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The constant transformation in the customers shopping experience in retail is phenomenal 

as it saw a dramatic difference over the last decade (Christiaans, 2016). The current 

retailing trend is known as ‘retail 4.0’. This technique requires a seamless unification of 

all the digital and offline channels, by providing to the consumers the freedom to choose 

the ways they prefer to interact with the retailer. This was the explosion of the 

phenomenon known as Omni-channel retailing (Lee, 2016). This alteration in retailing 

both online and offline is largely responsible due to the rapid technological advancements 

(Moorhouse et al., 2017; Y. Lee & Cheon, 2019) and specifically to the innovative 

technology known as augmented reality (AR), which according to Bonetti et al., (2017), 

can be defined as a method ‘to combine real and computer-generated digital information 

into the user’s view of the physical world in such a way they appear as one environment’. 

AR brings together the virtual and real world by utilising images, texts, and videos to the 

consumer’s sight of physical setting in real time (Cruz et al., 2018). 

As stressed by Perannagari & Chakrabarti (2019), further research is essential in 

exploring the different ways that Augmented Reality would be integrated into an 

organization’s Omni-channel retailing strategy. As an Omni-channel strategy provides an 

all-in experience to the consumers and blurs the lines between online and offline worlds 

(Y. Lee & Cheon, 2019), (AR) can be described as the ideal link between these online 

and offline channels as it embeds digital content into the customer’s physical 

environment, being interactive and in real time (Hilken et al., 2018). In other words, AR 



 

 

application thins the breach between online and offline shopping (Iftikhan, Pourzolfaghar, 

Helfert, 2019), as a result, retailers utilize AR by implementing it within the ‘brick and 

mortar’, by installing in-store technology for instance; AR virtual mirrors gives to the 

consumers an immersive, pleasant and memorable experience. Sephora introduced this 

technology in the physical stores and consumers through this technology can see what 

they would look like wearing, for example, different kinds of make-up (Christoforou & 

Melanthiou, 2019). Mister Spex, provides an AR virtual mirror where customers can 

experience virtually different glasses by trying them on from their online assortment 

(Iftikhan, Pourzolfaghar, Helfert, 2019). 

The biggest challenging component is for retailers to overcome the implementation 

process of AR. Further research is required to understand the ways customers experience 

AR, in order for companies to overcome the process of designing AR applications 

(Perannagari & Chakrabarti, 2019). Retailers should focus on supporting their customers 

throughout their shopping experience and develop and design the AR application 

according to the customers shopping behaviour and preferences. Further to this, brands 

need to take advantage of the existing brand–customer interaction through Smartphone’s, 

as well as to recognize customers’ preferences to personalize the customers shopping 

experience using new technologies (Mosquera, Olarte-Pascual, Juaneda Ayensa, & Sierra 

Murillo, 2018). 

According to Bonetti et al. (2019), by installing in-store AR, showed that the customers 

experience within the store had an increase in brand perception thus leading to an increase 

in brand engagement. Further, the authors stressed that future research is needed in 

exploring whether consumers would spend more time in store due to an enhanced overall 

experience. Retailers can put into practise promotions that boost the participation of 

customers by employing AR applications, for example, Blippar apps which are utilized 

in mobiles to expose objects by just pointing the mobile to the products. Plentiful virtual 

information that is relevant to tangible products will emerge on the mobiles display as if 

the viewer would be in a fantasy world. Consequently, customers will be encouraged to 

download AR applications that enhance reality along with promotions  

For the purpose of this study, qualitative research is proposed to further understand 

customers’ shopping experience. The method to be employed thus answering research 

questions is the use of two sets of focus groups; heterogeneous in nature, in other words, 



 

 

consisting of consumers of both genders in the ages of 22-37 years old who are in the 

Millennials generation. Research questions were set, but will not be limited to: 

RQ1: Would the addition of augmented reality in the ‘brick and mortar’ drive the 

customers to spend more time in the store or enhance the customers overall shopping 

experience? 

RQ2: What are the possible ways of implementing augmented reality in the physical 

world in an Omni-channel retailing strategy? 

The findings are expected to reveal the influence that in-store AR will have on customers 

overall shopping experience, as well as showing the relationship that AR and Omni-

channel retailing have. In addition to this, solutions could possibly be presented for the 

current challenges that retailers face in implementing AR correctly in ‘brick and mortar’ 

stores, taking into consideration customers’ shopping behaviour and preferences.  
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