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Abstract: 

With the strong rise of the technology in beauty industry, the augmented reality (AR) is now one of the most 

influential tools to provide the consumers the best immersive experience, and it has become a new choice of items 

for beauty. Nevertheless, a comprehensive set of software development standards for the efficient implementation 

of AR products in retail is still a notable disadvantage. The primary purpose of this capstone project is to close the 

existing void by examining the intriguing interactions between AR features, consumer traits and the dynamics of 

the make-up industry in the two segments. This study aims to explore the factors that matter in customer engagement 

and purchase behavior through AR technology, which can help scholars to explain why people buy certain things 

and businesses to make the right decisions for an effective marketing strategy. A major task that the study should 

undertake entails determining the extent to which AR can influence the decision-making processes of consumers, 

examine its effects on customer choices, investigate whether AR has a positive impact on the beauty industries 

accessibilities and inclusivity, and determining whether or not AR beauty experiences contribute to the development 

of brand loyalty. 
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Introduction: 

In today's digital evolution of the beauty industry, augmented reality (AR) has become a powerful tool that offers 

consumers immersive experiences. The absence of precise guidelines for the best AR application design in the 

beauty industry, however, continues to be a serious shortcoming. By looking at the complex interactions between 

AR features, distinct consumer characteristics, and the particular dynamics of the beauty industry, this research 

seeks to close this gap. Using a mixed-methods approach, we aim to find insights that contribute to theoretical 

understanding while also providing useful advice for companies trying to fully utilize augmented reality (AR) to 

improve customer engagement and purchase behavior in the beauty industry. 

Review of literature 

J. Scholz, A.N. Smith (2016), Present a framework describing active and passive elements of augmented reality. 

Outline basic design decisions for marketers planning AR campaigns. The article employs a conceptual framework 

to analyze AR components and their interactions, providing insights for marketers to enhance consumer 

engagement. The abstract suggests eight actionable recommendations (ENTANGLE) for marketing managers to 

design effective AR experiences that maximize consumer engagement. 
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Neelam Mangtani, Dr. Nibha Bajpai, Dr. Sangeeta Sahasrabudhe & Dr. Deepak Wasule (2020), Explore the 

unconventional integration of cosmetics and computing, focusing on technology-driven customized personal care. 

Utilize qualitative research methods, including surveys and interviews, to understand consumer perceptions and 

preferences regarding technology-driven personal care. The article underscores the significance of AI and 

augmented reality in personal care post-COVID-19, highlighting their role in addressing safety concerns, hygiene 

disruptions, and the evolving consumer landscape. 

 

Jeong Bin Whang, Ji Hee Song, Boreum Choi & Jong-Ho Lee (2021), Investigate mediators and boundary 

conditions of the AR experience-consumer purchase intention relationship. Conducted two studies using mediation 

analysis and Hayes' method. Cognitive control mediates AR's impact on purchase intention; peer communication 

moderates cognitive control. 

 

Aditya Nugroho & Wei-Tsong Wang (2023), Investigate the impact of Push-Pull-Mooring (PPM) factors on AR 

technology performance risk and examine the role of information asymmetry as a mediator in the PPM-performance 

risk relationship. Conducted a quantitative study, employing surveys to assess PPM factors, information 

asymmetry, and perceived performance risk. PPM factors may not always influence AR performance risk directly; 

information asymmetry acts as a mediator. 

Dr. Rashi Baliyan Ashima Jaswal (2021), Explore the impact of Augmented Reality (AR) on consumer buying 

behavior in the cosmetic segment and provide a comprehensive understanding of how AR influences online 

shopping in Delhi NCR. Utilized qualitative analytical techniques, including questionnaires, interviews, 

observations, vlogs, and blog entries. AR positively influences consumer buying behavior in cosmetics, enhancing 

the online shopping experience. 

B.-M. Prodea & C. P. Constantin (2023), Examine the impact of the current digital business environment on 

marketing strategy. Evaluate how Augmented Reality (AR) implementation can provide a competitive advantage. 

Conducted a literature review on digital marketing trends and employed qualitative analysis to assess AR's potential 

in overcoming current challenges. AR implementation enhances marketing strategies, offering a competitive edge 

in the dynamic digital business environment. 

 

Adelya Gabriel, Alina Dhifan Ajriya, Cut Zahra Nabila Fahmi & Putu Wuri Handayani (2023), Assess the 

impact of augmented reality (AR) on the intention to continue using AR in e-commerce. Examine the influence of 

AR on the intention to continue shopping for beauty and fashion products. Utilized covariance-based structural 

equation modeling with a sample of 549 respondents in Indonesia. Interactivity, novelty, hedonic value, and 

satisfaction significantly affect AR continuance intention in e-commerce. 

 

Mine Oyman, Dondu Bal & Serhat Ozer (2022), Assess the impact of augmented reality (AR) on behavioral 

intentions in cosmetic virtual try-on. Examine the influence of consumer novelty seeking and technology anxiety 

on AR perception. Applied the Technology Acceptance Model (TAM) using structural equation modeling (SEM) 

with 278 female consumers. Consumer novelty seeking positively influences perceived augmented reality, 

impacting enjoyment, usefulness, and ease of use. 
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Sheila Hsuan-Yu Hsu, Hung-Tai Tsou & Ja-Shen Chen (2021), Examine the impact of experiential AR app 

features on hedonic and utilitarian values. Investigate the influence of experiential value on customers' continued 

usage intention. Conducted an online survey with 437 YouCam Makeup app users in Taiwan using SmartPLS 

software. Experiential AR app features have a greater impact on hedonic value, influencing continued usage 

intention. Perceived customer support moderates the relationship between experiential value and continued usage 

intention. 

 

Aboli Lele & Norman Shaw (2021), Examine factors influencing consumer loyalty in AR beauty apps using the 

ES-QUAL model. Assess the impact of Hedonic Motivation, Perceived Value, and other constructs on loyalty. 

Conducted an online survey with 251 university students, analyzing data through PLS-SEM. Hedonic Motivation 

and Efficiency significantly impact loyalty intentions in AR beauty apps. 

 

Syed Shah Alam, Samiha Susmit, Chieh-Yu Lin, Mohammad Masukujjaman & Yi-Hui Ho (2021), Examine 

the mediating role of attitude in the relationship between perceived usefulness and intention. Structured 

questionnaire survey with 233 retail stores in Malaysia, analyzed using PLS-based structural equation modeling. 

Perceived usefulness, attitude, competitive pressure, and more significantly influence AR adoption intention in 

retail. 

 

Yong-Chin Tan, Sandeep R. Chandukala, & Srinivas K. Reddy (2021), Investigate AR's impact on sales, 

specifically focusing on product evaluation in online retail. Explore how AR influences sales for different product 

characteristics and customer segments. Empirical study using data from an international cosmetics retailer, 

examining AR usage and its association with sales. AR is associated with higher sales for less popular, niche, and 

expensive products, especially for new online customers. 

 

Zhao Du, Jun Liu & Tianjiao Wang (2022), Synthesize AR marketing literature, understanding its characteristics 

and application in various contexts. Systematic literature review, evaluating 442 journal articles from 2000 to 2021, 

finalizing 99 articles. Rapid increase in AR marketing articles, covering diverse disciplines. 

 

Nagra, G. K. & Gite, D (2023), Explore how Augmented Reality Marketing (ARM) provides unique and 

meaningful customer experiences. Investigate user perceptions, awareness, and decision-making in AR-based 

advertisements. Utilizes structured interviews and surveys to analyze user experiences and preferences in AR 

advertising. Augmented Reality advertising enhances user engagement, understanding, and product evaluation. 

 

Mirela-Catrinel Voicu, Nicoleta Sîrghi & Daniela Maria-Magdalena Toth (2023), Investigate factors 

influencing consumers' AR app usage in online makeup e-shopping. Explore relationships among determinants 

affecting users' intentions to adopt AR apps. Utilizes Partial Least Squares Structural Equation Modeling (PLS-

SEM) on online questionnaire data. Social value, fit confidence, perceived utilitarian value, and immersion 

significantly impact users' AR app adoption. 
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Research Methodology:  

Our research will use a two-pronged approach to uncover the mysteries surrounding Augmented Reality's impact 

in the beauty industry. Initially, we will use surveys and behavioural analytics to collect information from beauty 

enthusiasts about how they use augmented reality features. Then, in order to gather firsthand accounts and 

viewpoints, we'll delve further through in-depth interviews and focus groups. With the help of this mixed-methods 

design, we will be able to see the situation from all angles and hear the actual stories in addition to crunching the 

numbers. We will intentionally select a diverse group of participants to reflect the range of preferences for beauty. 

Regression analysis and descriptive statistics will be used to analyse the quantitative data, and theme and content 

analysis will be applied to the qualitative data. With this meticulous investigation, we hope to find the secret recipe. 

Objective of the Study: 

1. To determine the impact of AR technology on consumer decision-making processes in the beauty industry. 

2. To analyze how AR affects consumer choices in the beauty sector. 

3. To explore the role of augmented reality in enhancing the accessibility and inclusivity of beauty products 

and services. 

4. To analyze the relationship between augmented reality beauty experiences and brand loyalty. 

 

Objective Clarification:  

Determine the best augmented reality features for apps in the beauty sector, comprehend the impact of unique 

characteristics, and create a framework for designing AR applications. 

Research Design:  

Mixed-Methods Design: To obtain an in-depth knowledge, combine qualitative and quantitative approaches. 

Exploratory Sequential Design: Gather qualitative data first, then apply what you learn to gather quantitative data. 

Sampling: 

Purposeful Sampling: Choose participants who are ready to adopt new technologies and have a variety of beauty 

preferences. 

Segmented Sampling: Make sure that different demographic groups are represented in the beauty industry. 

 

4. Data Collection Methods: 

Quantitative Methods: 

Surveys/Questionnaires: Measure consumer preferences, technological adoption, and engagement. 

Behavioral Analytics: Capture user interactions and behaviors within AR applications. 

Qualitative Methods: 

In-Depth Interviews: Explore individual consumer experiences and perceptions. 

Focus Groups: Facilitate discussions on beauty preferences and AR application features. 

 

 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                     Volume: 08 Issue: 05 | May - 2024                         SJIF Rating: 8.448                                    ISSN: 2582-3930                                 

 

© 2024, IJSREM      | www.ijsrem.com                                                                                                        |        Page 5 

Data Analysis: 

Quantitative Analysis: 

Descriptive Statistics: Analyze survey responses and behavioral data. 

Regression Analysis: Explore relationships between AR features, individual traits, and outcomes. 

Qualitative Analysis: 

Thematic Analysis: Identify recurring themes from interviews and focus groups. 

Content Analysis: Analyze qualitative data to derive insights for AR application design. 

Research Objectives: 

Examine how particular augmented reality features affect customer involvement in the beauty sector. 

Examine how unique consumer traits affect the effectiveness of augmented reality applications. 

Provide a framework for the beauty industry's AR application design optimization. 

 

Research Proposal: 

"Optimizing Augmented Reality in Beauty: Unleashing Engaging Experiences for Informed Purchase 

Decisions" 

Introduction:  

Problem Statement: 

In the beauty industry's digital evolution, the absence of clear guidelines for maximizing Augmented Reality (AR) 

impact poses a challenge. This research seeks to decipher the optimal use of AR applications to enhance consumer 

engagement and influence purchase decisions in the beauty sector. 

Research Objectives: 

Analyse how particular augmented reality (AR) features affect consumer engagement in the beauty sector. 

Examine how consumer characteristics, such as inclination towards beauty and level of technological readiness, 

affect how successful augmented reality applications are. 

 

Key Themes: 

Emphasize the significance of AR features, individual consumer traits, and industry-specific considerations. 

 

Research Methodology: 

Approach: 

Detail the mixed-methods approach, explaining the rationale for combining qualitative and quantitative methods. 

Provide a thorough explanation of the sampling strategy and data collection methods. 

http://www.ijsrem.com/
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Sampling Strategy: 

Purposeful sampling for diverse beauty preferences and tech habits. 

Participants who are representative of the target demographic and beauty enthusisasts. 

 

Data Collection Methods: 

Surveys and behavioral analytics for quantitative data. 

In-depth interviews and focus groups for qualitative insights. 

 

Data Analysis: 

Descriptive statistics and regression for quantitative data. 

Thematic and content analysis for qualitative findings. 

Method Assures: 

Thorough comprehension of customer involvement. 

Insights into how personality characteristics interact with the efficacy of AR. 

Ethical Consideration: 

Ensure participant confidentiality and informed consent. 

Adhere to ethical standards in data collection, analysis, and reporting. 

Expected Contribution: 

Anticipate contributions to AR application design principles and marketing strategies in the beauty industry. 

Implementation and Evaluation: 

Outline the step-by-step implementation of the research design. 

Define criteria for evaluating the effectiveness of AR applications. 

 

Research Gaps to Fill: 

Industry-Specific AR Guidelines: Fill the gap in the literature by providing particular design guidelines for 

augmented reality in the beauty industry. 

Individual Traits Moderating AR Effectiveness: There's not much research on how personal things, like what people 

like about beauty and how much they're into using technology, affect how well Augmented Reality (AR) works in 

beauty apps. Our study wants to fill in this gap by looking closely at how each person's preferences and tech habits 

can make AR in beauty apps better. 

 

http://www.ijsrem.com/
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