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Abstract: 

Originality/Research need: 

Digital transformation is the key for the success of any business today. The 

marketing function cannot be an exception and we see the adoption of new digital 

trends in the integrated marketing communication space.  Augmented reality (AR) 

is one such technology which permits the advancement of data in real time by 

including virtual PC created digital data.  This gives marketers a choice for 

connecting and engaging with consumers at their convenience since augmented 

reality gives better flexibility and experience in the hand of consumer, makes it 

fascinating and also enhances brand engagement. Limited research has been done in 

the area of augmented reality advertising for cosmetic products and if it can 

enhance the consumers purchase intention influence product information or attitude 

towards brand (Tetra Pak International S.A., 2016). 

Objective of the study: Hence the objective of this study is to determine the impact 

of Augmented Reality based advertisements on consumer purchase intention for 

purchasing cosmetic products.  

Methodology: The researcher has used mixed research methodology for this study. 

Experimental research was used wherein the augmented reality based 

advertisements with respect to Cosmetic products have been shown to the 

consumers in the experimental group. A structured questionnaire was then 

circulated to the experimental group in order to gather their opinion and was the 

source of primary data for the analysis.  Data analysis was done using statistical 

methods.  

Implications of the study:  The study will prove helpful to academicians, managers 

and technology manufacturing companies by providing insights into the impact of 

Augmented Reality based applications for advertising or marketing communication 

purpose. 

Keywords:Augmented Reality, Advertisements, Integrated marketing 

communication. 

 

I  Introduction: 

Every industry today has become highly competitive 

irrespective of the business domain. Moreover the 

digital transformation has made it imperative for 

organizations to adopt technologies.  Hence 

organizationsare always on the lookout for new 

technologies and new methods which can enhance 

customer engagement, increase customer loyalty 

towards brands or create a clear distinction of the 

brand in the mind-set of people. Augmented reality 

is one such technology which is being viewed at by 

organizations as a tool for better customer 

Effect of Augmented Reality Advertisements on 

Purchase Intention of Cosmetic Products 
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engagement. Augmented reality is a way to connect 

in real time, wherein the technology enables 

organizations to turn the passive print into active use 

thereby helping them in creating their own media 

channels to personalize and measure the customer 

engagement.  

Augmented reality (AR) applications have been 

studied in various industries. Gallayanee et al (2016) 

have studied the usage of augmented reality in 

packaging. Kim & Forsythe (2008) have studied the 

application of AR on clothing retailers. Re & 

Bordegoni (2014) worked on the packaged food 

industry and usage of AR in navigation of logistics. 

Liao, T. (2015) studied how the AR technology is 

developing, its linkage to marketing and its 

implications thereof.  Pareeratanasomporn, N. 

(2018) explored use of augmented reality 

applications for interactive features on food 

packaging.  Yeong & Eunju (2016) studied 

augmented reality applications for food traceability 

using the QR coding. Gutiérrez et al (2017) have 

discussed about the personal health augmented 

reality assistance and its application for health food 

recommendation. Rollo et al (2017) studied the 

impact and usability of a new AR food application 

ServAR.  Stoyanova et al (2015) in their paper tried 

to explore whether augmented reality application is 

an added advantage to the product or service. Bonetti 

et al (2017) worked on application of augmented 

reality in retail space; they further looked into how 

augmented reality comes as an overall enhancer for 

shopping experience. 

Augmented reality has a lot of potential in the beauty 

care industry. Augmented reality in beauty products 

is used in various ways like QR code, QRH (quick 

response hypermedia) and ARH (Augmented reality 

hypermedia). Lu and Smith (2007) mention that 

“traditional electronic commerce (ecommerce) is 

limited, because it cannot provide enough direct 

information about products to online consumers”. 

Brands such as L’Oréal, Ray-Ban use virtual try-on 

apps to lure the consumers for beauty products. 

L’Oréal’s app “YouCam Makeup” allows the 

customers to see themselves in real-time on their 

smart device and explore, try and purchase different 

makeup products from the brand. Ray ban’s app 

“Ray-Ban virtual try-on” provides customers a 

chance to explore various glasses in a real-time 

setting by actual trial.  As most of the beauty brands 

are selling their products through online medium 

when products can be tried on from any location and 

they can check which shade is matching with their 

skin tone, thus giving customer’s information about 

the products and helps in making the decision easier. 

Although Augmented Reality has potential in the 

beauty care industry, not much study has been done 

in academic literature on the application of AR in 

beauty products. Hence the objective of this study is 

to determine the impact of Augmented Reality based 

advertisements on consumer purchase intention for 

purchasing cosmetic products.  

 

II Literature Review: 

For this study the researcher intends to study 

theimpact of Augmented Reality based 

advertisements on consumer purchase intention for 

purchasing cosmetic products.  

 

2.1 Technology Acceptance Model (TAM) Theory  

A ' ' Technology Acceptance Model '' (TAM) model,

 proposed in 1989 by Davis, Bagozzi and Warshaw, 

explores consumers ' acceptance and use of technolo

gy based innovations. The main two factors that 

affect the respondent’s decision are perceived 

usefulness and perceived ease of use. 

During the adaptation process, the audience wants to

 learn the benefits of innovation, see if the improvem

ent is necessary and whether or not it meets their nee

ds and demands.They also want to use a effort-

free and time-free system (Davis, 1989). As a result, 

their attitudes, behaviours and intentions towards the 

innovation shape accordingly. Theory of Technology 

Acceptance Model (TAM) is originated from 

Fishbein and Ajzen’s (1967) Theory of Reasoned 

Action (TRA) in the literature. Theory of Reasoned 

Action (TRA) aims to understand the voluntary 

behaviour of people and to examine the relationship 

between attitudes and behaviours with actions.  
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According to TRA, intention of people to perform 

behaviour, determines the actual behaviour. 

Behavioural intention is determined as an outcome 

of attitudes and subjective norms. 

 

Ajzen extended the TRA in 1985 by adding ' ' Percei

ved Behavioral Control '' to examine his relationship 

with people's behavioral intent.A new model has bee

n called as ' ' Theory of Planned Behaviour ', ' abbrev

iated as TPB, and as a counterargument it notes that 

behavioral intention does not always end up with act

ual actions due to certain situations where there  

is volitional influence over the behavioral effects of i

ndividuals. By including perceived behavioural 

control component into TRA model, TPB model 

covers even non-volitional behaviours and their 

interaction with behavioural intention and actual 

behaviour. (Madden et al 1992). 

 

Such models have been applied to other fields such a

s health care, advertising, sports, public relations, etc

. to explain the dynamics between attitudes, behavior

al desires and behaviors.According to the research in 

augmented reality integrated applications, Olsson et 

al., 2003 proposed that, perceived in formativeness 

and perceived enjoyment are two crucial factors, and 

this is also in line with the research done for 

investigating the attitudes of customers on mobile 

device or website usage. (Hausman and Siepke, 

2009; Pantano and Naccarato, 2010). Moreover, 

those two factors are also in a positive relationship 

with perceived usefulness of an innovation and 

eventually all together effect the intention to use or 

to purchase. (Chen and Tan, 2004). There are also 

another revised TAM models that have been 

examined in research by Seddon and Kiew (1996), 

and Seddon (1997) in which the effect of quality of a 

product or a service on perceived usefulness and 

eventually on the intention to reuse 

ofARfor related research, process reliability, data qu

ality, and service quality are modeled as independent

 variables, where the mediator is usefulness, and the 

dependent variable is the intention to recycle AR. 

 

2.2 Research Constructs: 

For this research Purchase Intention has been 

identified as the dependent variable and 

entertainment, word of mouth, informativeness, 

memorability, ease of use, irritability, and time effort 

were identified as the independent variables 

 

2.2.1 Entertainment: 

According to Yang and Smith (2009) creative and 

entertaining advertisements especially the 

technology aided ads create a significant impact on 

customer’s intention to purchase.  As per Tellis, 

2004, uninteresting content is the prime reason for 

the advertisement’s ineffectiveness. As per Chandon 

et al., 2007, sustained attention has a positive impact 

on persuasion of purchasing and entertaining ads can 

improve attention span. As per the study of Lee and 

Chung, 2008, enjoyment factor was a major reason 

for consumers to react favourably to virtual shopping 

malls which reinstates the findings of Ducoffe, in 

1996 that advertisement value is enhanced due to the 

presence of enjoyability factor. Moreover the other 

studies by Mitchell and Olson, 1981; Shimp, 1981;  

also support the argument in favour of the 

entertainment or enjoyment value in advertisements 

as leading to positive consumer behaviour.  

Proposition 1: Entertainment factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

 

2.2.2 Word of Mouth (WOM):  

Reza Jalilvand, M., & Samiei, N. (2012), in their 

study discuss the impact of WOM on consumer 

purchase intention their findings showcase a positive 

impact between the two constructs.  Yadav & Pavlou 

(2014) studied the factors affecting purchase 

decision and word of mouth of virtual and digital 

goods in social app-based communities. Zhang, et al 

(2010) worked on the impact of review on 

consumers purchase intention and their study 

showcased that word of mouth plays an increasingly 

important role in consumer purchase decisions. Park 

et al (2007) worked on word of mouth through 

online medium such as on-line consumer reviews, as 
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informants and as recommenders. As per Fan & 

Miao (2012), Electronic word of mouth can be used 

to help consumers make e-commerce purchasing 

decisions. 

Proposition 2: Word of Mouth (WOM) factor in AR 

advertisements has a direct significant effect on 

consumer purchase intention 

 

2.2.3 Role of informativeness: 

Yaoyuneyong et al (2016) conducted a study on 

handheld and wearable smart devices which have 

enabled augmented reality technologies (ART) and 

as per their informativeness was one of the factors 

which has a positive effect on ad effectiveness. 

According to Yoo and Kim, 2007, categorized 

informativeness as one of the factors which impacts 

advertising attitude. It has been reported that, the 

ability to provide information, is seen as the main 

reason for the approval of advertising by the target 

audience. Pastırmacı, C. (2018)
 studied

 the effect of 

augmented reality advertising on purchase 

intention and they found that informativenes has a 

direct impact on consumer purchase intention. Soley 

and Reid (2012) showed that, instead of the quantity 

of the information, type and the content of the 

information is the main determinant of perceived 

informativeness.  

Proposition 3: Informativeness factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

2.2.4  

2.2.5 Role of Memorability: 

Raska, K., & Richter, T. (2017) studied the 

application of augmented reality in the retail industry 

and have concluded that the technology has provided 

a positive experience and increase in brand retention 

in the mind of consumers. According to Connolly et 

al (2016
),
 since the audience might mainly focus on 

the interesting environment, they might lose their 

focus on the products or services and the message 

that is tried to be given. Therefore, advertisers 

should not only focus on the memorability of their 

advertisements, but also the memorability of the 

features of their products or services, or their 

marketing messages. Because, memorability of an 

advertisement might be evaluated as a success, but if 

the audience do not remember the features and 

differences of the product or the service, their 

purchase intention might not be positive.  

Proposition 4: Memorability factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

 

2.2.5 Role of ease of use: 

According to Davis (1989), customers want to 

interact with a system that does not need showing 

extra effort to use. Dabholkar (1994), Davis et al. 

(1992), confirmed in their research that ease of use is 

a crucial factor for predicting the attitudes and 

behaviours of customers toward technology based 

ads. In addition, based on Diffusion of Innovation 

model, Rogers (2003) stated that one of the 

characteristics of innovation as complexity, which 

decreases the willingness levels to adoption to a new 

system.  Another research has been conducted on 

Virtual Try-on technology for online apparel 

shopping by Kim and Forsythe (2008) which stated 

that there is a strong relationship between the 

usability of Virtual Try-on technology and the 

purchase intention of the respondents.  

Proposition 5: Ease of use factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

 

2.2.6 Role of Irritation: 

Yaoyuneyong, et al (2016) in their study talked 

about the use of technology for hamdheld and 

wearable smart devices and proposes entertainment 

value, in formativeness and web irritation, along 

with consumer innovativeness and economic 

motivation as key factors influencing consumer’s 

preference for augmented realty marketing. The 

results of the study conducted by Chakrabarty, S., & 

Yelkur, R. (2006) indicated that ad irritation was not 

significant in predicting brand attitudes. 

Respondents' prior brand attitude, ad credibility, ad-
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induced feelings and attitude towards the advertiser 

were significant predictors of brand attitudes.  

Proposition 6: Irritation factor in AR advertisements 

significantly affects consumer purchase intention for 

cosmetic products 

 

2.2.7 Role of Time Effort: 

Time-effort is an important and more relevant topic 

for technology implemented advertisements since; 

those ads usually require user interaction and so 

need some time viewing. Augmented reality 

advertisements, independent of the type of AR 

technology used, includes some additional steps like 

reading the QR code or detecting the hidden 

image/logo in the advertisement by using the camera 

of a mobile device, and therefore people need to 

show some effort for viewing those ads. 

(Yaoyuneyong et al., 2016)
.
 Therefore, some people 

find those types of advertisements as time-wasting 

and they do not want to spare their time for viewing. 

Advertisers need to keep in mind those 

disadvantages and should accordingly design their 

advertisements. 

Proposition 7: Time effort factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

 

 III Research method: 

The paper adopts a quantitative approach in order to 

arrive at a conceptual model on the basis of 

evaluation, and analysis of survey. The data for this 

study has been collected through online 

questionnaire domain question-pro.  The data are 

analysed for relevance from perspective of the six 

factors coming out from technology acceptance 

model. The present study is restricted to millennials 

because millennial are the largest and most 

influential generation of consumers in India. They 

have the exposure to technology and they want to try 

things related to technology and they usually spend 

approximately $600 billion annually. Although 

definitions of Millennial vary, but it is typically 

accepted that the term refers to a category of 

consumers born between 1980 and 2000, Forbes 

defines Millennial as consumers aged between 20 

and 35.  

Since the survey required the AR based 

advertisements to be shown to the sample 

consumers, hence convenience sampling was 

adopted and the sample population was made to 

view the advertisements in a closed setting. About 

156 volunteered for the same and were shown the 

advertisements after which they were asked to fill in 

the structured questionnaire. The collected data was 

analyzed using factor and regression analysis to test 

the hypotheses. 

 

IV Conceptual Model: 

Based on the literature review the following 

conceptual model and hypotheses have been 

proposed. 

 
 

Fig 1: Conceptual model: 

H1: Entertainment factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

H2: Word of Mouth factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 

H3: Information factor in AR advertisements 

significantly affects consumer purchase 

intention for cosmetic products 

H4: Memorability factor in AR 

advertisements significantly affects consumer 

purchase intention for cosmetic products 
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H5: Irritation factor in AR advertisements 

significantly affects consumer purchase 

intention for cosmetic products 

H6: Time effort factor in AR significantly 

affects consumer purchase intention for 

cosmetic products 

H7: Ease of use factor in AR advertisements 

significantly affects consumer purchase 

intention for cosmetic products 

 

V Data Analysis and findings: 

A Likert scale was used to obtain the responses of 

the customer pertaining to the constructs affecting 

consumer purchase intention with the use augmented 

reality in promotion. The Cronbach Alpha test was 

used to determine the reliability of the scale used.  

The value for Cronbach Alpha which is 0.63 

portraying good internal consistency.  

The Kaiser-Meyer-Olkin (KMO) Test was 

conducted in order to measure how suitable the data 

was for conducting factor analysis. This test tells us 

the adequacy of the sample for the different 

variables and the model as a whole. Table 3 below 

showcases the results for the KMO test as 0.492 

which falls between the standard ranges. (See table 

1) 

 

 Table 1: KMO and Bartlett's Test 

 
5.1 Factor analysis: 

The objective of the study was to identify the 

constructs important for purchase intention of 

cosmetic products which are promoted by 

augmented reality advertising. Hence exploratory 

factor analysis was used to classify parameters 

affecting purchase intention. The principal 

component analysis with varimax rotation was used 

for exploratory factor analysis.  78% of the overall 

variance in the variables could be explained by the 

seven factors which resulted after the factor analysis.  

The seven factors were labelled as and 

Entertainment, Word of mouth, Informativeness, 

Memorability, Irritation ,Time effort and Ease of 

use. (Ref Table 2) 

 

 

Table 2: Factor analysis for identified factors: 

 
 

5.2 Regression Analysis: 

To identify the relationship betweenindependent and 

dependent variableregression analysis was 

conducted. Here we took purchase intention as 

dependent unit and entertainment, word of mouth, 

informativeness, memorability, irritation, time effort 

and ease of use were taken as independent variables. 

The R value is 0.791 (See table 3)which tells us 

there’s a strong relationship between purchase 

intention and the 7 factors The R square value here 

is .626 ((See table 3) which lies between 0 and 1 

indicating that 62 per cent of the variation in 

purchase intention is accounted for through the 

combined linear effects of the seven factors. 

 

Table 3: Model Summar 
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Table 4: Coefficients 

In this research, as independent variables, 

Entertainment (ENT), Word of mouth (WOM), 

Informativeness (INF), Memorability (MEM), 

Irritation (IRR), Time-effort (TEF), and Ease of Use 

(E0U) have been examined with augmented reality 

advertisement. As the Table 4 indicates the p values 

for all the seven factors is significant. The P value 

for factor 1 (entertainment), factor 4 (memorability), 

factor 5 (irritation) & factor 6 (Time effort) is .000 

indicating 99 % confidence in the value of the 

estimated coefficient. (See table 4)For factor 2 (word 

of mouth) the significance value is .001 and for 

factor 7 (ease of use) the value is .003 which is less 

than.05 indicating 95 percent confidence in the value 

of the estimated coefficient and for factor 3 

(informativeness) the value is .099 which is less than 

.1 indicating 90 percent confidence in the value of 

the estimated coefficient (see table 4). From this it is 

clear that all the factors are significantly affecting 

the independent variable.  

 

VI Managerial Implication: 

This study gives a direction to the cosmetic 

companies trying to implement technology for better 

acceptability of the products.  The results indicate 

that if marketers formulate advertising strategy by 

adopting technology like augmented reality it will 

definitely help in increasing customer intention to 

purchase. the results indicate that AR ads are more 

effective as they as customers find them more 

entertaining to view, they provide requisite 

information, are easy to remember, have lesser 

irritation effect, are worth investing time in 

watching, easy to use and customers prefer to spread 

word of mouth with respect to such advertisements..  

This study revealed that, people do not feel irritation 

for AR implemented advertisements, instead they are 

ready to spare their time for viewing the 

advertisement, they feel the entertainment, tend to 

share with their others, and their intention. Hence, 

advertisers and marketers should keep in mind that 

with the rise of digital era, usage of innovative ideas 

and technology in advertisement business will 

increase and adoption by audience seems promising.   

 

VII Conclusion: 

This study was undertaken with the aim of 

determining the impact of Augmented Reality based 

advertisements on consumer purchase intention for 

purchasing cosmetic products. Based on literature 

review 24 variable were identified which were 

further clubbed into 7 factors based on factor 

analysis. The seven identified factors viz 

entertainment, word of mouth, informativeness, 

memorability, irritation, time effort and ease of use 

were significant at 735 variance and effect customer 

intention to purchase cosmetic products. 

Regression analysis was further done to test the 

hypotheses and results showed that all 7 factors were 

significant hence all 7 hypotheses stand accepted. 

(See table 5) 

 

Table 5: Results of the Hypotheses Testing using 

regression analysis 

 Hypotheses Sig. 

P 

value 

Result 

H1 Entertainment factor in 

AR advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

0.000 Accepted  

H2  Word of Mouth 

(WOM) factor in AR 

advertisements 

0.001 Accepted 
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significantly affects 

consumer purchase 

intention for cosmetic 

products 

H3 Informativeness factor 

in AR advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

0.099 Accepted 

H4 Memorability factor in 

AR advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

0.000 Accepted  

H5  Irritation factor in AR 

advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

.000 Accepted  

H6 Time effort factor in 

AR advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

.000 Accepted  

H7  Ease of use factor in 

AR advertisements 

significantly affects 

consumer purchase 

intention for cosmetic 

products 

.003 Accepted 
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