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Abstract:This work addresses a specific technology that connects the real and the virtual world with the help of Augmented 

Reality (AR) Technology. This technology allows the users to interact, manipulate and watch 3D virtual media content in a 

real environment and in real time. For this research qualitative analytical technique have been used with the help of 

questionnaire and data has been collected with the help of interviews, observation, vlog and blog entries, so this research is an 

exploratory cum descriptive research highlighting the impact of augmented Reality on buying behavior of consumers in the 

cosmetic segment. As authors we were not rigid to only particular place for sample collection, we covered the whole Delhi 

NCR. It is hoped this research will contribute to a better understanding and a broader perspective how augmented reality 

(AR) creates interest in online shopping and this could be a major step towards developing future strategies for enhancing the 

online consumer buying experience and augmented reality (AR) advertisements. 
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1. Introduction 

 

While online purchases are continuing to evolve around the world through the use of (portable) internet 

companies, retailers are facing issues like, for example, exceptional rates of yield, web-based shopping carts and 

webrooming (online shop items are disconnected at that point). These problems can mainly be attributed to the 

absence of direct items when shopping on the web, since introductions of online items can be short of tangible 

data when shopping in a real shop. One way to solve problems between disconnected and online shopping is via 

innovation in the aaugmented reality (AR) (Baek et al., 2018). AR enables buyers to provide their own faces with 

a shot, and on the other hand continuously to give the environmental factours (e.g., make-up, furnishings, 

shades). Because this is a 'trial before buying' insight, AR offers advertisers and retailers an extraordinary 

potential to improve the online change rates and lower the returns (Dacko, 2016; Morgan, 2017). 

 

First, most studies examined AR events, including the growth of a virtual object on the face, meetings of non-

ARs that show the object on a model or show the item exclusively. This seeks to test the conceivable jumble by 

contrasting an on-line introduction to a non-AR item, including the very own image face, and a non-AR item 

introduction which highlights a model image. Second, generally centred around impacts of AR on brand related 

full of feeling and conduct reactions. Be that as it may, the adequacy and appropriation of AR applications may 

part of the way be reliant on customers' eagerness to share individual information. Third, while past research has 

for the most part shown beneficial outcomes of AR through a few basic systems, its potential adverse 

consequences are regularly neglected. Albeit late examination has shown that AR is less powerful for purchasers 

with explicit attributes (i.e., solid security concerns, it isn't clear through which measure. 

 

2.  Literature review 

 

Furht, 2014 in his study states that,Augmented reality (AR) enhancesa the physical world by adding virtuala 

digital information generated by acomputer in real time. This allows marketers to reach and interact awith 

customers without previously thought-out options. According to Yaoyuneyossng et al., 2016, identify the having 

the power to put the (virtual) products in the hand of customers, createsa interesting opportunitiesa for the users 

to engage with a brand, service or product. 

 

Over the years, people have witnessed increasing technology of reality and an increasing array of 

applications and methods for using it (Billinghurst et al. 2003; Wiedenmaier, et al. 2003; aBiocca, Owen, 

aTang&Bohill, 2007). It may be visualised as being exploited by manufacturing companies (S. K. Ong et al., 

2008), by educational systems, in magazines and in websites (Institute for Medical Services), in collaboration 

(Billinghurst et al, 2003; Fjeld, 2003) (krevelen&Poelman, 2010; Perey, 2011).The perfect scenario for an 

increase in realitya occurs when someone is able to wear or transport a healthcare apartner and can travel around 

anywherea without any arestriction, and can improve the truth in any place. The author says a perfect AR show 

should work indoors and outdoors, without the need to prepare the setting previously for it (Azuma, 1999). 
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Biocca et al. provides aathorough analysis of mobile aaugmented reality, how mobile users acan prepare, 

performa and adirectlyavictimiseattentiona (2007).In recent years, augmented reality has overcome many of the 

previous challenges and already worksa in aoutdoor environments, in the astreets, wherever several 

apeopleawalk (Bioccaa et al., a2007). (ElaChoubassi& Wu, 2010; aHallaway et al. a2004).  

 

2.1 Augmented Reality ina marketing 

First of all, it claimed that AR was an extremely good media medium, Scala (O'Mahony 2015; Maity&Dass 

2014). The ability to implement AR on mobile devices in principle increases its marketing potential. The 

amajority of consumers now have a mobile device, so AR is not required to invest in new technologies for 

accessing AR applications, which makes AR far more consumer-friendly compareda to VRa (O'Mahony, 2015, 

Craig a2013). Furthermore, amobileARa solutions always alink marketers to consumers and provide location-

sensitive offers, and they cana send personalised messagesa (Berman, a2016). 

 

2.2 AR TO THE COSMETIC INDUSTRY: VIRTUAL MIRROR 

Interactive Image Technology (IIT), an innovation that enables customers to approach advanced item details, 

is used to improve virtual encounters. Some web-based business sites use IIT, but certainly addresses the destiny 

of "online customer presentation." There are three kinds of IIT: 3D perception, combination and match and 3D 

staff (Merle, Senecal, and St-Onge, 2012). This specific innovationa is one of the latesta or brand newa in the 

world of aaugmented reality, yet it is generally accessible in athe online retail environmenta (Javornik, aRogers, 

Mutinho and aFreeman, a2016).  

 

Figure 1:ARamobileatechnologyabrandsaofatheabeautyaindustry. 

Retailer/brand Virtual mirrors on mobile 

Estée Lauder On Estée Lauder mobile website 

Sephora Sephora Virtual Artist 

L’Oréal Paris  Makeup Genius 

Rimmel Get the Look 

Source: Personal source 

 

2.3 SEPHORA VIRTUAL ARTIST APP 

 

Sephora is a cosmetic company innovator and its capability; advancement and a pioneering soul provide its 

reputation. Indeed, since it was founded in 1969, it has been a leader in experiential retailing. The idea of 

Sephora is to create a stunning dedicated store, in which different brands can be discovered: from most 

exemplary to the most unique. Furthermore, all the Sephoraa shops provide abuyers with aaccess to numerous 

authorities asuch as make-up classes, splendid aadvice and other afreearemedies.In order to improve our 

customer experience, the organisation has been consistently very responsive to development and has a strong 

focus on the advanced word. The Sephora sent its Sephora Innovation Lab in 2015 to promote new inventive 

computerised contributions to improve shopping experiences and to promote the development of products and 

technology. 

 

Sephora Virtual Artist is a component of the 2016 Sephora app and site. Sephora has long been working with 

ModiFace to dispatch this element on its web stages, a magnificence abrandstechnologya organisation that 

developed Augmented Reality.Sephora and ModiFace are as clockwork have added more creative features to the 

app ever since it was delivered in 2016. 

The characteristics of AR are as follows: 

➢ Item Try-on: this capability gives customers the ability to use cosmetics from the eye, lip and cheek in a 

range of tones and spectrums. You can then save your number one mixes in "My Looks" and offer them with 

friends. 

➢  Looks; shoppers can be propelled and shot themselves with explicit specialists' looks. The adifferent 

gatherings are classified (daytime, pattern, evening time and regular). 

➢ Virtual tutorials; customers are able bit by bit to learn new approaches from experts on atheirafaces. 

➢ Shade aMatch; customers can afind the aperfect cosmetic conceals that amatch an equipment, an aoutfit, 

or a VIPalook. 

➢ Swatch ame; a sample of virtual arm isa accessible for flashing analysis of a lot of shades. 
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These AR highlights can be found on the website and in the mobile application on two distinctive online 

phases. I decided to reflect on Sephora Virtual Artist in its site adaptation to avoid the disposition of customers 

between a usual site version and the handheld application.  

 

3.  Objectives 

 

• To evaluate the impact of AR on on-line cosmetic shopping for consumers. 

• To analyse the buying intension of the consumers relating to the advance AR technology for the 

cosmetic segment. 

 

4.  Methodology 

 

For the analysis we use three kinds of studies: exploratory, descriptive and in-depth interviews analytical 

techniques to generate strong and complete conclusions. Using these three methods allows the researcher to 

delve further into the goal of the study using a variety of approaches and analyse it from a variety of perspectives 

so that such a theory can be developed. We chose to use an inductive approach in conjunction with explorative 

and qualitative research (Saunders, Lewis, & Thornhill, 2016). In addition, both primary and secondary data 

were gathered. Indeed, through a literature review and in-depth interviews, an exploratorya and descriptivea 

study awas conducted inaordera to gain a better understanding aofthea subject. It was a qualitative study multi-

method because knowledge was gathered through semi-structured interviews, web log entries and blog postings. 

 

4.1Sampling Frame and Sample Size 

The primarystudy had 8-women sample size, and the main study had a sample size of 80 people between the 

ages of 20 and 45. We specifically targeted the Delhi NCR's younger generation because they are more aware of 

cosmetic products and more eager to try out new technologies. 

 

4.2 Data collection 

Since AR can be a relatively new and sophisticated issue, the collection of knowledge from many different 

sources to take on several perspectives, as well as the multi-method approach, this analysis with non-structured 

Technology Habit interviews and blog (vlog) diary and video aentries. Anaoverviewa of the 

collectedadataafollows within the following atable: 

 

Employees of the store (women) 8 

Customers in Store – observed and 

interviewed 

Interviewed: 

Observed: 

 

 

5 

7 

Primary tested technology 6 

Technology consumers 6 

Vlog entries 

Women Age (25-35) 

Women age group (35-45) 

8 

50% 

50% 

Blog entries 14 

News articles 26 

Fig 2: Overview of collected data 

 

 

 

 

 

 

 

 

 

1 2 3 
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PreparationVisits make up boutiquesSupplementing data 

Research                              aCustomers Interviews Vlogs 

Unstructured                        Customer Observationa Blogs 

Interview                             Employee interviewApp testing 

  In-store technology testing Unstructured Interview     

 

Fig 3: Overview of data collection process 

4.3 aAnalysis 

 

In qualitativea studies, meanings aare especially aderived from phrases anda pictures(Saundersa, Lewisa, & 

Thornhill, a2016). The data assortment technique left pine state with a large mass of documents with matter 

content that had to be analysed in the course of this sectionwill be able to make a case for the method the 

information analysis changed into conducted. This supposed that our analysis didn’t begin out with a completely 

made public theoretical framework. This became so as to aavoidabeingadesensitiseda by suggests that of 

existinga concept, anda to permit new principle to emergeafroma the information assortment method.After the 

data collection, we tend to carry out the most important data analysis, all were promptly removed once 

interviews, observational notes and video transcripts, voice notesseparate documents are there. The thematic 

analyses of these papers tend to be initiated. A themed analysis helps to understand large and diverse quantities 

of quality Information and integration from all the different notes and transcripts of connected information 

(Saundersa,Thornhilla, & Lewis, 2016).There are many approaches to category selection, but when we look at 

the information mentioned in Fig2, we have a categorised tendency in the info with a table, with each category's 

common facto., As the column header and each part categorised in cell information below. A code indicating the 

categorised information was marked with It's been taken from that info. After the data was, we tend to 

investigate themes and relationships, categorised, only seeing for a lot of analysis, different categories may work 

on allowing.  

 

Interviews on technology habits: We have had eight unstructured meetings with seven different clients on 

their propensities for innovation throughout this research paper. Six meetings were completed and two were 

completed before we took an examination tour. Both during our examination trip, we talked with an interviewee 

as the meetings she raised regarding dysmorphy turned out to be extremely important for what we found during 

the exploration trip. We also met a shopper who contributes a lot of time and effort in her glorious routine when 

she searches for beautifying substances and considers the expanded use of innovation in excellent businesses. 

 

Interviews at makeup boutiques:We selected Delhi NCR as the site of our research as we tended to know 2 

make-up shops using Magic Mirror technology, whereas in our interviews we often performed a snowball effect 

and went on to 2 additional AR powered mapping shops. In the selected location, we tend to be able to monitor 

the Magic Mirrors first-hand and interview the staff concerned. We tend to have an interview with one of all the 

retailers. 

 

Observation:We have been able to observe customers interacting with the Magic Mirror at one of every 

maquillage shop. Once we tested the mirror, we tended to interview 2 of these customers and one customer 

agreed to monitor them side by side. We tend to take the observations in written notes. If we tend to be distantly 

perceptive, we wrote down keywords that we observed in a detailed summary once that observation ended. We 

tend to have a number of key factors that once perceptive customers and looking vlogs we look for and have 

noted: We were interested in the person testing the mirror for the gender and approximate age, the duration of the 

test and whether the user was trying it on his own or with somebody else. During the Magic Mirror interaction, 

we tend to take note of a user's mood. In particular, however, we wanted to see completely different forms of 

choices affecting various kinds of emotional reactions. 

 

Vlog and blog entries:Following the analysis, we tend to add vlog and web log entries to the data. For this, 

there were two principal reasons: We tend to explore whether the interaction between people who interact with 

magic glazes in capes services and the way in which they interact with magic glazes applications in their homes 

does not change or change. A total of 8 vlog entries from entirely different users were seen, most of which were 

found on the YouTube video sharing platform. Many vloggers use the Magic Mirror technology to test 

maquillage in the videos. 14 log entries from various users, once knowledge about aggregation from written 

blogs, we tend to navigate through each web log entry completely and to add any interesting statements to the 

dataset. 
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Tested technology: As a researcher, it was essential for us to use the appropriate technology to a maximum 

extent as directly as possible to better understand it, and yet we tend to react to it personally. In every four make-

up shop we tended to visit, we were ready to look at the Magic Mirrors. These are shown and compared in a very 

subsequent section. We tested the YouCam Makeup app jointly and also the L'Oréal Paris website, which is a 

virtually fitting tool. The technology itself was largely identical to those, with small variations, although the 

setting wasn't gift for the in-store. Testing many of the solutions offered another time helped us understand more 

about the magical mirrors we use to test the make-up and also its potential. We would give an overview of any 

Magic Mirror technology we tested every day during the sessions. 

 

5.  Findings 

 

1. As per research most people believe that augmented reality is only in its early stages (DeMers, 2016). 

With the technology's constant advancements and upgrades, it will be fascinating to see which direction it will 

go. 

2. It is likely that in the future, an increasing number of acompanies and aretailersawillacompete in athea 

digital aspace, allaavying for theabest technology in order toa have aabetter, much better, far better, higher, 

faster, and more creative customer experience. 

3. Wearable technology (Smart Glasses), on the other hand, is the easiest way for AR to become more 

widespreadarea unit interface that acaptures the auser'sphysicalaaenvironmentaandaaugmentsaait awithvirtuala 

components (aRauschnabel, aBrem, & Ro, a2015).  

4. Combining such glasses and filters with Snapchat and Magic Mirrors technology may be fascinating, 

allowing people in the Delhi NCR region to check out augmented versions of each choice while passing each 

other on the street.  

5. Area aunit and smart aglassesHeadsetsa will allow customers to aexperiment and aplay with theira 

appearance ain a waya that they acould take with athem and demonstrate to those who ausedasimilar technology. 

If AR is a more integrated apart of culture, it's possible that stronger astandards for increased selves will emerge.  

6. It is also one of the most important results through the research and interviews that the AR technology 

is made more comfortable and easy for the consumer during the course of the period. 

7. As AR provides additional facilities, it has led to the consumer buying intentions and also helps in the 

near future to build loyal consumers. 

 

6. Suggestions for the ar future 

 

 

Augmentedarealityaremainsaaamatter afor amanya peoplea duringatheira childhooda(Demers, a2016).Thea 

continuousa developmenta anda technology aimprovementa willa attracta attention. aIt'sa possible,a however 

away.aInathea future,a furthera and amorea companiesa anda retailersaina thea digitala sectora area capablea ofa 

makinga simplea technologya availableatoa enhancea andacreativatea artistica shoppinga expertise.a However,a 

technology aisa carrieda througha thea transporta ofa technologya Gooda glassesa represent aaa squarea 

measuringa instrumenta whicha cana carry aaa user’sa physicala environmenta anda improvea virtuala 

componentsa(retraining,abrakeaandaro, a2015).a Googlea Glass,a whoa triedatoabea thea marketa mistake,a 

canabe aaa famousa examplea ofa thata(Reynold, a2015).aButaina thea developmenta ofaAr-headsetsa variousa 

companiesa recordeda thea ball.a Eacha headphone aisa currentlya availablea froma thea Microsofta 

Headphonesa anda HoloLensa headphones a(PAPAL, a2018)a Whena squarea headphonesa become aaa greata 

successa stylea smartphone, aita cana changea the away awea lookaata thea worlda anda square-metre,a whicha 

doesanot alikeaoura everydaya lives,a thea mixa ofa sucha smartphonesa withaSnapchata technology,a anda thea 

magicala mirrora willabea attentive,a so awea can seeathea improved aversionsa ofa thea otheraona road.a Thisa 

interestinga articlea includesaARa restrictions,a which awea discussedainaoura contributionsatoa theory;aIt'sa 

onlya temporary,a and ait'sa hard afora gooda glassesatoa sharea witha othersa andaAr-headsetsa changea 

shoppersatoa checka anda playa with a444a whoa look alikea theya weara thema anda showa othersa whoa usea 

similara technology.a Through aitsa owna increase,a perhapsa strongera standardsa area growing,a once aana 

integrateda cultural aparta hasa become.a Consumersamaya alsoa havea flexibility,a andatheira ideala canabea 

“carried."Awe area nota goingatoa decidea whether ait'sa honestaora unhealthy. 

 a 

7. Limitations 

 

Ita wouldabea fascinatingatoa checka out aaa largera samplea ofacustomersaina shortera periodsa and aa 

alacka ofa budget,atoa collect aaa lotaofain-storea observationsa and amorea detaileda interviews.a 

Wetendatoabelieveathat a2a analyticaljourneys’,a wherevera thea othera wasa focusinga ona additionala 
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insightsa gaineda ona thea firstatrip,a woulda havea beena valuable.a Thisa coulda havea strengthened 

atheainformationasetaanda perhapsa created aita fora deepera insightsa anda fora carefula theoryatoabea 

developed.a However,aina orderatoa confirma thea confidenceaofa researcha results, awea havea activelyauseda 

variousa secondarya dataa sources.a Shoppersa visitingathea shops aweatendedatoa visita area likelyatoabea 

fascinated abya thea facta thatatheya grow amorea thanathe atypicala consumer.aThea samplea wasa tooa 

representativeaofa Westernacultures,a althougha thea intervieweesa werea associatea vloggersa identifiedawitha 

differenta nationala backgrounds.a Consumersa coulda havea reactedatoathea technologyaina differentaculturesa 

otherwise.aIt aisastylish aina JapanaandaAsiaatoa improveathea selfabya physicalaanda digitala means aina 

waysathata canabea viewedaasa extreme.aIt aisa likelya thata fewer anewaconsumersa fromathesea countriesa 

woulda feela thisa typea ofa technology.a whicha witha experimentingawithayourselfa theya wouldabea even 

abettera off.a Therea area abundanceaofa strictera regulationsaina differenta countriesa regardinga whata 

appearancesa area appropriate,a and aitamayabea fascinatingatoa watcha comfortablea shoppersa fromathesea 

culturesa experimenta witha themselves ain aana extremelya magicala miracle.a Onea plana for aaa quantitativea 

study aisatoa provideaparticipantsawitha similara toolsatoatesta the areala environmenta andaARa anda observea 

behaviourala variations.a Another aisatoa observea differencesaofa behaviourawitha differenta typesa ofa 

magicala gazeboa wherevera therea werea varyinga variationsainarangea anda customizationasoa thatawecoulda 

checka theresearchproposalsa ona thea lefta hand asidea anda shiftaina self-concept, awea coulda joina witha 

participants ain abuildinga liminala selvesa closeratoatheira owna perfecta selves.a Such aana examinationa 

coulda onlya affecta thea participantsa psychologicallya negatively. 

 

8. Conclusion 

 

Thisa researcha willa helpato again aaa deeperaunderstandinga ofa howa Augmenteda Reality a(AR)a 

influencesa onlinea cosmeticsa purchasinga activity. Thisamayabe aaa significanta stepa towarda developinga 

potentiala strategiesafor improvingathea onlinea usera shoppinga experiencea through asociala mediaa anda 

Augmenteda Reality a(AR)a advertising,a anda thea resultsa ofa thisa studya willa potentiallyabea useda as aa 

abasisa fora futurea researchaina Indiaa anda othera developinga countries.The acriticalcommitmenta ofa thisa 

investigation ais aana assessmenta ofa thea capabilityaofa Augmenteda Realitya appliedatoa restorativea branda 

web-baseda businessa througha thea Sephoraa Virtuala inventivea individuala occasion.aThea 

principleobjectivea ofa thisa undertakinga wasatoa checka whethera thisa innovationa coulda completelya 

upholdaweb-baseda businessa organizationsaina thea makeupa business. 

Thea subjectivea investigationa and,a subsequently,a thea quantitativea examinationasupplementedaa onea 

another,a asa everya oneaofa thema showeda thata Augmenteda Reality ais,anoaifs,a andsaora buts,a populara 

witha purchasers.a Augmenteda Reality aisa blastinga becauseaofa magnificencea organizationsa separatinga 

themselvesaintheira onlineprocedure abyaoffering aanexceptionalmercantilismarecommendation.a 

Undoubtedly,athea proposed aworka exhibitsa that aita woulda affecta alla brands'a advanceda stagesa witha 

regardsatoa authorizingatheira onlinea deals. 
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