review, it has been found that positive user experiences and satisfaction in using augmented reality in 
the e-commerce sector have an impact on consumer behavior as seen from purchase intention, reuse intention, and patronage 
intention (see table 4) 

a) Purchase Intention 
Purchase intention is the term used to describe consumers' potential willingness to make purchases of products. The use of 
AR which involves virtual objects then attractive AR information (P30) and (P31) the use of augmented reality which makes 
it easier to visualize products online has a positive impact on customer decisions to buy products. 

b) Reuse Intention 
The term "reuse intention" describes the user's desire to make use of the augmented reality application again. According to 
the literature (P32), shows that an immersive consumer experience results from increased sensory perception. This sense of 
immersion will make people feel the presence of the product even more. Consequently, customers who sense a product's 
existence view their experience as being more like what would often occur in a real-world buying setting. Therefore, 
consumers perceive product inspection as "real" because of the feeling of product presence. Consumers have a more 
favorable perception of AR-based apps due to the authenticity and presence of the supported product. This results in the 
application being used more frequently. Then according to the literature (P08), AR reuse intention is influenced by the 
product informativeness, quality of the interactivity system, and reality suitability. 

c) Patronage Intention 
Patronage intention refers to the willingness of customers to interact, buy and reuse AR applications. According to literature 
review (P33), the presence of AR in online stores increases attractiveness because it reduces the perception of purchase risk 
and in turn increases patronage intention. 

TABLE IV.  CONSUMER BEHAVIOR 

Consumer 
Behavior 

Papers 

Purchase intention P30;P31 

Reuse intention P08;P32 

Patronage intention P33 

 

C. Gaps emerge from the systematic literature review, and recommendations can be proposed for future research and 
practical implementation of augmented reality in the e-commerce sector 

The literature review reveals certain gaps, including in the representation of age and generation. For example, in reviews 
(P07); (P08); (P10);(P15);(P26);(P27), and (P32), researchers studied respondents who were potential AR users and had an 
average age of 17 to 30 years. These respondents are presumably younger and more tech-savvy than older generations, which 
limits the generalizability of the findings in the literature. As a result, there is a research gap in the augmented reality 
literature in the e-commerce sector because there is a limited elderly sample. Future research should therefore take this into 
account and examine a more diverse population comprising both younger and older generations, so that discrepancies in 
findings can be observed later on. Another gap is the gap in gender where the literature review is from (P24) and (P32), while 
this study only included female respondents, and there is a gap among men, further research could examine the role of gender 
in narrowing the use and success of augmented reality applications in e-commerce. The next gap is that most researchers only 
explore the positive impact of using augmented reality in e-commerce and rarely discuss its negative impacts, such as 
samples (P07); (P10) and(P35), therefore to provide a more complete picture of the impact of using augmented reality, future 
research must consider the negative impact of using augmented reality such as privacy risks or information risks. 

From various literature reviews that were the research sample, the author found various practical recommendations that could 
be useful for the e-commerce sector. These practical recommendations are recommendation to implement and optimizing 
augmented reality technology into e-commerce business strategies. In implementing or optimizing augmented reality, 
companies must get benefits from implementing augmented reality in the long term, not just the short term. Therefore, 
companies must provide augmented reality applications that are interactive, informative, and novel. Interactivity by including 
additional options to organize, change, and rotate displayed products. Additionally, they must continue to improve the quality 
and power of their AR tools and ensure that their cameras match virtual and real-world objects, even in harsh light conditions 
(P08). Informative means the company must provide customers with all the information they need to make better purchasing 
decisions. Examples of this information include high-quality virtual images of the product, the ability to virtually try it in an 
augmented reality setting, enhanced product appearance through the integration of the virtual and physical worlds, and simple 
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access to product online stores. (P22). Novelty refers to presenting new, adaptable stimuli to customers via augmented reality 
that are dependent on their choices and behaviors. It offers a distinctive digital media experience for personal spaces by 
fusing the real and virtual worlds in a novel way (P06). 

Additionally, to maintain a balance between innovation and user convenience, they should also provide non-AR options for 
customers who may not be interested in augmented reality features (P24). Companies can also use a “Playgrounds” approach 
to encourage customer creativity and enhance the customer experience in a variety of ways with AR. Providing a social effect 
through opportunities for customers to engage socially and expressively while shopping, as Nike and Gucci do with AR 
functionality to try on different shoe designs, perhaps consider including social features on their new sneakers to get feedback 
from experts and peers work (P07). 

Subsequently, the e-commerce industry may also leverage AR Filters on social media to market their products, emphasizing 
engaging and enjoyable aspects. The diversity of filters will be continually added to prevent user fatigue and enhance the 
overall interaction. Apart from that, you can also increase the aesthetics of the filter (P04). Then companies can also increase 
community engagement by encouraging sharing of experiences using AR filters through competitions and challenges (P36). 
As well as companies are also advised to create AR advertising experiences that are more realistic in order to uphold moral 
marketing principles and take greater responsibility for the health of consumers (P34). 

IV. CONCLUSION 

A. Conclusion 
The Systematic Literature Review (SLR) used in this research has provided an in-depth understanding of Augmented reality 
in the e-commerce sector. This research found various trends that emerged in this period, including virtual try-on, preview 
placement, and social media filters. Virtual try-on are the most frequently found trend in the literature in this research, 
followed by preview placement and also social media filters. Apart from that, this research also found the impact of using 
augmented reality in the e-commerce sector as seen from user experience, satisfaction and consumer behavior. Augmented 
reality in e-commerce has an impact on user experience, which is influenced by factors such as spatial presence, mental 
intangible, novelty, perceived ease of use, and perceived enjoyment. Satisfaction is related to user experience, where 
everything that creates value from a virtual product has a significant influence on customer satisfaction. Positive user 
experiences and satisfaction in using augmented reality in the e-commerce sector have an impact on consumer behavior as 
seen from purchase intention, reuse intention, and patronage intention. This research also provides recommendations for 
implementing or optimizing augmented reality. Where companies must provide augmented reality applications that are 
informative, interactive and novel. 

B. Future Research 
There is still little research that discusses the trend of social media filters in augmented reality in e-commerce. Therefore, for 
future researchers, the author hopes to overcome these limitations by conducting research on social media filters in 
augmented reality in e-commerce. Apart from that, this research focuses more on the positive impact of using augmented 
reality in e-commerce, therefore researchers also hope that future research can discuss the positive and negative impacts of 
augmented reality users. 

REFERENCES 
[1] M. M. Criveanu, “Investigating Digital Intensity and E-Commerce as Drivers for Sustainability and Economic Growth 

in  the EU Countries,” Electron., vol. 12, no. 10, 2023, doi: 10.3390/electronics12102318. 

[2] Statistika, “E-commerce worldwide - statistics & facts,” Statistika. Accessed: Sep. 28, 2023. [Online]. Available: 
https://www.statista.com/topics/871/online-shopping/#topicOverview565818380640 

[3] P. Kowalczuk, C. Siepmann (née Scheiben), and J. Adler, “Cognitive, affective, and behavioral consumer responses to 
augmented reality in e-commerce: A comparative study,” J. Bus. Res., vol. 124, no. August 2019, pp. 357–373, 2021, 
doi: 10.1016/j.jbusres.2020.10.050. 

[4] A. Gabriel, A. D. Ajriya, C. Z. N. Fahmi, and ..., “The influence of augmented reality on E-commerce: A case study 
on fashion and beauty products,” Cogent Bus. …, 2023, doi: 10.1080/23311975.2023.2208716. 

[5] M. C. Voicu, “Consumers’ Experience and Satisfaction Using Augmented Reality Apps in E-Shopping: New 
Empirical Evidence,” Appl. Sci., vol. 13, no. 17, 2023, doi: 10.3390/app13179596. 

[6] H. Kumar and M. N. Agarwal, “Filtering the reality: Exploring the dark and bright sides of augmented reality–based 
filters on social media,” Aust. J. Manag., no. September, 2023, doi: 10.1177/03128962231199356. 

[7] G. McLean and A. Wilson, “Shopping in the digital world: Examining customer engagement through augmented 
reality mobile applications,” Comput. Human Behav., vol. 101, pp. 210–224, 2019, doi: 10.1016/j.chb.2019.07.002. 

[8] U. Choi and B. Choi, “The effect of augmented reality on consumer learning for search and experience products in 
mobile commerce,” Cyberpsychology, Behav. Soc. Netw., 2020, doi: 10.1089/cyber.2020.0057. 



Putri Sri Munajat, Ali Gunawan, Hendry Hartono 
 
 

 
Library Progress International| Vol.44 No.3| Jul-Dec 2024 3889 

  

[9] J. Heller, M. Chylinski, K. de Ruyter, D. Mahr, and D. I. Keeling, “Touching the Untouchable: Exploring Multi-
Sensory Augmented Reality in the Context of Online Retailing,” J. Retail., vol. 95, no. 4, pp. 219–234, 2019, doi: 
10.1016/j.jretai.2019.10.008. 

[10] M. Billinghurst, A. Clark, and G. Lee, “A survey of augmented reality,” Found. Trends Human-Computer Interact., 
vol. 8, no. 2–3, pp. 73–272, 2014, doi: 10.1561/1100000049. 

[11] H. K. Song, E. Baek, and H. J. Choo, “Try-on experience with augmented reality comforts your decision: Focusing on 
the roles of immersion and psychological ownership,” Inf. Technol. People, vol. 33, no. 4, pp. 1214–1234, 2020, doi: 
10.1108/ITP-02-2019-0092. 

[12] J. Hong, “Medical augmented reality and virtual reality,” J. Korean Soc. Radiol., vol. 80, no. 2, pp. 226–238, 2019, 
doi: 10.3348/jksr.2019.80.2.226. 

[13] V. Lavoye, A. Tarkiainen, J. Sipilä, and J. Mero, “More than skin-deep: The influence of presence dimensions on 
purchase intentions in augmented reality shopping,” J. Bus. Res., vol. 169, no. December, p. 114247, 2023, doi: 
10.1016/j.jbusres.2023.114247. 

[14] A. R. Smink, E. A. van Reijmersdal, G. van Noort, and P. C. Neijens, “Shopping in augmented reality: The effects of 
spatial presence, personalization and intrusiveness on app and brand responses,” J. Bus. Res., vol. 118, no. August 
2019, pp. 474–485, 2020, doi: 10.1016/j.jbusres.2020.07.018. 

[15] J. Brannon Barhorst, G. McLean, E. Shah, and R. Mack, “Blending the real world and the virtual world: Exploring the 
role of flow in augmented reality experiences,” J. Bus. Res., vol. 122, no. August 2020, pp. 423–436, 2021, doi: 
10.1016/j.jbusres.2020.08.041. 

[16] L. Leonnard, A. S. Paramita, and J. J. Maulidiani, “The Effect of Augmented Reality Shopping Applications on 
Purchase Intention,” Esensi J. Bisnis dan Manaj., vol. 9, no. 2, pp. 131–142, 2019, doi: 10.15408/ess.v9i2.9724. 

[17] D. Moher, A. Liberati, J. Tetzlaff, and D. G. Altman, “Preferred reporting items for systematic reviews and meta-
analyses: the PRISMA statement,” J. Clin. Epidemiol., vol. 62, no. 10, pp. 1006–1012, 2009, doi: 
10.1016/j.jclinepi.2009.06.005. 

[18] S. Kitchenham, Barbara Ann and Charters, “Guidelines for performing systematic literature reviews in software 
engineering,” Tech. report, Ver. 2.3 EBSE Tech. Report. EBSE, vol. 1, no. January 2007, pp. 1–54, 2007. 

[19] S. J. Bensman, “Anne-Wil Harzing: The publish or perish book: Your guide to effective and responsible citation 
analysis,” Scientometrics, vol. 88, no. 1, pp. 339–342, 2011, doi: 10.1007/s11192-011-0388-8. 

Appendix Literature Sample (n=36) 
P01 H. K. Song, E. Baek, and H. J. Choo, “Try-on experience with augmented reality comforts your decision: Focusing on 

the roles of immersion and psychological ownership,” Inf. Technol. People, vol. 33, no. 4, pp. 1214–1234, 2020, doi: 
10.1108/ITP-02-2019-0092. 

P02 J. B. Whang, J. H. Song, B. Choi, and J. H. Lee, “The effect of Augmented Reality on purchase intention of beauty 
products: The roles of consumers’ control,” J. Bus. Res., 2021, [Online]. Available: 
https://www.sciencedirect.com/science/article/pii/S0148296321002939 

P03 A. Gabriel, A. D. Ajriya, C. Z. N. Fahmi, and ..., “The influence of augmented reality on E-commerce: A case study on 
fashion and beauty products,” Cogent Bus. …, 2023, doi: 10.1080/23311975.2023.2208716. 

P04 J. Hong, “Medical augmented reality and virtual reality,” J. Korean Soc. Radiol., vol. 80, no. 2, pp. 226–238, 2019, doi: 
10.3348/jksr.2019.80.2.226. 

P05 M. S. Shamsi and A. Abad, “Creating Purchase Intention through Social Media: The use of AR enabled Social Media 
Filters,” J. Content, Community Commun., vol. 17, no. 9, pp. 46–62, 2023, doi: 10.31620/JCCC.06.23/05. 

P06 G. McLean and A. Wilson, “Shopping in the digital world: Examining customer engagement through augmented reality 
mobile applications,” Comput. Human Behav., vol. 101, pp. 210–224, 2019, doi: 10.1016/j.chb.2019.07.002. 

P07 A. Jessen et al., “The playground effect: How augmented reality drives creative customer engagement,” J. Bus. Res., 
vol. 116, no. May, pp. 85–98, 2020, doi: 10.1016/j.jbusres.2020.05.002. 

P08 P. Kowalczuk, C. Siepmann, and J. Adler, “Cognitive, affective, and behavioral consumer responses to augmented 
reality in e-commerce: A comparative study,” J. Bus. Res., 2021, [Online]. Available: 
https://www.sciencedirect.com/science/article/pii/S0148296320307220 

P09 C. Alves and J. Luís Reis, The intention to use e-commerce using augmented reality - the case of IKEA place, vol. 1137 
AISC, no. January. Springer International Publishing, 2020. doi: 10.1007/978-3-030-40690-5_12. 



Putri Sri Munajat, Ali Gunawan, Hendry Hartono 
 
 

 
Library Progress International| Vol.44 No.3| Jul-Dec 2024 3890 

  

P10 A. R. Smink, S. Frowijn, E. A. van Reijmersdal, G. van Noort, and P. C. Neijens, “Try online before you buy: How does 
shopping with augmented reality affect brand responses and personal data disclosure,” Electron. Commer. Res. Appl., 
vol. 35, p. 100854, 2019, doi: 10.1016/j.elerap.2019.100854. 

P11 M. Park and J. Yoo, “Effects of perceived interactivity of augmented reality on consumer responses: A mental imagery 
perspective,” J. Retail. Consum. Serv., vol. 52, no. July 2019, p. 101912, 2020, doi: 10.1016/j.jretconser.2019.101912. 

P12 J. Yoo, “informatics The E ff ects of Perceived Quality of Augmented Reality in Mobile Commerce — An Application 
of,” informatics Artic., vol. 7, no. 2, pp. 1–14, 2020. 

P13 S. H. Y. Hsu, H. T. Tsou, and J. S. Chen, “‘Yes, we do. Why not use augmented reality?’ customer responses to 
experiential presentations of AR-based applications,” J. Retail. Consum. Serv., 2021, [Online]. 
Available:https://www.sciencedirect.com/science/article/pii/S0969698921002150 

P14 K. N. Vo, A. N. H. Le, L. T. Tam, and ..., “Immersive experience and customer responses towards mobile augmented 
reality applications: The moderating role of technology anxiety,” Cogent Bus. …, 2022, doi: 
10.1080/23311975.2022.2063778. 

P15 E. Holdack, K. Lurie-Stoyanov, and H. F. Fromme, “The role of perceived enjoyment and perceived informativeness in 
assessing the acceptance of AR wearables,” J. Retail. Consum. Serv., vol. 65, no. November 2019, p. 102259, 2022, doi: 
10.1016/j.jretconser.2020.102259. 

P16 S. Kalmkar, A. Mujawar, and D. K. K. S. Liyakat, “3D E-Commers using AR,” Int. J. Inf. Technol. Comput. Eng., no. 
26, pp. 18–27, 2022, doi: 10.55529/ijitc.26.18.27. 

P17 J. Yoo, “The effects of augmented reality on consumer responses in mobile shopping: The moderating role of task 
complexity,” Heliyon, vol. 9, no. 3, p. e13775, 2023, doi: 10.1016/j.heliyon.2023.e13775. 

P18 P. Johnson, “Augmented Reality in Fashion,” RockPaperReality, no. March, 2021. 

P19 H. Lee, Y. Xu, and A. Porterfield, “Consumers’ adoption of AR-based virtual fitting rooms: from the perspective of 
theory of interactive media effects,” J. Fash. Mark. Manag., vol. 25, no. 1, pp. 45–62, 2021, doi: 10.1108/JFMM-05-
2019-0092. 

P20 R. Lixăndroiu, A. M. Cazan, and C. I. Maican, “An analysis of the impact of personality traits towards augmented 
reality in online shopping,” Symmetry (Basel)., vol. 13, no. 3, pp. 1–18, 2021, doi: 10.3390/sym13030416. 

P21 C. Yuan, S. Wang, X. Yu, K. H. Kim, and ..., “The influence of flow experience in the augmented reality context on 
psychological ownership,” Int. J. …, 2021, doi: 10.1080/02650487.2020.1869387. 

P22 V. Arghashi and C. A. Yuksel, “Interactivity, Inspiration, and Perceived Usefulness! How retailers’ AR-apps improve 
consumer engagement through flow,” J. Retail. Consum. Serv., vol. 64, no. September 2021, p. 102756, 2022, doi: 
10.1016/j.jretconser.2021.102756. 

P23 A. Ivanov, M. Head, and C. Biela, “Mobile shopping decision comfort using augmented reality: the effects of perceived 
augmentation and haptic imagery,” Asia Pacific J. Mark. …, 2022, doi: 10.1108/APJML-06-2022-0518. 

P24 V. Lavoye, A. Tarkiainen, J. Sipilä, and J. Mero, “More than skin-deep: The influence of presence dimensions on 
purchase intentions in augmented reality shopping,” J. Bus. Res., vol. 169, no. December, p. 114247, 2023, doi: 
10.1016/j.jbusres.2023.114247. 

P25 A. R. Smink, E. A. van Reijmersdal, G. van Noort, and P. C. Neijens, “Shopping in augmented reality: The effects of 
spatial presence, personalization and intrusiveness on app and brand responses,” J. Bus. Res., vol. 118, no. August 2019, 
pp. 474–485, 2020, doi: 10.1016/j.jbusres.2020.07.018. 

P26 J. Heller, M. Chylinski, K. de Ruyter, D. Mahr, and D. I. Keeling, “Touching the Untouchable: Exploring Multi-Sensory 
Augmented Reality in the Context of Online Retailing,” J. Retail., vol. 95, no. 4, pp. 219–234, 2019, doi: 
10.1016/j.jretai.2019.10.008. 

P27 N. Anifa and S. Sanaji, “Augmented Reality Users: The Effect of Perceived Ease of Use, Perceived Usefulness, and 
Customer Experience on Repurchase Intention,” J. Bus. …, 2022, [Online]. Available: 
https://profesionalmudacendekia.com/index.php/jbmr/article/view/346 

P28 S. Liu and T. A. Napitupulu, “Analyzing factors affecting satisfaction and purchase intention towards mobile augmented 
reality e-commerce applications in Indonesia,” J. Theor. Appl. Inf. Technol., vol. 98, no. 22, pp. 3503–3517, 2020. 

P29 J. Brannon Barhorst, G. McLean, E. Shah, and R. Mack, “Blending the real world and the virtual world: Exploring the 
role of flow in augmented reality experiences,” J. Bus. Res., vol. 122, no. August 2020, pp. 423–436, 2021, doi: 
10.1016/j.jbusres.2020.08.041. 



Putri Sri Munajat, Ali Gunawan, Hendry Hartono 
 
 

 
Library Progress International| Vol.44 No.3| Jul-Dec 2024 3891 

  

P30 U. Choi and B. Choi, “The effect of augmented reality on consumer learning for search and experience products in 
mobile commerce,” Cyberpsychology, Behav. Soc. Netw., 2020, doi: 10.1089/cyber.2020.0057. 

P31 L. Leonnard, A. S. Paramita, and J. J. Maulidiani, “The Effect of Augmented Reality Shopping Applications on 
Purchase Intention,” Esensi J. Bisnis dan Manaj., vol. 9, no. 2, pp. 131–142, 2019, doi: 10.15408/ess.v9i2.9724. 

P32 M. Daassi and S. Debbabi, “Intention to reuse AR-based apps: The combined role of the sense of immersion, product 
presence and perceived realism,” Inf. Manag., vol. 58, no. 4, p. 103453, 2021, doi: 10.1016/j.im.2021.103453. 

P33 G. Bonnin, “The roles of perceived risk, attractiveness of the online store and familiarity with AR in the influence of AR 
on patronage intention,” J. Retail. Consum. Serv., vol. 52, no. May 2019, p. 101938, 2020, doi: 
10.1016/j.jretconser.2019.101938. 

P34 H. Kumar and M. N. Agarwal, “Filtering the reality: Exploring the dark and bright sides of augmented reality–based 
filters on social media,” Aust. J. Manag., no. September, 2023, doi: 10.1177/03128962231199356. 

P35 M. C. Voicu, “Consumers’ Experience and Satisfaction Using Augmented Reality Apps in E-Shopping: New Empirical 
Evidence,” Appl. Sci., vol. 13, no. 17, 2023, doi: 10.3390/app13179596. 

P36 S. Ibáñez-Sánchez, C. Orús, and C. Flavián, “Augmented reality filters on social media. Analyzing the drivers of 
playability based on uses and gratifications theory,” Psychol. Mark., vol. 39, no. 3, pp. 559–578, 2022, doi: 
10.1002/mar.21639. 

 
 


