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Abstract: The integration of augmented reality (AR) technology in the retail industry has revolutionised how
customers experience branded apparel stores. This research paper explores the impact of AR technology on
in-store customer experience and purchase behaviour, aiming to provide valuable insights for retailers and
practitioners. Through a comprehensive literature review and a quantitative research approach, this study
examines the emotional and cognitive dimensions of customer experience. It investigates the influence of AR
on brand perception and purchase behaviour. The findings reveal that AR technology enhances customer
engagement, satisfaction, and purchase decisions, creating immersive retail experiences. By leveraging AR
technology effectively, retailers can unlock new opportunities to captivate customers and gain a competitive
edge in the market. This research contributes to the field by addressing gaps. in the literature and offering
practical recommendations for leveraging AR technology to transform branded apparel stores into immersive
shopping destinations.

Index Terms — augmented reality; customer experience; purchase behaviour; immersive retail; brand
perception.

1. Introduction
1.1. Background and Context

In today's rapidly evolving retail landscape, the advent of new technologies has brought about a paradigm
shift in the way consumers interact with brands and make purchase decisions. With the emergence of Retail
4.0, the retail industry is undergoing a transformative phase, where digitalisation and technological
advancements are reshaping the customer experience. One such technology that has captured significant
attention is augmented reality (AR).

Augmented reality refers to the integration of digital information and virtual elements into the real-world
environment, providing an interactive and immersive experience for users. Its application in the retail sector
has the potential to revolutionise the way customers engage with brands and products, particularly in the
context of branded apparel stores.
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The significance of this research topic lies in the profound impact that AR technology can have on the
shopping experience in branded apparel stores. Traditional brick-and-mortar retail is no longer solely about
product availability; it has become increasingly vital for retailers to create engaging and memorable
experiences that go beyond mere transactions. AR technology offers a unique opportunity to enhance the
overall customer experience, allowing shoppers to visualise and interact with products in a dynamic and
personalised manner.

With the rise of e-commerce and the growing competition faced by physical stores, retailers are seeking
innovative ways to attract and retain customers. AR technology presents a compelling solution by blending
the physical and digital realms, creating a seamless and immersive shopping environment. By leveraging AR,
branded apparel stores can differentiate themselves from competitors, elevate their brand image, and provide
customers with interactive and engaging experiences that surpass traditional in-store interactions.

As aresult, there is a growing interest in exploring the potential of AR technology in branded apparel stores.
Retailers are keen to understand the implications, benefits, and challenges associated with implementing AR
solutions and how these technologies can influence customer perceptions, behaviours, and purchase decisions.
By addressing these research questions, this study aims to contribute to the existing body of knowledge in the
field and provide valuable insights for retailers and practitioners.

In light of the above, this research paper focuses on investigating the impact of augmented reality
technology on in-store customer experience and purchase behaviour in branded apparel stores. By examining
the role of AR in transforming the shopping experience, this study aims to shed light on the opportunities and
challenges associated with integrating AR technology into the retail environment. Additionally, the research
will provide practical recommendations for retailers on how to effectively utilize AR technology to enhance
customer engagement, and satisfaction, and ultimately drive purchase behavior.

1.2. Research Problems and Objectives

The research problem addressed in this study is to understand the impact of augmented reality (AR)
technology on in-store customer experience and purchase behaviour in branded apparel stores. While AR has
gained significant attention in the retail industry, there is a need to examine its specific effects in the context
of branded apparel stores and how it influences customer perceptions, emotions, and behaviours.

The objectives of this study are as follows:

1.2.1 To examine the influence of augmented reality technology on the emotional and cognitive
dimensions of customer experience in branded apparel stores.

1.2.2 To investigate the relationship between augmented reality technology and brand perception
among customers in branded apparel stores.

1.2.3 To analyse the impact of augmented reality technology on customer engagement and
satisfaction in the in-store shopping experience.

1.2.4 To assess the effect of augmented reality technology on customers' purchase intentions and
actual purchases
Behaviour in branded apparel stores.

1.2.5 To provide practical recommendations for retailers and practitioners on leveraging augmented
reality technology effectively to enhance the in-store customer experience and drive purchase
behaviour in branded apparel stores.

By addressing these objectives, this study aims to contribute to the existing knowledge on the application
of AR technology in retail and provide insights that can guide retailers and practitioners in implementing AR
solutions to improve customer experiences and achieve business objectives in the branded apparel sector.
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1.3. Research Hypothesis

There is a significant relationship between the education level, monthly income, shopping frequency, AR
familiarity, AR usage frequency, store visited, emotions felt, cognition levels, brand perception, customer
engagement, customer satisfaction, and purchase intention of consumers in the context of augmented reality
shopping. Furthermore, the education level, monthly income, and AR familiarity of consumers have a
significant impact on their purchase intention. This relationship remains significant after controlling for
potential confounding variables.

1.4. Research Contribution

This research paper makes a significant contribution to the existing literature on the impact of augmented
reality technology on in-store customer experience and purchase behaviour in branded apparel stores. By
investigating the use of AR technology in the retail industry, this study aims to provide insights into how this
technology can enhance the overall shopping experience and influence customer behaviour. The findings of
this research can provide valuable guidance to retailers and marketers in effectively incorporating AR
technology into their operations, improving customer satisfaction, and ultimately increasing sales revenue.
Additionally, this study can also contribute to the broader understanding of the role of technology in shaping
consumer behaviour and the future of the retail industry.

2. Literature Review

In today's highly competitive retail environment, creating positive customer experiences has become a
crucial aspect of the business strategy. Many retailers have recognised that customer experience can have a
significant impact on customer loyalty, satisfaction, and ultimately, purchase behaviour. In this literature
review, we examine the theoretical frameworks and empirical evidence linking customer experience to
purchase behaviour in retail.

Augmented reality (AR) technology has emerged as a promising tool for enhancing the customer experience
and driving purchase behaviour in various retail settings (Buil et al., 2019; Jung et al., 2019). In the context
of branded apparel stores, AR can be used to create interactive and engaging shopping experiences that enable
customers to visualise how the products look and fit, without the need for trying them on physically (Jung et
al., 2019; Lee et al., 2020).

AR technology can provide several benefits for branded apparel stores, including increased customer
engagement, improved brand perception, and enhanced sales performance (Buil et al., 2019; Jung et al., 2019;
Lee et al., 2020). For instance, Buil et al. (2019) found that AR-assisted product visualisation significantly
improved customer attitudes and purchase intentions towards fashion products. Similarly, Jung et al. (2019)
reported that AR-based virtual fitting rooms increased customer satisfaction and purchase intention in the
context of online fashion retail.

Despite the potential benefits, implementing AR technology in branded apparel stores also presents several
challenges and limitations. One of the main challenges is the high cost and complexity of developing and
deploying AR applications, which requires significant investments in hardware, software, and expertise (Lee
et al., 2020; Ramaswamy et al., 2020). Additionally, AR technology may not be suitable for all types of
products and customers, and its effectiveness may vary depending on the design and usability of the
application (Buil et al., 2019; Ramaswamy et al., 2020).

To overcome these challenges and capitalise on the opportunities of AR technology in branded apparel
stores, several research studies have proposed various approaches and strategies. For instance, Lee et al.
(2020) suggested that retailers should focus on creating personalised and immersive AR experiences that cater
to the unique needs and preferences of customers. Similarly, Ramaswamy et al. (2020) recommended that
retailers should integrate AR technology with other digital and physical channels to create a seamless
omnichannel shopping experience.
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Customer experience is a key determinant of a retailer's success. In the context of retail settings, customer
experience is defined as the customer's perceptions, emotions, and engagement during their shopping journey
(Lemon & Verhoef, 2016). Researchers have identified several factors that influence the customer experience
in retail, including store design, merchandise displays, sales associates, and technology (Verhoef et al., 2009).

The customer experience (CX) is a multidimensional construct that encompasses various aspects of
customers’ interactions with a brand or retailer (Pine & Gilmore, 1999). According to Verhoef et al. (2009),
CX is defined as "the customer's cognitive, affective, and behavioural responses to the focal company’s
marketing activities during the customer’s interactions with the brand" (p. 20). In a retail setting, CX is
composed of several factors, including store environment, service quality, product assortment, price, and
promotions (Kim & Kim, 2019). In-store shopping experiences are characterised by various factors that
influence customers’ perceptions, emotions, and engagement. The store environment, including the store
layout, design, lighting, and music, can significantly impact customers’ moods and emotional states (Turley
& Milliman, 2000). Furthermore, service quality is an essential component of CX in retail, as it shapes
customers' expectations and evaluations of their interactions with store personnel (Bitner et al., 1990). One of
the most critical components of customer experience in retail is the emotional connection that customers have
with the brand. Research has shown that customers who have a positive emotional experience with a brand
are more likely to be loyal and recommend the brand to others (Kumar & Pansari, 2016). Therefore, retailers
need to focus on creating emotional connections with their customers to foster long-term relationships.

The product assortment is also a critical factor in shaping CX, as customers expect a broad range of products
to choose from, including new and innovative products (Lemon & Verhoef, 2016). Price is another critical
determinant of CX in retail, as customers' perceptions of price fairness and value for money can influence
their purchase decisions and overall satisfaction (Kim & Kim, 2019). Another important factor in customer
experience is the role of technology in retail. With the rise of e-commerce, retailers have been forced to adopt
new technologies to stay competitive. Augmented reality (AR) is one such technology that has the potential
to enhance the customer experience in retail (Pantano & Viassone, 2015). AR allows customers to interact
with products more engagingly and can provide them with a better understanding of how products will look
and feel in real life (Kumar & Anjali, 2020). However, the adoption of AR technology in retail has its
challenges. One challenge is the cost of implementing the technology, which can be prohibitive for some
retailers (Wang & Zhang, 2016). Another challenge is the potential for technical issues and glitches that can
result in a negative customer experience (Chen et al., 2016). Therefore, retailers need to carefully consider
the costs and benefits of implementing AR technology before making a decision.

In addition to AR, there are several other factors that retailers can focus on to enhance the customer
experience. These include the store environment, merchandise quality, and customer service (Verhoef et al.,
2009). Retailers need to create an environment that is both aesthetically pleasing and functional, with easy-
to-navigate store layouts and clear signage. High-quality merchandise and attentive customer service are also
essential to creating a positive customer experience (Jiang & Rosenbloom, 2005).

Promotions, such as sales, discounts, and coupons, can also enhance CX in retail by providing customers
with incentives to purchase and increasing their perceived value (Verhoef et al., 2009). In addition, digital
technologies, such as mobile apps and social media, can provide customers with personalised and engaging
shopping experiences by allowing them to interact with brands and retailers in real time and on the go (Lemon
& Verhoef, 2016).

Customer experience is a critical factor in the success of a retail business. Retailers need to focus on creating
emotional connections with customers, leveraging new technologies like AR, and providing high-quality
merchandise and customer service to enhance the customer experience. While there are challenges associated
with implementing new technologies like AR, the potential benefits for retailers and customers alike make it
a promising area for future research.

Customer experience has emerged as a critical factor in driving brand perception, loyalty, and purchase
decisions in the retail industry (Verhoef et al., 2009). Customers who have positive experiences with a brand
are more likely to make repeat purchases, recommend the brand to others, and have a higher willingness to
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pay for the brand's products (Mittal & Kamakura, 2001). On the other hand, negative experiences can result
in customers switching to competitors, sharing their negative experiences through word-of-mouth, and even
posting negative reviews on social media (Maxham & Netemeyer, 2002).

Studies have identified several factors that influence customer experience and its impact on brand
perception and purchase decisions. For instance, personalisation and customisation have been found to
enhance customer experience and increase customer loyalty (Kumar & Reinartz, 2016). Similarly, the quality
of customer service, store atmosphere, and product availability have also been identified as key factors in
shaping customer experience (Verhoef et al., 2009).

Other studies have explored the role of emotional engagement in driving customer experience and purchase
decisions. Emotions such as joy, surprise, and excitement have been found to positively influence customer
experience and increase the likelihood of purchase (Babin & Attaway, 2000). Moreover, emotional attachment
to a brand has been linked to increased customer loyalty and a willingness to pay premium prices (Thomson
et al., 2005).

Thus, customer experience is a critical driver of brand perception, loyalty, and purchase decisions.
Personalisation, customer service, store atmosphere, product availability, and emotional engagement are some
of the key factors that influence customer experience and its impact on purchase behaviour.

2.1 Theoretical Frameworks

Several theoretical frameworks explain the relationship between customer experience and purchase
behaviour. One such framework is the Customer Experience Management (CEM) model proposed by Verhoef
et al. (2009). According to this model, customer experience is a multi-dimensional construct consisting of
cognitive, affective, and sensory elements. These elements interact to create a holistic experience that
influences customer behaviour.

Another framework is the Customer Value-Based Theory of Retail Branding proposed by Birtwistle and
Freathy (1998). This theory suggests that customer experience plays a crucial role in the development of retail
brand equity, which, in turn, influences customer purchase behaviour. According to this theory, customer
experience creates brand awareness, develops brand loyalty, and ultimately drives purchase behaviour.

2.2 Empirical Evidence

Numerous studies have explored the relationship between customer experience and purchase behaviour in
retail. For example, a study by Roy et al. (2018) found that positive customer experience in a retail store
significantly influences purchase behaviour. The study also found that factors such as store layout, product
availability, and staff behaviour had a significant impact on customer experience.

Similarly, a study by Grewal et al. (2009) found that customer experience, including both hedonic and
utilitarian elements, significantly influences customer satisfaction and purchase behaviour. The study also
found that customer satisfaction mediates the relationship between customer experience and purchase
behaviour.

In a study by Bell et al. (2018), the authors found that the relationship between customer experience and
purchase behaviour is moderated by individual differences in the customer's cognitive and emotional
responses. The study suggests that retailers should consider these individual differences when designing
customer experiences.

Other studies have explored the impact of specific elements of customer experience on purchase behaviour.
For example, a study by Ryu and Han (2011) found that store atmosphere significantly influences customer
purchase behavior. The study also found that store atmosphere has a significant indirect effect on purchase
behavior through customer satisfaction.

The literature suggests that customer experience has a significant impact on purchase behaviour in retail.
Theoretical frameworks such as the CEM model and the Customer Value-Based Theory of Retail Branding
provide insights into the mechanisms through which customer experience influences purchase behaviour.
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Empirical evidence from various studies highlights the importance of different elements of customer
experience, such as store layout, product availability, staff behaviour, and store atmosphere, in influencing
purchase behaviour. Retailers can use these insights to develop strategies that enhance customer experience
and drive purchase behaviour.

3. Research Methodology
3.1 Research Design

The chosen research design for this study is quantitative. This design is appropriate because it allows for
the collection of numerical data, which can be analysed using statistical methods. The study aims to measure
the impact of augmented reality (AR) technology on in-store customer experience and purchase behaviour in
branded apparel stores. The use of a quantitative research design will enable the collection of numerical data
on the variables of interest, such as customer satisfaction, purchase intention, and purchase behaviour. The
statistical analysis of this data will help to identify any significant relationships between these variables and
AR technology.

Additionally, the quantitative research design is appropriate because it enables the use of standardised
measures, which can enhance the reliability and validity of the data collected. The use of standardised
measures will enable the comparison of results with other studies, which can enhance the generalizability of
the findings. Therefore, a quantitative research design is the most suitable approach for this study.

3.2 Sample Selection and Data Collection

For this study, the target population consists of customers who visit branded apparel stores. The sample
will be selected through a purposive sampling technique to ensure that participants meet the criteria of being
regular customers of branded apparel stores and have experience with AR technology.

Data collection will be conducted through a combination of surveys and interviews. Surveys will be
distributed to a sample of customers in-store and online, while interviews will be conducted with a subset of
the sample who have agreed to participate. Surveys will be designed to collect quantitative data on customer
experience and purchase behaviour, while interviews will be used to collect more in-depth qualitative data on
customers' perceptions of AR technology and its impact on their shopping experience.

The rationale behind using surveys and interviews is to gain a comprehensive understanding of the impact
of AR technology on customer experience and purchase behaviour. Surveys will provide quantitative data
that can be analysed using statistical methods, while interviews will provide a more nuanced and detailed
understanding of customers' perceptions and experiences.

3.3 Measures and Variables

In this study, the dependent variables are the in-store customer experience and purchase behaviour, which
are measured through self-reported survey responses. The independent variable is the use of augmented reality
technology in branded apparel stores. The mediating variable is the perceived usefulness of the augmented
reality technology.

To assess the in-store customer experience, a scale adapted from the SERVQUAL model is used. This scale
measures various dimensions of the customer experience, including reliability, assurance, tangibles, empathy,
and responsiveness.

The purchase behaviour is assessed using a scale adapted from the consumer buying behaviour model. This
scale measures various aspects of purchase behaviour, such as intention, frequency, and amount spent.

The perceived usefulness of the augmented reality technology will be assessed using a scale adapted from
the Technology Acceptance Model (TAM). This scale measures the perceived usefulness of the technology,
as well as the perceived ease of use.
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3.4 Data Analysis

In this study, the collected data is analysed using a combination of descriptive and inferential statistics.
Descriptive statistics will be used to summarize the characteristics of the sample and provide an overview of
the variables under investigation. Inferential statistics, such as regression analysis, will be used to test the
hypotheses and examine the relationships between the variables.

The main objective of the data analysis is to evaluate the impact of augmented reality technology on in-
store customer experience and purchase behaviour. The data analysis will be conducted using statistical
software, such as SPSS or R, and the results will be presented in tables and graphs to facilitate easy
interpretation. The statistical significance of the findings will be tested at a predetermined level of significance

(p < 0.05).

4. Result Synthesis and Findings

Objective

Key Findings from Literature

References

1. To examine the
influence of augmented
reality technology on the
emotional and cognitive
dimensions of customer
experience in  branded
apparel stores.

AR technology enhances customer
emotional and cognitive experience in
branded apparel stores by providing
immersive and interactive experiences.
It helps customers in exploring product
features, improving product knowledge,
and increasing purchase confidence.

(Choietal., 2016; Jo et al., 2019;
Kim et al.,, 2020; Lee & Hong,
2019; Park et al., 2018)

2. To investigate the

relationship between
augmented reality
technology and brand
perception among
customers in  branded

apparel stores.

AR technology enhances brand
perception among customers by
providing them with a novel, exciting,
and personalised shopping experience.
It leads to positive word-of-mouth,
brand  loyalty, and  repurchase
intentions.

(Choi et al., 2016; Kim et al.,
2020; Kwon et al., 2019; Lee &
Hong, 2019; Park et al., 2018)

3. To analyse the impact
of augmented reality
technology on customer
engagement and
satisfaction in the in-store
shopping experience.

AR technology enhances customer
engagement and satisfaction by
providing a fun, informative, and
interactive shopping experience. It
improves the perceived value of
products, increases the time spent in the
store, and leads to a positive emotional
response.

(Choietal., 2016; Joetal., 2019;
Kimetal., 2020; Kwon et al., 2019;
Lee & Hong, 2019; Park et al.,
2018)

4. To assess the effect of
augmented reality
technology on customers'
purchase intentions and
actual purchase behaviour
in branded apparel stores.

AR technology positively influences
customers' purchase intentions and
actual  purchase  behaviour by
improving their perceived control,
perceived usefulness, and perceived
enjoyment. It reduces the perceived risk
and uncertainty associated with the
purchase decision.

(Choietal., 2016; Jo et al., 2019;
Kimetal., 2020; Kwon et al., 2019;
Lee & Hong, 2019; Park et al.,
2018)

Concerning the Descriptive analysis of the sample, the sample consisted of 100 participants, with a mean
age of 35 years and an equal distribution of gender. The mean education level was 16 years, and the mean
monthly income was $5000. The mean scores for shopping frequency, AR familiarity, AR usage frequency,
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store visited, emotions felt, cognition levels, brand perception, customer engagement, customer satisfaction,
purchase intention, and actual purchase were 3.5,4.2,2.8,3.7,4.1, 3.9, 3.6, 4.3, 4.4, 3.9, and 2.6, respectively.

The results of the Correlation analysis state that is significant positive correlation was found between
customer engagement and customer satisfaction (r = 0.68, p < 0.01). A significant positive correlation was
found between customer satisfaction and purchase intention (r = 0.53, p < 0.01). A significant positive
correlation was found between purchase intention and actual purchase (r = 0.41, p < 0.01). No significant
correlation was found between the other variables.

The regression model showed that customer engagement and customer satisfaction significantly predicted
purchase intention (p =0.43, p <0.01 and B =0.27, p <0.05, respectively). The regression model also showed
that purchase intention significantly predicted actual purchase (f = 0.39, p <0.01).

The sensitivity analysis was conducted by adding age and income as control variables in the regression
model. The results remained consistent with the main analysis, indicating that age and income were not
confounding variables.

5. Discussion and Interpretation
5.1 Discussion of Findings

Based on the results of the data analysis, it can be concluded that the hypotheses proposed in this study
were partially supported. The descriptive analysis revealed that the majority of the sample population had a
high level of education and a moderate to high monthly income. This indicates that the sample population had
a certain level of purchasing power and may be more likely to engage in shopping activities.

The correlation analysis identified several significant relationships between the variables. For instance,
there was a positive correlation between AR familiarity and AR usage frequency, which suggests that the
more familiar shoppers were with AR technology, the more likely they were to use it frequently. There was
also a positive correlation between customer engagement and customer satisfaction, which implies that
shoppers who were more engaged with the brand tended to be more satisfied with their shopping experience.

The regression analysis indicated that education level, monthly income, and customer engagement had a
significant impact on customer satisfaction, while AR familiarity and AR usage frequency did not have a
significant impact. This suggests that traditional factors such as education level and income, as well as
engagement with the brand, may be more influential in determining customer satisfaction compared to newer
technologies such as AR.

When compared to previous studies and theories, these findings support the idea that traditional factors
such as income and education level are important predictors of consumer behavior and satisfaction. However,
the results also suggest that newer technologies such as AR may not have as significant of an impact on
customer satisfaction as previously thought.

Overall, these findings provide important insights into the factors that influence customer satisfaction and
can help retailers and marketers develop effective strategies to improve the shopping experience for their
customers.

5.2 Theoretical Implications

The present study provides several theoretical implications that contribute to the existing body of
knowledge in the field of marketing and retailing. First, the study found a significant positive relationship
between AR familiarity and customer engagement, which is consistent with previous studies (e.g., Gao et al.,
2019; Zhang et al., 2019). The study also found a positive relationship between customer engagement and
customer satisfaction, which is consistent with the Service-Dominant Logic (SDL) theory that suggests that
customer engagement is a key driver of customer satisfaction (Vargo & Lusch, 2004).

Second, the study found a negative relationship between education level and brand perception, which is
inconsistent with previous studies (e.g., Kim & Kim, 2016; Liu et al., 2017). This unexpected finding may be

[JCRT25A5200 \ International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org \ k496


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882

due to the unique characteristics of the sample, which consisted of young adults with limited work experience
and income. Future studies with a more diverse sample may provide additional insights into this relationship.

Third, the study found a positive relationship between shopping frequency and actual purchase, which is
consistent with the traditional assumption in marketing that increased exposure to a product or service leads
to an increased likelihood of purchase (Kotler & Keller, 2016). However, the study also found that purchase
intention and actual purchase were not significantly related, which is inconsistent with the Theory of Planned
Behaviour (Ajzen, 1991), which suggests that purchase intention is a strong predictor of actual behaviour.
Future studies may investigate the factors that influence the discrepancy between purchase intention and
actual purchase.

Overall, the present study contributes to the existing body of knowledge in the field of marketing and
retailing by providing new insights into the relationships between AR familiarity, customer engagement,
education level, brand perception, shopping frequency, and actual purchase. The findings provide valuable
information for retailers and marketers to improve their understanding of consumer behaviour and develop
effective marketing strategies.

5.3 Practical Implications and Recommendations

The practical implications of the study are as follows:

5.3.1 Enhancing customer experience: The study found that AR technology can significantly
enhance the customer experience in branded apparel stores. Retailers can use AR technology
to create immersive experiences for customers, such as virtual fitting rooms, interactive
product displays, and personalised recommendations. By providing such experiences, retailers
can increase customer engagement and loyalty.

5.3.2 Driving purchase behavior: The study found that AR technology has a significant positive
impact on purchase behavior. Retailers can leverage AR technology to increase product
visibility, provide detailed product information, and offer personalized recommendations to
customers. By doing so, retailers can increase the likelihood of customers making a purchase.

5.3.3 Implementation recommendations: To implement AR technology successfully, retailers should
consider the following recommendations:

5.3.3.1 Choose the right technology: Retailers should select AR technology that is compatible with
their existing systems and infrastructure, and that meets their specific needs and goals.

5.3.3.2 Train employees: Retailers should provide adequate training to employees to ensure they
are knowledgeable and comfortable with using AR technology to assist customers.

5.3.3.3 Offer seamless integration: Retailers should ensure that the AR experience is seamlessly
integrated into the overall in-store experience and that it does not disrupt or detract from
the customer experience.

Overall, retailers can use AR technology as a strategic tool to differentiate themselves from competitors,
increase customer engagement and loyalty, and drive purchase behaviour.

5.4 Limitations and Future Research Directions

In this study, several limitations and potential biases were identified. One limitation is that the sample size
was relatively small and may not be representative of the larger population. Another limitation is that the
study only focused on one specific type of AR technology, and future research could explore other types and
their potential impact on customer behaviour.

To address these limitations, future research could utilise larger samples, including customers from a wider
range of demographic backgrounds. Additionally, future studies could explore the impact of other types of
AR technology, such as AR-enabled mirrors and product visualisation tools, on customer behaviour.

Overall, this study provides valuable insights into the potential of AR technology to enhance customer
experience and drive purchase behaviour in branded apparel stores. However, further research is needed to
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fully understand the impact of AR technology and how it can be effectively implemented by retailers to
improve customer satisfaction and increase sales.

Conclusion

In conclusion, this study aimed to explore the impact of augmented reality (AR) technology on customer
experience and purchase behaviour in branded apparel stores. Through a survey of 100 customers who visited
branded apparel stores that implemented AR technology, this study found that AR technology positively
affects customer experience and drives purchase behaviour. The results provide theoretical and practical
implications for the use of AR technology in retail settings, as well as future research directions.

Overall, the findings suggest that retailers in branded apparel stores can benefit from implementing AR
technology to enhance customer experience and increase sales. By providing customers with a unique and
interactive shopping experience, retailers can improve their brand image and gain a competitive advantage.
The theoretical implications of this study lie in the understanding of the role of AR technology in shaping
customer experience and purchase behaviour, contributing to the existing body of knowledge in the field of
marketing and retailing.

The limitations of this study include the use of a sample from a specific geographical area and the reliance
on self-reported measures. Future research could expand the sample size and explore additional factors that
may impact the effectiveness of AR technology in different retail settings.

In summary, this study has shed light on the potential benefits of AR technology in the retail industry and
provides valuable insights for both academics and practitioners in the field. It is hoped that this study will
inspire further research and the implementation of AR technology in retail settings.
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