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Abstract

This paper discusses, for IKEA, a leading retailer of furniture and home furnishing and describes
how augmented reality could enhance consumer interaction with and perception of the products
while focusing environmental considerations. IKEA uses augmented reality capabilities through
its smartphone app to offer clients an immersive experience that enables them to virtually place
furniture in real-world environments. It follows a mixed-method approach through
questionnaires and qualitative feedback, studying how AR influences consumer behavior,
purchase decisions, and satisfaction.

The results of this research clearly prove that AR enhances product understanding and builds
confidence in making decisions; therefore, it reduces the rate of returns. It has, however, listed a
few major challenges that are high implementation costs, low awareness among users, and
compatibility of devices. The respondents highlighted that, for full realization of AR potential,
it's necessary to offer better options for personalization, performance of the app, and visual
realism.

Key findings from this study confirm that augmented reality is an innovative game-changer, thus
offering IKEA the competitive edge through narrowing the online and in-store shopping
experience gap. The recommendations are focused marketing campaigns, technological
enhancements, and augmentation of augmented reality across more customer touchpoints to

further establish IKEA in the leading position in retail innovation.
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Introduction

Augmented Reality (AR) is an innovative technology that merges digital components with the
physical world, enriching our real perception and boosting individual concerns towards the
environment. Contrasting with Virtual Reality (VR), which creates a wholly virtual
experience.AR superimposes digital data over the real world in real-time. AR's applications span
entertainment, gaming, education, healthcare, and retail. It enhances our environment with
computer-generated visuals, videos, or information, offering an engaging and immersive
experience that has the potential to alter our interaction with our surroundings.

Augmented Reality technology has revolutionized business-to-customer engagement and the
way one views products within the retail sector. One such company that has been leading the
way in its adoption of augmented reality in customer engagement and product visualization is
IKEA. As a global company committed to giving innovative solutions in the furniture and home
décor market, augmented reality has been embraced to give customers both immersive and
interactive experiences.

This research aims to investigate the impact of augmented reality technology on customer
engagement and perception of products in relation to IKEA. By studying customer reviews,
nutritional information, and literature reviews, the present paper investigates the effectiveness of
augmented reality to enhance the overall shopping experience and increase sales for IKEA. The
study of how challenges and opportunities arise in the use of AR technology in the retail
industry, focusing on IKEA strategies and best practices, provides useful insights into the role of
AR in the transformation of customer engagement and perceptions of products at IKEA and its
implications for the retail industry. retail at large. By conducting a study of the success of

augmented reality at IKEA and noting areas for improvement.

Statement of the Problem: Although previous research has shown the potential of AR in
marketing and retail, there is a lack of understanding regarding how to effectively integrate AR
technologies into IKEA’s operations to enhance customer engagement and product visualization.

Without a clear strategy for using AR, IKEA may miss opportunities to enhance the shopping
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experience, resulting in suboptimal customer interactions and product presentation. This lag in
keeping up with the technology prevents IKEA from exploiting the potential benefits of the
technology that could enhance the customer experience and improve how they perceive products
in the store. As the company lags in keeping up with development, it may be difficult for it to
implement new technologies and produce solutions that meet the needs of its customers in the
future.

Aims and Research Objectives of the Study

To examine the effectiveness of augmented reality (AR) in enhancing customer engagement for

IKEA while considering environmental sustainability.

To assess the impact of AR on product visualization and its influence on customer purchasing

decisions for customers at IKEA

To study the potential benefits and challenges of implementing AR technology in the marketing
strategies of IKEA.

Research Questions

How does augmented reality (AR) contribute to enhancing customer engagement for IKEA?

What are the effects of AR on product visualization and its influence on customer purchasing

decisions for IKEA?

What are the potential benefits and challenges associated with integrating AR technology into

the marketing strategies of IKEA?

Significance of Study

Contribution to the academic literature: Empiric self-study on augmented reality (AR)
influence on consumer behavior, particularly of IKEA, will not only complementarily boost
existing knowledge but yield empirical results. The unexpected information furthering the
argument as the data is curated and recorded in an attempt to fill the voids in the literature
accompanied byinsights on how augmented reality technology can be leveraged in the

marketplace to offer a more satisfying shopping experience for the customers.
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Practical implications for IKEA: For the brand to choose the best options from using augmented
reality technology in lkea’s marketing mix, it is compelling to analyze the benefits and
challenges of augmented technology. It is evident that the advantages of augmented reality (AR)
that include encouraging the customer's engagement as well as the visualization of the product
can guide IKEA to useful strategies that that will bring forward sales. In addition, acknowledging
the obstacles of AR and the relation of technology limitations and what customers need, and it

will be necessary to consider the way AR is implemented to prevent any problems.

Insights into Customer Behavior: the research study discusses the role played by AR in making
the consumer customers appreciate 3D models and know whether to buy from IKEA or not. As a
result of the study, it may be easily believed that it would changes our knowledge and
understanding of consumer behavior through the virtual and dynamic shopping experiences. This
intelligence plays a dangerous role for the business community in order to change their

marketing strategy in accordance with client needs.

The significance of study for students’ researchers: Lies in gaining in-depth knowledge of
modern technologies related to work environments. Also developing problem-solving skills and
challenges that they may face in the work field. Stimulating innovation and creativity and how to
employ it to achieve work goals. In addition to enhancing research skills and analyzing data to
provide conclusions based on strong evidence. Achieving a deep understanding of consumer

behavior and their interaction with products and how technology will affect their choices.
Scope and Limitation

Scope:The scope of the research focuses on exploring the potential of augmented reality (AR)
technology in enhancing customer engagement and product visualization within the IKEA store
environment. The research aims to evaluate how the use of AR affects the customer experience
with IKEA products. It seeks to study key variables such as user satisfaction, purchase intention,
and sales conversion rates. In addition, the extent to which AR affects consumers’ decision-
making process will be analyzed, and whether it contributes to improving the overall shopping

experience.
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Limitations:The study may face a number of limitations, including technical challenges related
to the need for compatible devices such as smartphones or tablets as well as data analysis
systems, in addition to the importance of having a reliable internet connection to ensure the
smooth operation of AR applications. Researchers may also face a lack of information resources
or existing studies that specifically address the integration of AR technology with IKEA

operations.

On the other hand, there are limitations related to the difficulties associated with users’
acceptance of modern technologies, as some customers may face resistance to new technologies
or concerns about privacy. Time constraints may also affect the depth of the study, which may
limit the ability to study the long-term effects of adopting these technologies. There is also a lack
of experience among customers in using AR technology as it is a new technology, which may
negatively impact the results. Finally, AR applications require continuous maintenance and

updates, which poses an additional challenge for IKEA in adopting this technology effectively.
Review of related literature

It is anin-depth synopsis of relevant, prior research. Put differently, it is referred to as the act of
putting up a summary, a synthesis, and/or critical analysis of the material that was found during a
literature search. A literature review looks at academic publications, journals, and other relevant
materials which pertain to a particular subject of study. The associated literature is presented
below as the first step in answering the research questions: how can augmented reality (AR)
improve customer engagement for IKEA? What effects does AR have on product visualization
and how does that affect customer purchasing decisions for IKEA? What are the potential

advantages and disadvantages of incorporating AR technology into IKEA's marketing strategies?

Related Literature:

Muhammad Al-Khalidi, Abdul-Raouf Ishteiwi, Ahmed Al-Qurm, Amjad Al-Dawish,
Muhammad Al-Othman, Ammar Al-Momani (2023) in their study entitled Redefining the E-
Commerce Experience: Exploring Augmented and Virtual Reality Technologies. Incorporating
virtual reality (VR) and augmented reality (AR) technology into online stores enables more

effective and engaging shopping experiences, which is important for businesses to succeed in
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today's competitive e-commerce market. These technologies offer customized experiences that
looks at the needs of every client. The aim of this study is to gain a deeper understanding of the 1
advancements in VR & AR technology, also their potential applications in e-commerce. This
study employed a variety of data sources and inclusion criteria that were centered on the
application of virtual and augmented reality in e-commerce. A total of 55 papers and gels were
found which were categorized based on the research methodologies and issues used. Given the
results of the research paper, it can be concluded that integrating augmented reality and virtual
reality technologies into e-commerce has the potential to develop and improve e-commerce.

Syeda Bushra Qadri, Muhammad Masood Mir, Muhammad Arish Khan (2023) in their
study titled Exploring the Impact of Augmented Reality on Customer Experiences and Attitudes:
A Comparative Analysis with Websites. Many customer-oriented businesses use augmented
reality to enhance motivations, shopping experiences, and buying behavior. Therefore, AR-based
empowerment stimulates customer engagement and shopping behavior by providing a lively
technological experience. Previous studies found that the development of augmented reality,
trust, and liveliness influence customer usage behavior. There is existing literature presented in
the context of AR applications, and they are widely used through many tools; however, the
researcher intends to explore the comprehensive features that tend to understand customer
experiences and attitudes to find the contrast between AR and websites. Augmented reality is
expected to disrupt the real-world environment by providing an enjoyable customer experience
and eliminating the physical efforts that tend to motivate customers who are fascinated by
augmented reality compared to a website. The author chose the Houzz AR app and website to
collect the data and provide a better understanding of both scenarios. The author conducted two
field experiments to demonstrate positive customer attitudes who satisfied the experience toward
the augmented reality application instead of the traditional website. The application of
augmented reality is vital and new to engage the customers and modify the attitude toward
immersion in technology. Finally, this study provides multiple effects such as unique visual
illustrations, exciting features, and innovation leading to a satisfying customer experience,

considering both features in real and virtual world environments.
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Carlos Orus, Sergio Iba'nez-S ™ anchez, " Carlos Flavian (2023) in their study titled Exploring
the Impact of Augmented Reality on Customer Experiences and Attitudes: A Comparative
Analysis with Websites. Many customer-centric businesses use augmented reality in enhancing
their stimuli, the shopping experience of customers, and the purchase behavior of customers.
Thus, with the help of a colorful technological experience, AR-driven enablement triggers
customer engagement and their purchasing attitude. Previous studies found that the usage
attitude of the customer was impacted by the vividness, freshness, and trust of AR. While there is
already literature on AR applications and they are often used with a variety of devices, the author
wants to explore holistic aspects that tend to realize customers' 10 experiences and attitudes in
order to establish how different AR is from websites. Augmented reality can destroy the real-
world environment by providing hedonic visual rewards and removing the physical exertion
which normally activates customers who get mesmerized with AR compared to a website. In
order to gather information and to provide a more holistic analysis of both situations, the author
chose the Houzz AR app and website. The author conducted two field tests to show favorable
consumer sentiments which fulfilled their experience of using the augmented reality app
compared to the traditional website. The creativity and vibrancy of the AR software attract the
users and make them alter their perspective of using technology. Lastly, considering elements in
both real and virtual situations, this study provides numerous implications, including sensational
features, inventiveness, and distinct visual illustrations that result in a positive consumer
experience.

Rumen Pozharlievl, Matteo De Angelis1l, Dario Rossi (2022) in their study titled the effect of
augmented reality versus traditional advertising: a comparison between neurophysiological and
self-reported measures. Despite the growing use of augmented reality in advertising, less is
known as to how consumers respond to this form of advertising and how that differs from more
traditional paper-based advertising. Given its dynamic, engaging, and vivid nature, augmented
reality advertisements have a chance to enable businesses to establish an emotional connection
with their target audience. Investigating whether consumers' responses to augmented reality
advertising might differ from those to traditional paper-based advertising in terms of emotional

and affective intensity, authors conduct two laboratory studies factoring in self-reported
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measures of affect intensity, physiological measures of arousal (galvanic skin response), and
willingness to pay. The results suggest that customers exposed to augmented reality ads were
willing to pay a premium than those exposed to standard paper-based ads. In addition, processing
fluency may be behind the reason for consumers' enhanced emotional responses to AR. These
findings suggest that the replacement of augmented reality commercials with standard ones
increases the physiological reactions of consumers and an urge to spend, which could have an
impact on consumer segmentation and marketing messaging.

Akash Bajpai, Tajamal Islam (2022) in his highlight how technological advancements
influence marketing strategies, offering new ways to engage and influence customers.
Augmented Reality Marketing (ARM) utilizes digital platforms to create immersive experiences
that appeal to multiple senses, aiming to enhance customer engagement, behavior, loyalty, and
purchasing decisions. The research demonstrates that ARM can bring products closer to
consumers, bridging the gap between experience and action, and fostering stronger customer-
brand relationships through innovative marketing approaches.

Diaa, N. M. (2022). Investigating the effect of augmented reality on customer brand
engagement: The mediating role of technology attributes. The Business and Management
Review, 359. The article studies the impact of augmented reality (AR) on consumer brand
engagement (CBE) among Egyptian women is explored. The research utilizes the Technology
Acceptance Model (TAM) to analyze how AR features influence CBE, with enjoyment,
perceived utility, and perceived ease of use acting as mediators. Through structural equation
modeling (SEM), the study investigates the relationships between AR qualities, technological
attributes, and CBE. The findings suggest that perceived utility, perceived ease of use, and
enjoyment play a mediating role in the positive effects of AR characteristics on CBE. This study
offers valuable insights for marketers on leveraging AR technology to enhance consumer

interaction with their brand.

Tan, Y. C., Chandukala, S. R., & Reddy, S. K. (2022).Augmented reality in retail and its
impact on sales. Journal of Marketing, 86(1), 48-66. This article focuses on online sales.
Although many firms are interested in investing in augmented reality, little is known about the

actual use of this technology in real life. Before discussing how augmented reality helps
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customers with pre-purchase product evaluation, the authors review the four key applications of
AR in retail. Focusing on data from a global cosmetics retailer, the authors identify that the
utilization of augmented reality in the retailer's mobile app is positively associated with sales
uplift, especially for more expensive, niche-appealing, and less well-known products. They also
note that the impact of AR is stronger for the lower product category and web channel
experiences.

Phuthong, T. (2022). Use of augmented reality-based applications in online retailing and
customer engagement: an empirical investigation in the context of the emerging economy of
Thailand. Journal of Management Information and Decision Sciences, 25, 1-19. The
technological advancement or the growing use of digital technologies has been changing retail
operations and customer purchase behavior. Different digital innovations, such as AR, can
integrate both physical and digital facets within a retail context. The current study investigated
one pattern of customer engagement for e-retailers through augmented reality applications. The
survey was participated in by 400 customers who had experienced augmented reality in online
purchasing. Partial least squares regression was used in analyzing the structural equation models,
while frequency and percentage distribution was employed to view descriptive data. The findings
showed that perceived simplicity of use, social impact, and individual inventiveness-three key
causal factors-driven digital service experiences influenced customer engagement through
hedonic and utilitarian values. Moreover, the study finds that personal innovativeness does not
affect utilitarian value and perceived danger does not affect hedonic or utilitarian values. From
these results, the study identifies how important it is for augmented reality online retailers to
understand the factors which will determine how their customers will interact with their
applications, as well as suggesting that these firms use AR apps as part of increasing consumer
interaction.

Orus, C., Ibafiez-Sanchez, S., & Flavian, C. (2021). Enhancing the customer experience
with virtual and augmented reality: The impact of content and device type. International
Journal of Hospitality Management, 98, 103019. While augmented and virtual reality are
creating a new frontier in business-customer interaction, few studies so far have been primarily

designed to compare the efficiency of these two technologies. This study investigates how these
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different content types of influence customers in perceiving presence and past hotel experiences.
High-resolution material with factual realism, for example 360-degree films, has been shown in
the lab trial to greatly enhance the consumer's sensations of presence, ease of imaging, visual
appeal, and intent to book. Using high-immersion technologies, like head-mounted displays,
increases these effects. Secondly, a sense of presence also evokes creativity and aesthetic appeal.
It dampens the effect of content on the intention to book. The study contrasts the effects of
conventional VR and AR experiences while highlighting the crucial role that presence plays in

influencing behavioral intentions in the hotel industry.

Rauschnabel, P. A., Felix, R., & Hinsch, C. (2019). Augmented reality marketing: How
mobile AR-apps can improve brands through inspiration. Journal of Retailing and
Consumer Services, 49, 43-53. Concentrating on internet sales, little is known about how
augmented reality is really used in real life, even though many businesses are interested in
investing in this technology. The writers review the four main uses of augmented reality in retail
before going into how it aids buyers in evaluating products before they buy. Concentrating on
data from a global cosmetics retailer, the authors find that using augmented reality in the shop's
mobile app is positively correlated with an increase in sales. This is, they point out, truer for
more expensive and niche-appealing products that are not as well-known. They also point out
that the effect of augmented reality is more significant for lower product categories and web

channel experiences.

Conceptual Framework
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The following conceptual model has been carefully formulated. This diagram will show the
potential of augmented reality (AR) in enhancing customer engagement and product
visualization for IKEA company. Customer engagement, customer queries, increased footfall is a
dependent variable, while use of virtual furniture demonstration, use of interface design,

interactivity level, content demonstration and creation are independent variables.

*% Use of virtual furniture
demonstration

*% Use of interface design
"% Interactivity level
" Content demonstration ana

creation

Dependent Variables: The variable that is measured or observed to assess the effect of the
customer concerns and buying behavior. Input factors may have a direct or indirect impact on the

customer.

Independent variables: The variable that is manipulated or categorized in the research to
observe its effect on the dependent variable, it is the presumed cause or influence in the study.
The independent variable is what you change, and the dependent variable is what you measure.

The independent variable is what you change, and the dependent variable is what you measure.

These are the combined independent variables that help to engage customers more, along with

better product visualization for IKEA, through the application of Augmented Reality.

Research Gap:
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Many previous studies have included augmented reality and its uses in marketing and its impact
on customer engagement and product visualization. However, there is still a gap in how to
effectively integrate augmented reality into various areas such as retail, e-commerce, and
marketing, to improve customer interaction as well as product Visualization, due to the lack of
comprehensive research on real-time responses during augmented reality interactions and their
direct impact on improving customer engagement and product visualization.There are also no
previous studies and research regarding augmented reality in the furniture industry that

advocated any solid evidence.
Research Methodology

This chapter focuses on the research methodology for investigating how augmented reality can
enhance customer engagement and the visualization of a product for IKEA Company.
Understanding this methodology is important for the achievement of the thesis goal: to
investigate the effects that Augmented Reality technology has on customer engagement and
product visualization in relation to IKEA offerings. In the following analysis, researcher
investigate how AR can be used in driving better customer experience and business improvement
for the company. This chapter outlines the methods to be used in collecting and analyzing data,
the design of the research, and the justification of the methods to be employed to illuminate the
role that augmented reality is playing in revolutionizing the strategies of customer engagement

and product visualization of IKEA in Oman.
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Type of Research

In this research researcher usesmixed research methods which combine both qualitative and
quantitative approaches because it would be beneficial for researching for the potential of
augmented reality (AR) in enhancing customer engagement and product visualization for IKEA
Company.

Qualitative methods, using interviews and focus groups, can provide in-depth insights into
customers' perceptions, opinions and experiences with AR technology in IKEA’s company. This
can help researchers understand the emotional and psychological impact of AR on customer
engagement and product visualization.

On the other hand, quantitative methods by using surveys and data analysis. it will provide
statistical evidence and measurable data on the effectiveness of AR in enhancing customer
engagement and product visualization. This can help researchers identify trends, patterns and
correlations.

By integrating qualitative and quantitative approaches, researchers can achieve a holistic insight
into the potential of augmented reality (AR) for IKEA Company. This approach allows for a

more holistic exploration of the topic, leading to more robust and reliable research findings.
Research Design

The research study exploring the potential of augmented reality (AR) in enhancing customer
engagement and product visualization for IKEA Company. The population will be the customers

or potential customers of IKEA who interact with the AR technology.

Exploratory method it helps in finding a new insight related to consumer preferences and
behavior and allow the identification of ideal ways through which augmented reality can be
integrated into IKEA's business plan. This is highly effective in testing a range of augmented
reality capabilities, such as virtual try-ons and room visualization, in order to find possible

barriers or enhancements that one wouldn't necessarily think of.

The sample selected from this population, potentially including individuals who have visited

IKEA stores, used IKEA's website or app, or have shown interest in home furnishing products.
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Sample size

Sample is in research is consider as the number of respondents or the observation .it highly
effective in collecting the data on how Augmented Reality Enhancing Customer Engagement and
Product Visualization in real time for IKEA Company and how they interact on the app and to
know the satisfaction of the customers. researcher have evaluated the research objective,
population size, expected effect size, dependent and independent variable along with the

heterogeneity.
Research Respondents

A simple random method was used, meaning participants were selected randomly from the
population. In this case, the population will be IKEA customers. Random selection ensures that
each customer has an equal chance of being selected, which helps in obtaining a representative
sample. This research aims to explore how AR can enhance customer engagement and product
perception for IKEA, by having these randomly selected customers provide feedback and

insights based on their experiences with AR technology and IKEA products.
Research Instrument

Researcher uses the questionnaire to collect primary data from the target audience. This
questionnaire may contain open and closed questions. In this questionnaire, researcher target
IKEA customers who have extensive knowledge of IKEA products. This questionnaire will be
online to ensure it is accessible to the target audience and once data collection is complete,

researcherswill analyze the answers.
Research Procedure

Gathering of Data: Since the topic will be about researching how augmented reality could
enhance customer engagement and product visualization for IKEA, data about customers'
experiences, opinions, and preferences with AR technology are being collected in relation to

IKEA's retail environment.
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Ethical implications of the data collected: In all research involving human subjects, especially
when data is collected through questionnaires, ethical issues need to be considered. To be sure
that the interviewees understand the purpose of the study and what rights they have as
respondents, informed consent needs to be obtained in the study. Other important ethical
considerations would be taking measures to minimize any risks that might be associated with

participation and keeping the interviewees' responses confidential.

Primary data collection: The questionnaire should therefore be focused on the customers'
experiences regarding AR technology, its impact on the relationship with IKEA products, and
the vision of furniture and home décor items. You might ask about the frequency of using AR,

satisfaction with it, the advantages that can be derived from it, and what you would change.

Data Treatment: After the information is collected through the questionnaire, the analyzed data
shall then be used to derive important findings that are relevant to the goals of the study. These
include coding of responses for analysis, both descriptive and inferential statistical analyses, in
addition to the cleaning of data to remove any errors or inconsistencies. Statistical tools have
been considered as measure of central tendency, correlation factor analysis to determine the
relationship between the variables and factor analysis to identify the effective factors and

variables.

Procedure in Analyzing the Data: So, this information from IKEA consumers was summed up
using descriptive analysis, which gives the general picture of their attitudes, actions, and
preferences regarding augmented reality technology. On the other hand, inferential analysis
allows researchers to make inferences regarding the connection between AR usage and customer

engagement or product visualization at IKEA.
the findings and implications of your study.

Presentation, Analysis, and Interpretation of Data
The researchers used a primary data source in this study by using a questionnaire that used a
combination of both closed and open-ended questions for quantitative and qualitative analysis,

respectively. 41.45% of the respondents are male and 58.55% are female.44.74% of the
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respondents are from group ages 18-25years ,40.79% of the respondents is from group ages 26-
35years,11.18% of the respondents is from group ages 36-45 years and 3.29% of the respondents
are from group above 45 years. Most of the respondents are from group age 18-25 years but the
least of the respondents are from group age above 45 years. The finding reveals that 53.29%of

respondents have not used AR where 46.71% of respondents are used to with the technology.

AR has the capability to enhance the enjoyment of furniture shopping. The percentage of
respondents strongly agree that the AR has the capability to enhance the enjoyment of furniture
shopping is 23.68 %,26.32 % agree that the AR has the capability to enhance the enjoyment of

furniture shopping 21.05 % of the respondents stood neutral.

The percentage of the respondents strongly agree that the customers have awareness about
IKEA’s AR app which is called IKEA Place is 10.53 % of the respondents while 22.37 % of the

respondents agree with the statement. 24.34% of the respondents stood neutral.

The finding suggest that most of the customer are strongly agree that the current AR features
provided by IKEA are helpful for visualizing furniture which is 21.71 % of the respondents while
30.92% of the respondents agree with the statement and it contributes huge to sustainable
initiative.

Qualitative data analysis

Features or improvements in IKEA's AR app for furniture visualization: To guarantee that
many customers feel satisfied, IKEA must create an AR app that is highly engaging, and easy to
use, as revealed by the feedback gathered from the questionnaire. Accurate texturing, lighting,
shadows and dimensions create realistic product visualization, drawing attention to that

improved realism is a top priority.

AR technology in furniture retailers such as IKEA requires a lot of solving and dealing with
different issues and constraints based on the responses in this survey. Amongst those that were of
more interest are customer concerns such as an easily understandable user experience, a
universal interface, the ability to visualize furniture in a realistic presentation of real-world

settings, and to enable users with a set of custom options regarding personal preferences. These
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are precision in spatial mapping, texturing, and lighting; overcoming latency to turn in a smooth
performance; integration of augmented reality applications with the current e-commerce and
logistical systems. Customer adoption barriers include awareness and acceptance of the
technology by less tech-savvy customers and overcoming the learning curve related to AR

products and sustained prosperity.

The more improved the shopping experience, the greater the satisfaction of key consumer needs,
hence such a strong effect of AR-based visualization on purchase decisions. First, it enhances
confidence in decision-making due to the ability of the clients to see how things will look and fit
into their environment, thus reducing the uncertainty and increasing confidence in choices made.
Compared to static photography, AR representations are realistic and detailed, thereby increasing

product comprehension by better presenting the measurements, colors, and styles of the product.
Findings and Discussion

IKEA's augmented reality (AR) technology has already begun reshaping customer perceptions
and shopping behaviours, although its full potential has not yet been fully realized. A notable
percentage of respondents (46.71%) have used AR to make furniture purchases, with many
highlighting its benefits in improving product visualization (52%) and enhancing the overall
shopping experience (44.7%). AR increases confidence in purchasing decisions by offering
realistic representations of products, which helps reduce uncertainty and saves time during the

decision-making process.

AR has the potential to influence purchasing decisions by increasing customer confidence and
reducing product returns. Respondents indicated that immersive AR features, such as the ability
to "try on" furniture in their homes, help minimize errors and increase confidence in products.
Moreover, AR accelerates decision-making and encourages exploration, making the shopping
process more enjoyable and efficient. However, challenges such as high development costs
(50.7%), limited user awareness (40.1%), and technical barriers, such as device compatibility,
need to be addressed for AR to reach its full potential. Suggestions for improvement include
enhancing customization options, improving visual realism, speeding up loading times, and

simplifying interfaces to improve user satisfaction.
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Recommendation and conclusion
Recommendations

e Launch targeted marketing campaigns that emphasize the benefits of the app, such as
improving product perception and decision-making. In addition to leveraging digital
channels, influencing partnerships, social media, and in-store promotions to educate
environmental protection needs.

e Invest in advanced AR rendering technologies to enhance visual realism with accurate
textures, colors, and lighting. In addition to adding customization options for furniture
styles, colors, and materials and enabling the visualization of multiple furniture items at
once for complete room layouts.

e Implement gradual development of new AR features to manage development costs with a
focus on high-impact updates. In addition to using user behavior analytics to prioritize
updates and improvements.

¢ Installing AR kiosks in physical stores, allowing customers to “try on” furniture in real
time.

e Collecting regular user feedback through surveys to identify areas for improvement and
building an engaged user community through forums, social media groups or interactive
campaigns where customers can share their AR experiences.

e Focusing on creating an immersive and rewarding shopping experience that bridges the

gap between virtual and physical retail spaces.
Conclusion

This study underscores the importance of AR as a tool to enhance the shopping experience and
shape the future of the retail industry. For IKEA, leveraging AR effectively will translate into
greater customer satisfaction, increased sales, and a competitive advantage in a dynamic market.
Through sustained innovation and a commitment to customer-centric solutions, IKEA can set
new standards for integrating digital technology into retail. The findings revealed that AR

significantly enhances customer confidence by providing realistic and immersive visualizations,
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allowing users to virtually place furniture in their spaces. This reduces uncertainty, minimizes

product selection errors, and reduces return rates. Furthermore, AR enhances convenience and

efficiency, enabling customers to explore different options from the comfort of their homes. It

was noted that while the majority of respondents acknowledged the benefits of AR, there is still a

gap in awareness and accessibility, with many not familiar with IKEA’s AR app, IKEA Place.
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