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Abstract 
Developments in digital marketing are putting pressure on companies to keep up in the 
rapidly changing market environment. To do so, companies must take proactive steps in 
identifying new strategies to optimize their customers’ experiences in a digital era of 
increasing customer demands for online solutions. Among the most promising 
technological developments is the growth of Augmented Reality (AR) applications. 
While the future of augmented reality is relatively unknown, its unique attributes of 
bridging the digital and physical world have gotten investors excited. Yet, the 
knowledge of how to utilize AR’s unique attributes in marketing strategies is still 
limited, and the discussion on how to get the restless new generation to accept this 
emerging technology is accelerating.   
 
Within the retail industry, IKEA is considered a pioneer in deploying augmented reality 
in their customer experience. This project is a case study on IKEA’s implementation of 
augmented reality, a source of inspiration for future deployment strategies. The research 
data consists of interviews with respondents from both IKEA and IKEA’s innovation 
lab SPACE10, representing the industry practitioners, and two focus groups 
representing the low- and high-involvements customer perspectives. Supported by both 
theoretical and case study findings, this study develops a conceptual framework for AR 
deployment within the retail industry.  
 
The framework highlights the main elements to consider for an effective deployment of 
AR within a retail context. Firstly, companies should identify which customer values 
the AR program aims to provide, evaluate whether or not the AR technology is more 
effective than traditional methods for the intended value creation and thereafter design 
the program objectives accordingly. Secondly, the deployment stage consists of three 
entangled dimensions that are intertwined with a customer feedback loop. The three 
dimensions represent AR deployment success factors, and they are: (1) User experience 
(2) Utilizing unique attributes and (3) Strategy coherence.  
 
Keywords: Marketing strategies, Augmented Reality, Customer Experience, AR 
Deployment, Retail industry 
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1. Introduction 

In this chapter we will present the industry outlook on augmented reality, and relevant research 

providing information about augmented reality in relation to customer experiences. A research 

gap within the field of research will be identified. Thereafter, our research question along with 

our study purposes will be presented. This chapter will end with our outlined delimitations of 

our research.  
 

Market forecasts for augmented reality (AR) and virtual reality (VR) are growing 

immensely worldwide (Statista, 2018). The market size is estimated to reach 215 billion 

dollars in 2021, which is a growth rate of 1207% from the year of 2018 (Statista, 2018). 

Building on these statistics, our intention is to investigate this emerging market space of 

AR. Our specific interest in AR implemented in marketing strategies has been the core 

foundation for this thesis. Azuma (1999, p. 2) has provided a definition. He describes 

AR as a technology with the unique potential to merge the real and virtual world, 

providing immediate interaction displayed in three dimensions. Furthermore, he states 

that the technology allows the user to observe the real world with imposed virtual 

entities, and creating the illusion that the virtual and real entities coincide in the same 

environment. 

 

AR got a real breakthrough when implemented into the popular gaming application 

Pokémon GO, which has meant a great lot for the visibility and presence of AR in 

people's’ mind (Stein, 2017). In many ways the pioneers of Pokémon GO has paved the 

way for the future of AR (Stein, 2017). With large investments being made into the 

development of AR, retailers should investigate how the technology might be utilized 

for other purposes than gaming applications (Chen, 2017). This technological marketing 

tool has the potential of changing the shopping experience for customers, as we know it 

(Chen, 2017). The retail industry has already taken a few steps into this emerging 

market space; furniture retailer IKEA (www.ikea.com) is a great example of a company 

that integrates AR in their customer offerings (Uzialko, 2017). The application IKEA 

Place enables the customer to browse through IKEA’s product collection. By using the 

AR application and placing different digital products in the context of the customer’s 

home, the user is able to create a complete visualization of how the pieces of furniture 

would look together (Picture 1). Please note that picture 1 is taken for commercial 

purposes. 

 

Picture 1. Augmented Reality, visualization of IKEA application (Zorigtbaatar, 2016)  

http://www.ikea.com/
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Converse (Converse.com) is another company using AR to enhance the customer 

experience while shopping through the use of an application (Augment, 2016). The 

application allows the customer to try on virtual shoes on their physical feet while also 

providing the possibility to purchase the products inside the application, digitalizing the 

entire purchase decision journey. Regardless of whether the technology is used in the 

gaming industry, retail or manufacturing, AR has the potential to alter how we approach 

business, engage with consumers, colleagues and our surrounding world (Uzialko, 

2017).  

1.1 Problem Background   

In 2018 companies must pay greater attention to shift and trends in digital marketing, 

with advancements in technology changing the playing field (DeMers, 2016). The 

number one trend of digital marketing in 2018 is expected to be the integration of AR 

(DeMers, 2016). As a consequence of these digital interactions with the physical world, 

companies will have to reinvent their traditional marketing models (DeMers, 2016). In 

order to maintain a competitive position in this rapidly changing digital environment, 

companies must invest in digitally relevant methods for advertising (DeMers, 2016). 

DeMers (2016) argue that AR is a way of “optimizing reality for digital consumer 

interactions”.  

  

The Marketing Science Institute (MSI) is a leading organization that unites academics 

and practitioners. They also discuss innovation and disruption as one of five research 

priorities. Innovation and disruption are two main concepts of our research field of AR 

integrated in marketing strategies. To further argue why this research priority is 

connected to our chosen field is that our study correlates with much of the research 

agendas. MSI stresses the need for creating knowledge for new marketing strategies 

aiming to utilize innovation, the development of customer experience rather than 

product/services, understanding new experience design and how to construct complex 

service offerings that are efficient and effective, to mention a few (MSI, 2016). This 

argues for the contribution our study field would bring this research priority, since the 

need to understand how to utilize new innovations, such as AR, is very current and also 

how to construct new complex customer experience designs. With AR as an emerging 

tool for marketers, we also believe it has the potential to impact the customer’s decision 

process. Changing decision processes and new data and skills are other research 

priorities provided by MSI (2016). To some extent these two priorities also correlate 

with our chosen area of study, further confirming the relevance of our contribution. 

Adding to the discussion of relevance, integrated customer experiences, is another 

research priority that aims to shed light on how to design a company’s digital and 

physical offerings to engage and reach customers in a successful way across the 

customer journey (MSI, 2016). This is coherent with the technology of AR that also 

strives to achieve engaging interactions with the customer throughout the decision 

process while at the same time also bridging the digital and physical offerings with the 

intention to optimize the customer experience.   

  

https://www.converse.com/us/en_us/c/converse
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1.1.1 Customer Experience in the Digital Era 

Parise et al. (2016, p. 412) states that digital tools have the ability to fundamentally 

transform the customer experience. Further on, marketers of today are dealing with the 

challenge of meeting the needs for instant, personalized and efficient solutions in real 

time during the customer’s shopping experience. A large-scale survey conducted by 

Parise et al. (2016, p. 417) concluded that 70% of the participants wish to have a 

personalized shopping experience, 71% demand in-store digital content and 85% would 

promote the availability of digital in-store self-service. The challenge of meeting this 

need is described as the crisis of immediacy (Parise et al., 2016, p. 411). Companies 

aiming to solve the crisis of immediacy can achieved large differential advantages and 

provide enhanced customer experiences (Parise, et al., 2016, p. 419). Digital tools, for 

example mobile AR applications, can be an enabler of immersive interaction between 

the customer and the company and therefore offer a solution for the immediacy 

challenge (Parise, et al., 2016, p. 411). However, Foroudi et al. (2017, p. 272) 

emphasize the lack of research examining how interactive technologies influence the 

customer experience.  

 

The technology acceptance model (TAM) is a widely recognized model, which aims to 

analyse how people adopt and accept new technology (Huang & Liao, 2015, p. 270). 

The TAM model aims to predict the future use and customer acceptance of information 

technologies before they are launched in a new market (Huang & Liao, 2015, p. 273). 

Further on, the model can also be useful for predicting the information system’s most 

critical characteristics in inspiring customers to use, or continue to use, the specific 

technology. Huang and Liao (2015, p. 269) apply the TAM-model in the context of 

augmented-reality interactive technology (ARIT). The authors argue that retailers, using 

ARIT as a tool for creating experiential customer value, needs to understand which 

specific elements of ARIT provides the consumer with values and benefits. 

 

Foroudi et al. (2017, p. 271) describes technology as being smart when electronic 

devices have the ability to work interactively and connect to the Internet. The retail 

industry is going through an alteration to become smarter and by doing so, offer more 

value for both retailers and customers (Dacko, 2016, p. 243). Kim et al. (2016, cited in 

Priporas et al. 2017, p. 375) explains that smart retailing is achieved when you 

incorporate smart technology, for example mobile applications in the customer 

interaction program. One progressively acknowledged method to enable smart retail and 

provide value for both retailers and customers is mobile augmented reality (MAR) 

applications (Dacko, 2016, p. 243). Benou and Vassilakis (2010, cited in Dacko 2016, 

p. 244) define MAR as a service that has the ability of being mobile through your 

smartphone. Dacko (2016, p. 254) found that customers are overall under the 

impression that MAR applications are providing them with value that they would not 

get in an average shopping experience. However, the author argues that the previous 

studies have been neglecting the perspective of how to encouraging continuous usage of 

the MAR applications. We believe this further indicates shortcomings within the 

existing field of research.   

1.1.2 Augmented Reality in Marketing 

Many researchers that have speculated regarding the future of AR technology have 

identified marketing as one of the more valued areas that the technology is used for 
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(Stockinger, 2016, p.57; Scholz & Smith, 2015, p. 2; Liao, 2015, p.310). Scholz and 

Smith (2015, p. 3) describe AR as a strong future actor that will provide unique 

opportunities for incorporated marketing programs within different types of businesses. 

Liao (2015, p. 323) conducted a research that is mainly scrutinizing developments in the 

overall AR industry but is recognizing marketing and advertising as a central part of the 

development, in the same way it has helped shape radio and television in the past. 

  
Regarding AR, as well as most new technologies and innovations that emerge, the 

research is mostly focused on the actual technology and development while the 

knowledge about the practice and utilization of it is limited (Liao, 2015, p. 310; Liao, et 

al., 2014, p. 1419; O'Mahony, 2015, p. 227; Scholz & Smith, 2015, p. 4). The AR 

technology is, as of now, primarily used for the industrial sector but is making progress 

in the consumer area even though its future is still pending (Stockinger, 2016, p. 55-56). 

Stockinger (2016, p. 56) explains that this is due to a restricted amount of research when 

it comes to its influences and the technology acceptance. Further, the author presents 

promising forecasts for AR technology within the customer area and states that the 

technology will be extensively accepted among customers in the future. However, the 

utilization of the technology is not widespread and the author is therefore emphasizing 

the importance for further research on the topic. Simultaneously, as the use of mobile 

devices that supports digital content has increased, researchers have a heightened 

interest in AR technology and the actual utilization of it as well (Liao, 2015, p. 310). 

  
Three examples of studies with the approach to investigate the utilization of the AR 

technology are firstly, Scholz and Smith (2015, p. 2) who investigates how AR can 

contribute to maximize the customer engagement in marketing messages from a 

marketer's perspective. They identify AR as a strong future actor that will provide 

unique opportunities for incorporated marketing programs within different types of 

businesses. Secondly, Liao (2015, p. 311) who has conducted a study focused on 

companies looking to organize their business by utilizing the AR technology, and 

further how this has resulted in an incentive when it comes to marketing. Lastly, the 

study by O’Mahony (2015, p. 229) is focused on the utilization of the AR technology 

and has embraced the perspective of the industry practitioners along with the customer’s 

perspective.        

1.1.3 Theoretical Gap 

Studies conducted by Liao (2015), O’Mahony (2015), Scholz and Smith (2015) and 

Stockinger (2016) are all emphasizing the importance of more research to be done that 

examines AR as an innovative digital tool and how to effectively utilize the technology 

in marketing strategies. Liao (2015, p. 324) specifically addresses the need for future 

research that highlights how AR marketers deal with the challenge to integrate AR 

technology in marketing programs and furthermore, conduct research that evaluates the 

utilization of that integration. Additionally, Liao et al. (2014, p. 1432) addresses the 

importance for future research that evaluates the users’ perception of the AR 

technology. Foroudi et al. (2017, p. 272) also argues that the amount of research 

investigating the smart technology’s influence on customer experiences is limited. 

Huang and Liao (2015, p. 269) further emphasised the importance for understanding the 

elements creating experiential value for the customer. Dacko (2016, p. 254) highlights 

the need for research investigating the perspective of how to encouraging continuous 

usage of the MAR applications. Dacko (2012, p. 254) argues that it would be beneficial 
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to conduct further research to investigate both the consumer perspective and the 

perspective of industry practitioners, including retailers and developers of MAR 

shopping applications.  

  

Based on the previous studies done we want to continue cover this research gap 

regarding the utilization of AR as an innovative digital tool in marketing strategies. We 

also aim to contribute to the research gap regarding the AR technology’s influence on 

customer experience; further how to create customer value and encourage continuous 

usage. Few articles within this field of research have taken multiple perspectives into 

account. O'Mahony (2015, p. 229) applied a dual-perspective, including the perspective 

of the industry practitioners as well as the customer's perspective. According to 

O’Mahony (2015, p. 229) a dual-perspective is required in order to fully evaluating the 

utility of the technology integrated in marketing programs.  

1.2 Research Question 

We aim to contribute to the field of research by bridging the identified gap in the 

academic literature. In consideration of the problem background presented above, the 

following question has emerged: 

  

How can large companies in the retail industry utilize the technology of augmented 

reality to enhance customer experience? 

1.3 Purposes 

The purposes of this study are to: 

(1) Investigate from a company perspective how augmented reality can be utilized in their 

marketing strategies, with focus on large companies within the retail industry. 

(2) Examine how augmented reality integrated in retail offerings affects the customer 

experience. 

(3) Integrate the perspectives of the industry practitioners and the customers in a conceptual 

framework aiming to optimize AR deployment in a retail setting. 

1.4 Delimitation 

We have decided to limit our study to investigate AR deployment within one specific 

industry, our choice was largely based upon where the growth potential of AR has very 

interesting prospects: retail. Regarding the development of AR, investments are pouring 

in (Chen, 2017). Now it is time for retailers to figure out how to best utilize this 

emerging technology (Chen, 2017). The retail industry is currently changing and 

evolving to become, what Dacko (2016, p. 243) describes as, smarter. By becoming 

smarter retailer have greater possibilities of providing value for customers, and one 

strategy to achieve smart retail is to deploy mobile AR (Dacko, 2016, p. 243). Parise et 

al. (2016, p. 411) discusses the need for companies within the retail industry to provide 

personalized and immediate customer experiences and that one method for this is to 

deploy AR in the customer journey. Because of these emerging pressure put on the 

retail industry, we argue that our choice of investigating the retail context is very 

relevant since it can contribute to the toolset of handling this pressure. When customers 

are asked about AR experiences within retail, 71% state that they rather shop in a retail 
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store that deploy AR in their product offerings than in store that does not (Thnx 

Innovation, 2018). These statistics further proves the unique potential that may be 

achieved within a retail setting by utilizing the AR technology in marketing strategies, 

confirming the relevance of the choice. 

 

We have further limited our study by doing a case study on the furniture giant IKEA. 

The purpose with our research is to investigate how AR can be utilized in the context of 

the retail industry and how it may influence the customer experience, and therefore we 

believe IKEA is a very suitable company representative. IKEA is pioneer regarding the 

deployment of AR in retail strategies (Uzialko, 2017). Scholz and Smith (2015, p. 158) 

explain that the technology of AR has the potential of improving the retail experience in 

the way IKEA deploys it. We argue that IKEA is an ideal candidate for investigating 

how AR can be utilized and if it contributes to the enhancement of customer 

experiences. IKEA offers the AR experience through their application IKEA Place, 

which will serve as the source of our investigation. 
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2. Theoretical Framework 

In this chapter we will present theories we consider to be relevant for our specific field 

of research and important for expanding our knowledge base. Firstly, we will highlight 

the customer experience in the digital era and discuss: the technology acceptance 

model, the hype cycle, the digital customer journey and the value creation in smart 

retail. Secondly, we will highlight the deployment of augmented reality and present: 

entangling augmented reality, utilizing the deployment of AR and deployment of AR in 

marketing communications. Thereafter, we will summarize our theoretical framework in 

a review of prior studies (table 1). Finally, by extracting important aspects and 

information from the theoretical foundation, we will end this chapter by presenting our 

conceptual framework.  

2.1 Customer Experience in the Digital Era 

2.1.1 The Technology Acceptance Model 

The technology acceptance model, TAM, was first introduced by Davis (1986) and 

addresses factors that affect the acceptance of new technology. Emerging from 

psychological theories, TAM has become a key framework for understanding human 

behaviour and consequently predicting the rejections or acceptance of new technology 

(Marangunic & Granic, 2014, p. 81). The model explains that the user’s motivation 

behind their technology usage has a direct correlation to: the perceived usefulness, the 

ease of use and the attitude toward using (Marangunic & Granic, 2014, p. 85). 

Marangunic and Granic (2014, p. 85) expresses that the user’s attitude largely influence 

whether or not they will reject or accept the system, and the attitude is a consequence of 

the elements perceived ease of use and the perceived usefulness of the technology 

system. Further on, the authors argue that the perceived ease of use can be described as 

the amount of effort required to use the technology. It plays a major part in the 

perceived usefulness, which can be explained by the degree of performance 

enhancement to the user experience (Marangunic & Granic, 2014, p. 85). Evaluating 

these elements will contribute to our study analysis and be a very relevant addition to 

our discussion where we aim to answer our research question. 

  
Marangunic and Granic (2014, p. 85) state that since the first time TAM was 

introduced, it has been included in very large number scientific publications and has 

proven to be applicable in many different contexts. Since the model is widely 

recognized and suitable for analysing multiple situations, we argue that this theoretical 

model is relevant for our study. Also, it is of our understanding, that AR is a relatively 

new technology that will be implemented in industries that still have little prior 

knowledge about how consumers will react to this emerging technology integrated into 

customer offerings. Therefore the need to gain understanding about how the targeted 

consumer group will react and behave in regard to the AR technology is crucial, and we 

believe the TAM model can be a well-suited framework for handling this challenge. As 

technological advancements are constantly being made, the interest for technology 

acceptance will therefore continue to be present (Marangunic & Granic, 2014, p. 92). In 

particular, incorporating additional variables into the model, is suggested by 

Marangunic and Granic (2014, p. 92) as relevant future research direction within this 
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area. We aim to discuss additional variables in our thesis, affecting the consumer’s 

acceptance and intentional usage of AR in retail. 

2.1.2 The Hype Cycle 

In addition to investigating the technology acceptance, Stockinger (2016, p. 61) 

discusses the importance of evaluating the matureness of AR in the user domain as well, 

and how it is expected to progress in the future. Dependent on the maturity of the 

technology, companies can decide if they should keep investing in the product/service 

or not (Stockinger, 2016, p. 61). In order to investigate the current stage and future 

evolution of a technology, Gartner’s Hype Cycle (Fig. 1), can be a useful tool (Fenn, 

1995, p. 30-31). Figure 1 displays how Stockinger (2016, p. 56) presents the Hype cycle 

derived from Fenn and Raskino (2008), Fenn (2010) and Linden and Fenn (2003). 

 

 
Figure 1. Hype cycle (Stockinger, 2016, p. 56) 

 

Fenn (2010, cited in Stockinger, 2016, p. 62) explains that the first stage of the model, 

Technology Trigger, is representing the over-enthusiasm for the emerging technology 

caused by media. Further on, the author argues that the technology is not usually 

properly developed at this stage, so the industry interest in the potential of technology 

breakthrough is the core source of this initial hype. Fenn (2010, cited in Stockinger, 

2016, p. 62) describes the second phase as characterised by enthusiastic projections, and 

is called Peak of Inflated Expectations. The author underlines that, at this stage, only 

first-generation products of the new technology are usually available and the overly 

promoted technology solutions are failing to meet increased consumer expectations. The 

users’ disappointment with the technology performance results in negative feedback and 

bad press, which Fenn (2010, cited in Stockinger, 2016, p. 62) describes as 

characteristics of the third stage called Trough of Disillusionment. Further on, the author 

explains that the consumers become impatient with the first generation-products of the 

technology not functioning perfectly, and the initial excitement decreases. However, the 

author describes that in the fourth phase, Slope of Enlightenment-phase, a broader and 

more realistic understanding of the technology and its different attributes emerges. Fenn 

(2010, cited in Stockinger, 2016, p. 62) also explains that early feedback provides the 

companies with the important possibility to make significant improvements. Further on 

the author argues that at the last stage, Plateau of Productivity, the improvements of the 
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technology enables it to gain trust and stability on the market. The author states that the 

expectations of advantages are more realistically adopted, and as the risk level of 

investments reduces more companies invest in the new technology. 

  
Since we believe the theory of Gartner’s Hype Cycle include important insights 

regarding the evolution of a new technology, we argue that this model is an essential 

and a relevant addition to our theoretical framework. It is of our understanding that 

large investments are being made into the market space of AR, which put pressure on 

the risk management of companies as they try to calculate the future behaviour of the 

market. We believe this model can help us to better understand market trends in regard 

to new technologies, and how users may respond throughout the evolution of AR. We 

argue that this will be a great asset in investigating the potentials of AR and how it can 

be utilized for enhancing customer experiences. 

2.1.3 The Digital Customer Journey 

In order to build a competitive advantage it is important to gain knowledge about the 

customer behavioural processes and consequently generate desired reactions on the 

various key touch points throughout the customer’s decision making process (Lemon & 

Verhoef, 2016, p. 69; Scott, 2017 p. 173). Edelman (2010, cited in Scott 2017, p.173-

174) has developed a new approach to the customer journey where the classic linear 

path is abandoned. Scott et al. (2015, cited in Scott 2017, p.174) argue that this is due to 

a fact that customers are interacting with multiple online and offline channels in their 

shopping decisions. An effect of this is that the companies need to have a multi-channel 

proceeding to provide a positive customer experience (Lemon & Verhoef, 2016 p. 69; 

Scott et al. 2015, cited in Scott 2017, p.174). We therefore believe it is of great 

relevance to explore the customer journey developed for the digital age since the model 

can contribute with valuable suggestions in order to create an understanding for 

consumers’ demand and purchase behaviour in the digital era.    

  

The Customer Journey Model (CJM) is presented in the study as a circular process 

instead of the traditional linear approach, and it is developed to better suit the customer 

journey in the digital age (Scott, 2017, p. 175). Scott (2017, p.176) describes how the 

CJM initially starts with awareness of the product or service and develops into interest, 

consideration of the feasibilities and continues with search for information. The author 

explains that such informational search develops into purchase intent, followed by the 

absolute consideration, definite purchase and evaluation of the purchase. During this 

customer journey the author states that the consumer is in contact with a range of 

different offline and online sources of information and practically all touch points 

during the customer journey provides the possibility to decline or accept the offer for 

any kind of reasons. 

 

Lemon and Verhoef (2016, p. 69) discusses the customer experience throughout the 

different touch points of the customer journey. It is critical for companies to understand 

how to provide strong customer experiences, which is a difficult task as customer 

behaviour become more complex and the interactions happen in multiple touch points 

and in a wide range of channels (Lemon & Verhoef, 2016, p.69). The touch points are 

categorized by, Lemon and Verhoef (2016, p.77), under the three main stages of the 

customer experience: pre-purchase stage, purchase stage and post-purchase stage. 

Previous shopping experiences are also intertwined in the provided framework, and 



10 
 

influence the customer’s current and future experiences (Lemon & Verhoef, 2016, 

p.77). Lemon and Verhoef (2016, p.80) also makes the argument that channels of 

interaction through mobile devices offer the possibility for creating touch points that are 

location-based and on demand. Regarding mobile devices, the authors also argue that 

their direct-touch interface largely impacts the customer journey. The authors also 

points out that research suggests that mobile devices better fit product search that actual 

purchase. Since our study aims to shed light upon how the customer experience may be 

influenced by deployment of AR, it is relevant discuss the customer journey and reflect 

upon the many different touch point that influence the overall experience. Our case 

study is based upon the AR application used on mobile devices, and since we 

understand that mobile devices largely influence the customer journey adds to the 

relevance of including insights from this field of research. We also believe that new 

technology alters the interaction in comparison to more traditional communication 

channels. 

2.1.4 Value Creation in Smart Retail  

Dacko (2014, p. 243) conducted a study to investigate in which ways MAR applications 

can add value for customers and also how it can be profitable for retailers. He identifies 

four main perceived values by users of MAR shopping applications (Dacko, 2014, p. 

248). These key values detected by the author were service excellence, consumer return 

on investment (CROI), aesthetics and playfulness. Huang and Liao (2014, p. 273) 

provides a more detailed description of these experiential values. They describe the 

experiential value of CROI as benefits like for example saving time, money and mental 

investment as a result of using a technology. Further on, Huang and Liao (2014, p. 274) 

provides a definition of aesthetic value as graphic design and entertainment. Service 

excellence is according to the authors associating to the value of the service and 

outcome of the performance. Finally, playfulness correlates to the shopping experience 

being fun, pleasant and a way of escaping reality for a second (Huang & Liao, 2014, p. 

274). Moreover, Huang and Liao (2014, p. 247) describe how the retailers’ valuation of 

MAR applications increases when the experiential values are being achieved. 

  

Dacko (2014, p. 250) emphasises that retailers can to a better job with promoting these 

experiential values instead of developing various applications targeted towards different 

segments that are demanding different values. Further on, he argues that retailers also 

can benefit from making sure that the MAR application is optimized and delivering the 

intended value in order for it to be perceived by customers. Furthermore, Dacko (2014, 

p. 249-250) determined that the use of MAR shopping applications is most common 

within the customers home or at the store but is also very much present within shopping 

districts, workplaces and at school. The author argues that retailers should increasingly 

deliver MAR shopping applications in order to meet the demand for location flexible 

solutions.   

  

Tzou and Lu (2014, cited in Huang & Liao, p. 276) argue that consumers’ individual 

traits in relation to innovation have an impact on the user acceptance when it comes to 

new interactive technologies. According to Venkatraman and Price (cited in Huang & 

Liao, 2014, p. 276) this has to do with whether or not the consumer have a high or low 

cognitive innovativeness. The authors further state that individuals with high cognitive 

innovativeness are more likely to embrace a new technology as soon as it launches. 

Further on, the authors argue that they pay attention to new features of the technology 
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and how it can benefit them in their everyday life. The author explains that these 

individuals are often called early adopters. Individuals with low cognitive 

innovativeness are different due to their lack in knowledge and interested when it comes 

to adopting new technologies, and therefore it usually takes a longer time for them to 

accept new technologies. Huang and Liao (2014, p.269) further state that consumers 

with high cognitive innovativeness emphasize the passive experiential value types such 

as aesthetics, service excellence and usefulness. Further on, the authors argue that 

customers with low cognitive innovativeness highlight more active experiential value 

types, such as playfulness and ease of use. 

 

We believe value creation is a central part in all customer experiences and therefore, we 

consider the contributions from Huang and Liao (2014) alongside Dacko (2016) as 

relevant topics for our study. We argue that the customer’s acceptance of new 

innovative technologies is highly central when conducting a study on the emerging 

technology of AR, and the influence of the customer’s individual traits in relation to 

innovation provides an important addition to the discussion. We believe it will 

contribute with an interesting perspective for our investigation of the user perspective.  

2.2 Deployment of Augmented Reality  

2.2.1 Entangling Augmented Reality 

Scholz and Smith (2015, p. 155) ask the important question: how marketers can 

optimize AR programs in order to maximize customer engagement? Since AR is 

evolving as new potential in marketing strategies, great benefits can arise from learning 

how to best leverage the unique attributes of AR (Scholz & Smith, 2015, p. 157). To 

design consumer experiences that are successful in delivering value, Scholz and Smith 

(2015, p. 157) advise marketing managers to entangle the AR initiatives with the social 

and physical settings of consumers’ lives. The authors argue that the following aspects 

should be given extra attention in the AR initiatives: experiences, nourishing 

engagement, target audiences, aligning AR with the marketing program, neutralizing 

threats, goals, leveraging brand meanings and enticing consumers. We will continue to 

discuss these relevant elements of this model below. 

  
The element that Scholz and Smith (2015, p. 157) categories as experience describes the 

need for the AR programs to be focused on consumer experience, rather than focused on 

the technology. Further on, the authors argue the marketers should prioritise how 

valuable, unique experiences can be provided through the use of AR technology. The 

authors further explain that the experience design should be shaped by insight and 

feedback collected from users and provide a knowledge base for when, how and what 

content the consumer experience of AR should entail. The excitement of leveraging the 

latest technology advancements might overshadow the judgement in committing to an 

approach prematurely and risk failing to meet the consumers’ expectations of the 

technology (Scholz & Smith, 2015, p. 157). 

  
The second recommendation for marketers described by Scholz and Smith (2015, p. 

158) is nourishing engagement. The authors state that it is essential to achieve consumer 

engagement with the technology rather than have the most expensive and extreme AR 

campaign. Further on, the authors argue that customer engagement can be accomplished 

with small arrangements when it comes to the design and it does not have to be costly. 
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To provide the user with the ability to choose and to somewhat manipulate the content, 

might increase the interactivity and engagement with the technology (Scholz & Smith, 

2015, p. 158). 

  
Regarding the target audience for AR initiatives Scholz and Smith (2015, p. 158) argue 

that it is important to select an audience who is more likely to generate additional 

awareness. The authors state that this audience often consists of early adopters or 

opinion leaders that often are ready to try new technology as soon as it launches. 

Further on, the authors argue for the importance that the marketing programs also 

should be interesting for the bystanders. This can be done by developing viral 

campaigns that is boosting the spread on social media and delivering amusement for 

non-users in order to reach a wider audience (Scholz & Smith, 2015, p. 158)           

  
Another recommendation provided in the article by Scholz and Smith (2015, p. 158) is 

the importance of aligning AR with the marketing program. The authors argue that 

marketers can utilize the potential of AR by deploying it in marketing programs in a 

deliberate way. Further on, the study emphasizes that the usability of AR is not 

restricted to marketing communications. Scholz and Smith (2015, p. 158) explains that 

the technology can improve the retail experience or contribute to a product offering, and 

provides the example of how IKEA deploys the technology in the IKEA Catalogue. The 

authors conclude that other marketing campaigns like advertising, store displays and 

product packaging can work as a supportive tool to inspire consumers to use AR 

applications. 

 

Neutralizing threats is another recommendation from Scholz and Smith (2015, p. 158-

159). The authors argue that the unique capacity of AR to incorporate the digital and 

physical world also exposes it to threats that marketers needs to be aware of. Firstly, the 

authors state that it is important to make sure that the digital content is aligning with the 

physical world in order to avoid contextual contradiction. Secondly, the authors 

emphasise that marketers also should consider if competitors could undermine the 

content. Once the marketers have decided on a location it is important to ensure that the 

area surrounding the installation is an open space in order for it to be visible for 

customers and bystanders (Scholz & Smith, 2015, p. 158-159). Further on, the authors 

emphasise the importance of making sure that the content displayed in the installation is 

reflecting a positive brand image.  

  
An additional element, goals, is discussed by Scholz and Smith (2015, p. 159) and 

underlines the importance for AR initiatives to be aimed at marketers’ goals with the 

campaign. The authors clarify, that marketers should identify the main objectives with 

the AR campaign and plan it accordingly. They use the example of brand awareness as a 

main objective, and in that case, all aspects of the AR program should be aimed towards 

the goal of increasing brand awareness. We argue that the same goes for the objective of 

enhancing customer experience. 

  
Leveraging brand meaning is another relevant recommendation from Scholz and Smith 

(2015, p. 159). It implies that marketers need to make certain that their marketing 

efforts are coherent with the image of the brand (Scholz & Smith, 2015, p. 159). 

According to the authors, if marketers manage to adopt this approach they might be able 

to develop more extensive marketing programs without having to allocate large sums of 

money.    
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Scholz and Smith (2015, p. 159) also presents the element enticing consumers, and 

stresses the benefits that can come out of designing AR initiatives that provides 

customer value and entice them to try, and re-try, the experience of AR. Marketers 

should provide consumers with motivating reasons for self-activating the AR layer, 

which is of extra importance when consumers themselves are controlling the trigger 

decision (Dobelea, Toleman, & Beverland, 2005; Zhao & Balague, 2015). This is true 

in our case study example, where the consumers are self-activating the AR application 

and also controlling the trigger decision. When Scholz and Smith (2015, p. 159) further 

discusse the value creation of AR, they highlight the interactive experience with the 

physical surroundings and use the IKEA catalogue as an example.   

  
We argue that these insights will contribute with relevant input for our study. Scholz 

and Smith (2015, p. 160) explain that the AR technology has significant potential to 

enhance marketing programs with its unique qualities. Further on, the authors argue that 

marketers can design immersive and value-creating consumer experiences by utilizing 

the potentially rich contributions of AR, but in order to do so the AR initiatives must be 

in consideration of eight entangled dimensions. By understanding these dimensions, we 

will build on our knowledge base for the utilization of AR in marketing programs and 

how it may enhance the customer experience. 

2.2.2 Utilizing the Deployment of AR 

Parise et al. (2016, p. 411) have researched the technology’s potential for transforming 

the customer experience, and addresses the crisis of immediacy. In this customer-driven 

world, retailers must be proactive in the way they handle the customer journey and 

provide a personalized experience, anytime and anywhere (Parise et al. 2016, p. 418). 

The crisis of immediacy explains the challenge that companies face when aiming to 

provide their customers with immediate content and personalized solutions throughout 

their shopping experience (Parise et al. 2016, p. 411). Parise et al. (2016, p. 414) 

suggest two approaches for companies to handle this complex service offering design, 

the digital assistant and the remote expert. Parise et al. (2016, p. 416-417) describe the 

digital assistant as a tool consumers can use to perform tasks, usually through the use of 

smartphones applications. The authors further explain that retailers are increasingly 

employing a digital assistant strategy, by developing own applications aiming to 

provide the consumer with instant service during their shopping experience. The authors 

discuss AR as an example of a digital assistant. 

  
Companies with the capacity of solving the crisis of immediacy have the potential of 

providing a rich digital and physical customer experience and gaining important 

competitive advantage (Parise et al. 2016, p. 419). By understanding which contexts is 

suitable for deploying the digital assistant (AR) and evaluating the success factor for 

implementation, can contribute with additional knowledge when analysing the 

utilization of AR in marketing strategies. We therefore conclude that this will be a 

relevant addition to our theoretical framework. 
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2.2.3 Deployment of AR in Marketing Communications 

As mentioned in the introduction section, the prior research within the field of AR has 

remained mostly technical while the technology’s practical role in society and 

businesses has been limited (O’Mahony, 2015, p. 227). O’Mahony (2015, p. 227) 

presents a model (Fig. 2), which aims to schematize an approach to the implementation 

of AR in marketing communications and providing practical understanding that can be 

adopted by marketing professionals. 

  

 
Figure 2. A model for the approach to augmented reality deployment in marketing 

communications (O’Mahony, 2015, p. 233) 

  

O’Mahony’s (2015, p. 233-234) model consists of two stages, the decision-making 

stage and the deployment stage. In the decision-making stage the author states two 

questions for the marketers to ask themselves: are the features of the message aligned to 

AR attributes? Is the message communicated more effectively through AR vis-à-vis 

alternative media options? The author further argues that, if the marketing message is 

not communicated sufficiently through AR, an increase in development of new media 

channels will occur. This communication insufficiency can have a negative effect on the 

industry's technology acceptance of AR, which can prohibit the growth rate of the AR 

technology (O’Mahony, 2015, p. 233-234). On the other hand, if the integration of AR 

in the communication strategy is providing an effective output it can have a positive 

effect on AR as a part of the behavioural norm in customer’s purchase process 

(O’Mahony, 2015, p. 233-234). As mentioned, an insufficient marketing 

communication through AR can have a negative effect on the industry but in the same 

way, a sufficient marketing communication strategy through AR can have a positive 

effect on the growth rate as well as industry’s technology acceptance (O’Mahony, 2015, 

p. 233-234). 

  
The second phase of O’Mahony’s (2015, p. 233-234) model is the deployment stage, 

which consists of two dimensions. The author describes one dimension as traditional 

best practice conventions, and the other displaying the utilizing the unique properties of 
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AR. Regarding the traditional principles the author argues that the marketing message 

should be aligned with other stimuli exposed to the target market, coordinated with pre-

defined objectives, deliver massage value and be integrated into the communication 

mix. O’Mahony (2015, p. 233-234) lists the unique attributes of AR in the second 

dimension of deployment stage. The author argues that these attributes are unique 

informational characteristics, capacity for utilization, effective communicability, 

engagement simplicity, interactivity and provided in a suitable context. O’Mahony 

(2015, p. 233-234) concludes that that marketing communications should reflect the two 

dimensions: (1) establishing balance between the traditional practises and (2) the 

utilization of the AR attributes, to achieve full effectiveness of AR deployment in 

marketing communication strategies. 

 

We believe O’Mahony’s (2015) contributions regarding an effective deployment of AR 

within marketing communications is highly relevant to our study, since we aim to 

investigate the deployment process of AR in a retail context. By understanding the 

success factors outlined by O’Mahony (2015), we will be better able to identify and 

evaluate different aspects influencing the effectiveness of AR deployment in our 

specific research setting. We therefore argue for the importance of this theoretical 

contribution as a part of the knowledge base for our research. 
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2.3 Review of Prior Studies 

A review of all the prior studies discussed in the theoretical framework chapter is 

presented below (Table 1). The table highlights the main research questions, important 

findings and the context in which the studies were conducted.   

 

Table 1. Review of prior studies 
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2.4 Conceptual Framework  

 

Scholz and Smith (2015, p. 4) highlight that a framework for guidance can be beneficial 

for managers who wish to deploy AR into their marketing programs in order for them to 

make informative decisions. We aim to provide insights in regard to our research 

question by developing an initial framework that will guide our empirical inquiry (fig. 

3). The starting point is O’Mahony’s (2015, p. 233) model, displaying AR deployment 

within marketing communications. Some aspects of the model are left untouched, while 

some elements are modified or added. We will argue for the changes with support from 

the findings of our theoretical framework. 

 

 
Figure 3. Conceptual framework       

  
In the decision-making stage, we have modified the first question marketers should ask 

themselves when determining whether or not to deploy AR in their strategies. In the 

first question, O'Mahony (2015, p. 233-234) emphasizes the importance of considering 

the feature of the message and their alignment with AR attributes. Scholz and Smith 

(2015, p. 158) state that AR is believed to improve the retail experience and also 

enhance the product offerings. With this in mind, the model’s original question is less 

relevant in the retail industry where it is stated that AR has large potential and is 

relatively well aligned. However, Scholz and Smith (2015, p. 159) argue that AR 

initiatives should be aligned with the objectives, meaning that the marketers’ goals with 

the campaign should be reflected in every part of the AR program design. Therefore, we 

see that it is more relevant to modify this initial decision-making question in order to 

better fit the context of retail and cover the importance of aiming AR programs towards 

objectives. Resulting in: is the AR program aligned with the objectives? 

  
Since we believe it will always be relevant to evaluate if the AR program is more 

effective than the alternative strategies, we decided to keep the second question in the 

initial decision-making dimension. Namely, is the marketing message communicated 

more effectively through AR? We also believe it is necessary to consider the value 

provided due to AR implementation. Scholz and Smith (2015, p. 159) argue that 

marketers who design AR initiatives that provides the consumers with value and entice 
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them to try, and re-try, the experience of AR can achieve large benefits. Dacko (2014, p. 

249-250) further emphasises that retailers can benefit from making sure that the AR 

layer is optimized and contributing with the intended value. In order to cover this 

important aspect, we have added the following decision-making questions for marketers 

to consider: does the deployment of AR provide the customer with more value? 

  
Further on, we decided to remove the original elements effective output and ineffective 

output. This decision was based on the fact that our aim for this research is to 

investigate the decision-making and deployment process of AR in retail. When 

examining the implementation of AR, the deployment dimension of alternative media 

channels becomes irrelevant from our perspective. We also believe our modified model 

will benefit from streamlining, in order to be more applicable for marketing 

practitioners. 

  
O’Mahony’s (2015, p. 233) original model consists of two dimensions within the 

deployment stage, namely traditional deployment principles and utilizing unique AR 

attributes. We believe that these dimensions are relevant when investigating the 

implementation of AR, and we also found additional support for these dimensions in 

our theoretical framework. Scholz and Smith (2015, p. 158) highlight the importance of 

supporting customer engagement, which is one of the unique attributes of AR according 

to O’Mahony (2015). Scholz and Smith (2015, p. 158-159) also discuss the relevance of 

aligning AR efforts with the marketing program and leveraging brand meaning through 

AR. Based on these theoretical findings, we decided that the two dimensions can 

provide valuable contributions to our research and we therefore decided to include them 

in our conceptual framework. 

  
The original model concerns exclusively marketing communications and our aim is to 

cover AR as an interactive tool for enhancing customer experiences. Therefore, we 

decided to add the user experience dimension to the model in order to fully evaluate the 

utilization of the technology within marketing strategies. The TAM-model discusses 

two important elements, ease of use and perceived usefulness, when evaluating the 

consumer acceptance or resistance towards new technology (Marangunic & Granic, 

2014, p. 81). We believe user experience is a suitable term that correlates with these two 

aspects, and we intend to use user experience as the umbrella term when discussing ease 

of use and usefulness. By integrating user experience in the deployment process we 

would argue, with support from our theoretical framework, that marketers reduce the 

risk of consumer resistance towards AR programs. Fenn (2010, cited in Stockinger, 

2016, p. 62) states that when new technology fails to meet the expectations of the 

consumer, the users’ disappointment can result in large negative effects. The author 

explains that this is often due to the technology not performing perfectly. We believe 

performance and functionality is a large part of the technology’s user experience, and 

we argue that integrating a user experience dimension in the deployment process can 

also diminish the users’ disappointment. 

  
Lastly, we want to argue for the importance of receiving continuous consumer feedback 

in order to make improvements to the AR programs. Fenn (2010, cited in Stockinger, 

2016, p. 62) emphasize that consumer feedback allows companies to significantly 

upgrade their AR initiatives. Consequently, the feedback reduces the risk of consumers’ 

disappointment and enables companies to gain stability and trust on the market. 
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3. Scientific Methodology 

In this chapter, the research methodology of this thesis will be presented. First, the 

choice of subject and the authors’ preconceptions will be outlined. Second, the 

positioning of the study in regard to prior research will be presented and the chosen 

research philosophy, research and methodological approach, research strategy will be 

argued for and the time horizon discussed.  

3.1 Choice of Subject & Preconception  

The choice of research subject was governed by our interest for digital innovation 

within marketing strategies. Johansson-Lindfors (1993, p. 25) highlights the 

preconceptions and experiences of the researcher as important factors to consider as 

influential for the researcher’s knowledge perception and problem definition. Therefore, 

it is relevant to present our previous understanding and experience of the research topic. 

Further on, Johansson-Lindfors (1993, p. 25) explains that the preconceptions and 

experiences originate from the researcher’s education, social background, practical 

experiences and so forth.  

 

Both of us are currently studying our last semester at Umeå School of Business and 

Economics, where we have been studying M.Sc. in Business Administration and 

Economics for four years. During our final year we have deepened our knowledge 

within the field of marketing on master level. Consequently, our interest for marketing 

strategies has inspired the choice of topic for this thesis. We also share an interest for 

innovation and digitalization, which also have been a source of inspiration when 

selecting the research topic. Both of us had little prior experience with the AR 

technology before we started to work on this thesis. We have gained knowledge through 

extensive online informational search, gathered broad theoretical knowledge within the 

research field, gained practical experience with AR applications and attended an AR 

lecture.  

 

Our interest in digital innovation has had the potential of influencing our subjectivity. 

However, we believe our awareness was beneficial regarding our effort of maintaining 

an objective standpoint. We also believe that the fact that neither of us had much prior 

experience with AR positively contributed to our objectivity when discussing the 

technology deployment in marketing strategies. Further on, this discussion regarding 

our preconceptions served as a reminder when conducting our research. 

3.2 Positioning of the Study 

We believe it is essential to describe which standpoints we have taken when conducting 

our research in order for the reader to acquire an overall picture. From an 

epistemological view we have applied pragmatism to our research. This is due to the 

fact that we wanted to examine if there is a more effective method for companies to 

implement AR technology within their marketing strategies, and what aspects they 

would need to consider. From an ontological view we have applied subjectivism since 

we believe that there are various ways to perceive the world. We have conducted our 
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research from a company perspective, but to fully examine the utilization of the AR 

technology we believed it was necessary to both consider the industry practitioners and 

the customer perspective.     

  
We decided to apply a qualitative multi-method approach to be able to fully answer our 

research question. We included semi-structured interviews to investigate the perspective 

of the industry practitioners, and two focus groups to acquire the customer perspective. 

Semi-structured interviews allowed us to emphasize the most important areas of 

discussion in order to answer our research question, and at the same time opened up for 

supplementary questions and new viewpoints that allowed us to examine the research 

issue even further. We also believe that the focus groups were helpful for examining the 

customer perspective, which few prior studies had included. According to Churchill and 

Iacobucci (2005, p. 77) qualitative research methods tend to be exploratory, which is 

true in our case. We have conducted a case study on IKEA, and their AR application 

IKEA Place. Since we were not too acquainted with the research problem we allowed 

our collected data to steer the direction of our research. In the following sections of this 

chapter our methodological choices for this research is presented. Figure 4 provides a 

graphic demonstration of the choices we made.   

  

 
Figure 4. Research onion    

  
Some of the prior studies done on the topic have, unlike us, adopted a positivistic 

approach and answered the research problem with help of quantitative data (Javornik, 

2016, p. 995; Parise et al., 2016, p. 412). Our study differs since we took on a pragmatic 

approach using only qualitative data. Compared to other studies on the topic concerning 

the utilization of the AR technology within marketing strategies, we are contributing 

with a broader perspective. This is due to the fact that previous studies have mainly 

considered the perspectives of the industry practitioners (Javornik, 2016, p. 995; Liao, 

2014, p. 313-314; Scholz & Smith, 2016, p. 150), while only a few studies have applied 
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a dual-perspective. We investigated our research problem from a industry practitioners’ 

perspective and customer perspective in order to obtain a wider understanding. We have 

acquired inspiration from a prior study within this field of research, done by O’Mahony 

(2015, p. 229), when developing our methodology. The author has also considered both 

the perspective of the industry practitioners and the customer. Further on, O’Mahony 

(2015, p. 229) has conducted a qualitative multi-method approach including both in-

depth interviews and focus groups since he firmly believes it is necessary in order to 

fully obtain enough understanding to the phenomenon. 

3.2.1 Research Philosophy 

Saunders et al. (2012, p. 127) explain that conducting a research means developing new 

knowledge. Further on, Saunders et al. (2012, p. 128) argue that at every stage of the 

research the author will make assumptions, and these assumptions will unavoidably 

determine how the author understand and interpret their chosen research question, 

method and findings. Therefore, it was important to define our philosophy domain of 

the research and how it influences the way we approached our research process. 

  
Our predominant ontology is subjectivism. This philosophy states that knowledge is 

purely idiosyncratic and there is no objective truth (Saunders et al. 2012, p. 132). 

Saunders et al. (2012, p. 132) argue that social occurrences are developed through 

subsequent actions of social actors. Further on, the authors state that due to the fact that 

social interactions are a constant process, the alteration of social phenomena is also 

ongoing. This philosophy is suitable for our research context, since we have conducted 

a study from a company perspective but we are exploring both the viewpoints of the 

industry practitioners and the customer to fully grasp how the technology can be 

utilized. We chose to apply different viewpoints because we believe the different actors 

might perceive the technology utilization in various ways, which Saunders et al. (2012, 

p. 132) describe as a characteristic for subjectivism. 

  
Our predominant epistemology is pragmatism. Saunders et al. (2012, p. 130) explain 

that pragmatism is a philosophy that emphasizes that theories are only applicable when 

they support action. The authors further argue that the particular research question is 

most influential in defining your philosophical position. Furthermore, the authors state 

that there is numerous ways of understanding the world. Therefore, the authors argue 

that a pragmatist applies one or several methods that support dependable, substantiated 

and applicable data for their research. Based on these statements and the fact that we 

have conducted a qualitative multi-method approach we strongly identify our 

predominant epistemology to be pragmatism. With a multi-method philosophy we are 

referring to semi-structured interviews in combination with a focus group. Saunders et 

al. (2012, p. 130) argue that a pragmatism philosophy does not necessarily mean that 

you use multi-methods but it might be the most appropriate way of conducting your 

research in order to deliver reliable and relevant data. Additionally, the authors argue 

that the weight of the purpose of a research finding is the concrete consequences 

following. Similarly to this statement we weighed the importance of our research 

findings on how supportive they can be for companies in their effort of identifying an 

effective strategy for utilizing AR technology.   
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3.2.2 Research Approach 

We have adopted an inductive approach to this research. Saunders et al. (2012, p. 146) 

describe induction as an approach where it is central to provide a conclusion that is 

probable due to strong evidence. The authors further state that a result from this type of 

research would conclude in a theory, often presented as a conceptual framework. Back 

and Berterö (2015, p. 153) explain that the inductive approach aims not to test theory, 

but rather to develop new ones. We believe that this strongly correlates to what we 

envisioned our research contribution to be. Our aim was to develop a conceptual model, 

which we intended to evolve based on our research data and theoretical framework. 

  
Additionally, Saunders et al. (2012, p. 146) state that researchers with this approach are 

more likely to use qualitative data and apply different methods to gather information in 

order to examine different views of the phenomenon. We believe this proves further 

relevance for our chosen approach.     

3.2.3 Methodological Approach 

We have embraced the research strategy of conducting a case study, which is according 

to Saunders et al. (2012, p. 179) common for exploratory studies. The authors argue that 

this strategy is applicable if the aim is to create a deep understanding for the context of 

the study. Yin (2009, p. 2) explains that conducting a case study is an advantageous 

method when the research question starts with a how or why. This applies in our case 

due to our research question and chosen research strategy. Eisenhardt (2015, p. 536) 

explains that the first step in the process of developing theory from a case study 

research is to identify specific focus areas within the theory that should be included in 

the research. Further on, the author argues that if the theories are reflected within the 

study findings the researchers has a stronger basis for the empirical data discoveries. 

Early on we developed a clear understanding for the existing theories within our chosen 

field, thereafter we developed a conceptual model based on our theoretical framework. 

When conducting our data collection we found support for many of these theories which 

allowed us to establish a stable empirical grounding for our results. The second step is 

to select a case that can help restrict the space for generalization of the research 

(Eisenhardt, 2015, p. 537). We decided to focus our research to the context of retail and 

conduct a case study on IKEA and the application IKEA Place. In that way we limited 

the generalization of our findings to large companies within retail.  

 

Thirdly, multi-data collection methods are most effective when conducting a case study 

(Eisenhardt, 2015, p. 537). We have adopted a qualitative multi-methodological 

approach to this research. The choice of adopting this method was based on the research 

nature, context and consequences of our research, which are often the motives behind 

the choice according to Saunders et al. (2012, p. 164). The authors also state that our 

chosen research philosophy, pragmatism, is most likely to lead to a multi-method 

approach. We have identified this method to be most appropriate in order to fully 

answer our research question within the retail context, and provide the right tools for 

companies with the intention to utilize the AR technology in their marketing strategies. 

The qualitative multi-method approach is characterized by using more than one 

qualitative method for data collection (Saunders et al., 2012, p. 164). In our case that 

translated into semi-structured interviews to investigate the industry practitioners’ point 

of view in combination and two focus groups to examine the customers’ point of view. 
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Saunders et al. (2012, p. 164) claim that the method is progressively being adopted by 

researchers since it limits the faults of only using one method for data collection. 

Further, the authors state that the method also provides the opportunity to more 

thoroughly analyse and understand the collected data.   

 

The fourth step in the process of developing theory from a case study research is to 

constantly analyse your data collection as you go along (Eisenhardt, 2015, p. 539). The 

author argues that this allows the researchers to be flexible and continuously making 

changes to the data collection. In our case we analysed the material regularly during the 

process of collecting the data, which lead to us doing some adjustments from our initial 

plan for the data collection. We identified a need for investigating the customer 

perspective further, and therefore decided to conduct a second focus group that could 

provide us with additional data. The fifth step involves comparison between data and 

theory as an iterative process, merging both theoretical and empirical sources to build a 

well-grounded theory (Eisenhardt, 2015, p. 540). We believe that we managed to use 

multiple theoretical and empirical sources to support most of our findings and in that 

way create a solid foundation for our conclusions. Sixth, Eisenhardt (2015, p. 540) 

emphasises the importance of reflecting upon a wide range of conflicting literature in 

order to establish a stronger confidence in the findings. Based on this information we 

included theories discussing inflated expectations towards the AR technology, and 

theories questioning the technology acceptance of this emerging technology. We believe 

that presenting conflicting theories enabled us to establish a stronger validity for the 

research. In the last stage Eisenhardt (2015, p. 540) emphasises that the iterative process 

of comparing theory and data can come to an end when the researchers have achieved 

theoretical saturation. We were able to identify strong correlations within our interviews 

with the industry practitioners, our focus groups and the theories. This made us 

confident that we had covered the most relevant aspects of the phenomenon in our 

specific research context.         

 

According to Saunders et al. (2012, p. 164) a specific theory might be used to provide 

guidance for the case study. As mentioned, we decided to acquire inspiration from 

O'Mahony’s model of AR deployment in communication strategies to concentrate our 

research and narrow its range. Saunders et al. (2012, p. 179) also claim that it is not 

unusual to use multiple or mixed methods for data collection within this strategy. The 

authors further argue that doing so might even help you confirm that the data analysis is 

accurate. We believe this further confirms the accuracy of our chosen methods for data 

collection.  

3.2.4 Research Strategy 

The research strategy is dependent on objectives for the study and the research question 

(Churchill & Iacobucci, 2005, p. 74; Saunders et al., 2012, p. 170). We have identified 

our research strategy to be exploratory. When new products are introduced to the 

market, an exploratory approach is often conducted (Churchill & Iacobucci, 2005, p. 

77). The exploratory strategy is especially advantageous if you aim to develop an 

understanding for a specific problem, for example, if you are not completely certain of 

the nature of the research issue (Churchill & Iacobucci, 2005, p. 74; Saunders et al., 

2012, p. 171). This was applicable in our research context as we investigated how the 

AR technology can be utilized within marketing strategies to enhance customer 

experience. We were willing to let the collected data steer the direction of our research 
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since we were not familiar with the nature of the research problem. This is also a 

demand from Saunders et al. (2012, p. 171) if you are conducting an exploratory study. 

Two suggestions for data collection within an exploratory research is in-depth 

interviews with experts on the topic, or focus groups with open questions in order to 

develop a deep understanding of the subject (Churchill & Iacobucci, 2005, p. 76; 

Saunders et al., 2012, p. 171). We argue that this further proves the relevance of our 

chosen methods for data collection since we have adopted these specific 

techniques.                      

3.2.5 Time Horizon 

Due to our time restraints we have conducted a cross-sectional study. A cross-sectional 

study takes place when a certain phenomenon is studied for a restricted period of time 

(Churchill & Iacobucci, 2005, p. 114; Saunders et al., 2012, p. 190). We have studied 

our research problem as it appears today. We believe it is likely that the utilization of 

the AR technology within marketing strategies will look different from a long-term 

perspective. This is due to the fact that the technology acceptance might have increased 

and the development of AR might have reached new heights. 
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4. Practical Methodology    

Within the practical methodology we aim to explain our sampling approach for both the 

industry practitioner respondents and the focus group participants. We describe our 

process of collecting data and further on our course of action when analysing the 

empirical data. Lastly, we provide an understanding for how we have conducted our 

literature search and also discuss source criticism. We believe this chapter will provide 

the reader with an understanding for how we conducted our research practically.      

4.1 Sampling Method 

4.1.1 Industry Practitioner Respondents  

The process of sampling is a selection of a few representatives from a certain population 

or segment (Saunders et al., 2009, p. 213). The population we aimed to investigate was 

both the provider and user of AR, and have selected a sample of representatives 

accordingly. A convenience sample is a common practical method that can be used in 

order to extract a strategically sample (Trost, 2010, p. 140). When using this sampling 

method the respondents were found by distributing the request using relevant platforms, 

and refilling the pool of respondents as they seem to fit the context (Trost, 2010, p. 

140). Since we needed to customize our respondents search to AR and customer 

experience related positions within IKEA, we felt that the online professional 

networking platform LinkedIn was the relevant channel to distribute our request within. 

One disadvantage of this method is the self-selection aspect (Trost, 2010, p. 140). 

However, AR deployment in marketing strategies is relatively rare amongst Swedish 

companies. Therefore there were little room for options other than a self-selection 

strategy for requiring industry practitioner respondents. 

  
A specific version of convenience sampling is the so-called snowball-method (Trost, 

2010, p. 141). The name comes originates the metaphor of a snowball growing in size 

as it rolls in the snow (Trost, 2010, p. 141). In the same way the sample grows as you 

involve more and more people in the study and receive recommendations of how to 

expand the sample size (Trost, 2010, p. 141). Through a contact on LinkedIn, we were 

recommended to extend our request to SPACE10. We learned that SPACE10 is IKEA’s 

innovation lab, aiming to explore what the future might hold for the home design 

industry. We emailed the operating manager at SPACE10 and recruited their digital 

lead, Daniel Friis, as one of our respondents. We acknowledged that the choice to 

exclusively talk to Friis in order to gain the perspective of SPACE10 could be perceived 

as inadequate. However, Friis is the digital lead at SPACE10 and responsible for all 

their digital projects, as well as project owner of the IKEA Place app. Therefore, we 

believed he was the highly suitable to answer questions regarding the utilization for AR 

within the IKEA Place app. Due to his engagement with the IKEA Place project, we 

argue that the data collected from the interview with Friis was enough to provide us 

with the SPACE10 perspective. We also got in contact with Johanna Andrén on 

LinkedIn, the deputy-marketing manager at IKEA Sweden. She established a new 

connection for us, Rickard Månsson, Customer Experience Project Manager at IKEA. 

Thereafter, we had a telephone meeting with Månsson, which resulted in a long and 

interesting conversation about AR. His interest in our study findings motivated him to 

distribute our request within his professional network and provide us with the most 
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suitable candidates to participate in our study. He provided us with the contact 

information of Lina Säfström, who work as customer experience specialist at IKEA and 

Malin Ax, who is a knowledge area manager within home furnitioning at Inter IKEA 

Systems. Because of their positions, we came to the conclusion that they were both 

qualified to provide relevant and insightful information of the AR technology in relation 

to customer experience at IKEA. Table 2 displays our respondents representing the 

industry practitioners.   

 

Table 2. Industry practitioner respondents  

  

4.1.2 Focus Group Respondents  

We also use the snowball-method for acquiring the sample for the two focus groups, 

with focus group 1 we wanted to reach out to people with an interest in AR technology 

and thereafter use their help to acquire more participants. In order to get in contact with 

relevant respondents we attended a lecture on AR applications by the technical 

innovation company Thnx (22-03-2018, Umeå University). Besides requiring valuable 

insights, we recruited the participants we needed for focus group 1. The snowball 

method is appropriate for strategic sampling of qualitative studies (Trost, 2010, p. 141). 

Therefore we argue that was suitable in our context of qualitative data collection. When 

recruiting participants for focus group 2 we used convenience-sampling method (Trost, 

2010, p. 140). We reached out to people in our surrounding that had different 

backgrounds and were at different life stages. During our interview with Friis we 

gathered knowledge about the main target group for IKEA Place, which were “the new 

generation”. Therefore, we only recruited respondents within the ages of 20-30 for our 

focus groups since we found that a representative age of the target group. 

 

All respondents within the focus groups are a part of IKEA’s customer base. However 

we wanted focus group 1 to represent the early technology adopters and focus group 2 

to represent the ordinary target group for IKEA Place. This decision was based on the 

discussion provided by Tzou and Lu (cited in Huang & Liao, 2014, p. 276) where they 

highlight the fact that different traits of consumers in regard to innovation can affect to 

which extent consumers accept new interactive technology. According to Venkatraman 

and Price (cited in Huang & Liao, 2014, p. 276) individuals with high CI are more 

likely to embrace a new technology more rapidly than individuals with low CI since 

they lack knowledge and interested in accepting new technologies and therefore take 

longer to accept it. We decided to define high CI as individuals with an educational or 

occupational background within technology and low CI as individuals with no 
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educational or occupational background within technology. Therefore, we recruited 

respondents with an educational background within interactive design and an interest 

with AR for focus group 1 to ensure a high level of CI. We believe the ordinary 

customer of IKEA and users of IKEA Place rather belong to the group of individuals 

with low CI and therefore recruited respondents without a background within the field 

of technology. When selecting respondents for our focus group we also had in mind the 

main target group for IKEA Place, which Friis perceives as the younger generation. 

Therefore, we argue that candidates between the ages of 20-30 are suitable for this 

specific context.  

             
Trost (2010, p. 137) argue that in the context of qualitative studies it is important to 

have a relatively large spread of people. The sample should preferably be heterogeneous 

within the given homogeneity (2010, p. 137). Since the common knowledge of AR is 

relatively limited, we have recruited focus group participants with previous technology 

knowledge. Since we have a limited time schedule and are students ourselves, an 

effective approach was to recruit other students with relevant educational backgrounds. 

We are therefore aware that their age, backgrounds and common interest for AR among 

our focus group respondents are homogeneous qualities and might affect their opinion 

towards the technology. Also, we are aware about the fact that the ordinary IKEA 

customer might not possess the same technological skills as the participants in our focus 

group. This is something we took under close consideration when analysing our data. 

However, we also argue that valuable insights was best collected from respondents who 

can provide their user perspective but who also has dedicated their education to 

understanding the perspectives of ordinary customers. By making this sampling 

selection, we got expert perspective of AR as a tool to enhance customer experience but 

also an expert analysis of ordinary customers’ perceptions of AR as a part of the 

customer experience. 

  
It can also be argued for that it is preferable if the focus group is relatively 

homogeneous (Churchill & Iacobucci, 2005, p. 81; Wibeck, 2010, p. 63). If not 

Churchill and Iacobucci (2005, p. 81) state that some of the participants might feel 

daunted which in worst-case scenario can cause the discussion to stifle. Therefore, we 

decided to select participants with similar background namely people that has some 

knowledge and interest in AR technology and industry. Churchill and Iacobucci (2005, 

p. 81) further acknowledge that if some of the participants already have participated in a 

focus group before the might be viewed as the experts. The authors argue that this is not 

to be preferred since it might cause the group to act dysfunctional. Neither is the 

scenario in which some of the participants are related or friends in some way since they 

might end up only talking to each other (Churchill & Iacobucci, 2005, p. 81-82). 

  
The participants of our focus groups are homogenous in regards of age and their chosen 

field of education. At the same time heterogeneous in terms of gender and their previous 

experiences with AR. Table 3 and 4 provides an overview over the respondents and 

their previous experience with AR. The duration of the focus groups sessions was 60 

minutes each. We decided not to mention the focus group respondents by name due to a 

request for anonymity from several of the participants. Further on, we refer to each 

focus group as a whole when their experiences coincide.  
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Table 3. Focus group 1 respondents  

  
Table 4. Focus group 2 respondents  

   

4.2 Collection of Primary Data  

4.2.1 Preparations before Interviews & Focus Group Sessions 

Saunders et al. (2012, p. 384) state that in order to conduct a successful interview there 

are certain preparations that needs to be done. The authors emphasize the importance of 

establishing credibility and proving your knowledge on the subject, in order to earn the 

trust of the interviewees. Additionally, the authors claim that doing so will increase the 

quality of your data. Saunders et al. (2012, p. 384) recommendation for preparations is 

(1) your own level of understanding, (2) establishing themes for the interviews, (3) 

providing material to the participant prior to the interview and (4) location of the 

interview. Regarding our own level of understanding we tried to prepare ourselves 

before the interviews and focus groups in the best possible way. We have extensively 

researched the topic of our study to create a holistic understanding, and have gathered 
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information by studying business press, scientific articles and literature provided by our 

university library. While establishing the theoretical framework we have also gained 

information about the organizational context, which in our case is retail. According to 

Saunders et al. (2012, p. 384) it is crucial to develop an understanding for not only the 

research topic but also the context of the business. The authors further state that this can 

have an effect on researcher’s credibility and also enable the participant to more freely 

open up while answering the questions, which will result in more reliable data. 

SPACE10 provided us with a PDF (SPACE10, 2018), describing their way of working, 

methods and approaches more in detail. It was much appreciated as it enabled us to 

better understand their work activities. It also prevented us from asking unnecessary 

questions that we could easily have investigated beforehand.   

 

Saunders et al. (2012, p. 386-387) describe the importance of considering location for 

the interview and what kind of effect it can have on the collected data. The authors 

claim that the choice of location should be a calm place to avoid being disturbed. The 

authors also state that it should also be somewhere convenient for the participant and a 

place where the person can be at ease. Based on that information we decided to conduct 

our interviews with IKEA and SPACE10 via Skype on request from the industry 

representatives, since it was the most convenient solution for them. We booked a room 

at the university to make certain that we were going to have a private location for 

conducting our interviews. We also booked a classroom at the university when 

conducting the two focus groups, to ensure private sessions. We also provided some 

refreshments in order for the participants to feel comfortable. 

4.2.2 Interview Guide Design    

Saunders et al. (2012, p. 385-386) state that providing the study participants with 

interview themes is a technique proven to be effective in order to gain as much relevant 

data from each interview as possible. The authors further claim that even if the 

researcher has taken on an exploratory strategy, they will need some guidance in order 

for their research not to lack direction and purpose. The interview guide can provide this 

direction (Saunders et al., 2012, p. 385-386). Based on this information we decided to 

develop interview themes, which we used as a basis for our questions. The themes were 

created based on the knowledge we had gained while developing our theoretical 

framework. The themes we selected were: strategic deployment decision-making, 

strategy coherence, unique attributes of AR, customer experience and lastly feedback 

and development. We assembled these themes in an interview guide, where every 

question was connected to a theme and had a theoretical attachment (Appendix 1; 

Appendix 2). We provided these themes to SPACE10, IKEA and the participants of 

both focus groups beforehand. This enabled them to prepare themselves by gathering 

organisational information or other relevant material related to the specific topics. We 

also gave the focus groups some directives before the meeting; we wanted them to 

imagine that they were IKEA customers and have the IKEA Place application assist 

them in their customer journey.  

4.2.3 Conducting the Interviews & Focus Groups 

May (2011 p. 159) states that interviews as a method for research is contributing with 

rich insights when it comes to understanding the values, experiences, opinions, attitudes 

and feelings of the respondent. However, the author argues that in order to reach such 
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understanding the researcher must fully understand the interviewing methods and 

analysing techniques while also being aware of its pros and cons. May (2011, p. 159) 

further identifies different types of interview methods within social science research and 

states that they can be combined within one research project. The different types of 

interview methods are structured-, semi-structured-, unstructured-, focused interviews 

or group interviews and focus groups (May, 2011, p. 159). We decided to combine 

semi-structured interviews and focus groups when conducting our research.   

  
According to May (2011, p. 162) a semi-structured interview is characterized by being 

rather informal, even though there are often specified questions the interviewer is at the 

same time allowed to seek clarification within the given answers. The author further 

states that the interview style generates data through interaction between the interviewee 

and interviewer. Saunders et al. (2012, p.379) further explain that this method is 

especially suitable if the nature of the questions asked is open-ended and the logical 

order of the questions might need variation. May (2011, p. 163) argues that this type of 

interviewing method permits the respondent to answer the questions with own terms 

and also providing better opportunities for comparison then the focused- or unstructured 

interview. The method also requires that the interviewer fully understand the aim of the 

study (Silverman, 2011, p. 162). Therefore, we have been equally engaged in all data 

collection to ensure both of us gather complete insight in all aspects of the research 

project. 

  
We conducted semi-structured interviews with SPACE10 and IKEA. Based on the 

information presented in previous passage, we believed this was a suitable method due 

to our interest in investigating the utilization of AR within marketing strategies. We 

needed to deeply examine the industry practitioners’ attitudes, opinions and perceptions 

of the AR technology. We also intended to be flexible while conducting the interviews, 

and not asking the questions in a certain order. Due to the fact that the digital lead at 

SPACE10, customer experience specialist at IKEA and the representative from Inter 

IKEA systems can provide a lot of important insights, we wanted them to feel free to 

discuss their knowledge and experiences of the AR technology beyond the questions 

asked to them. Consequently, we believed that semi-structured interviews were going to 

provide them with enough liberty to do so. 

  
To examine the customer’s perspective we decided to conduct two focus groups. 

According to Churchill and Iacobucci (2005, p. 81), conducting a focus group is the 

most used method within marketing research and also the most used qualitative 

technique. Focus groups are used for a variety of purposes, one of them being to acquire 

impressions from customers regarding new product models (Churchill & Iacobucci, 

2005, p. 81). This is related to what we aimed to do with our research, in order to 

investigate how AR integrated in the retail offerings can be utilized to enhance customer 

experiences. We recognized that we needed the customer’s perception of the AR 

technology in order to fully examine our research question, which is what we wanted to 

accomplish with the focus groups.     

  
During a focus group session a small number of individuals are gathered for the purpose 

of discussing the relevant topic of the study (Churchill & Iacobucci, 2005, p. 81). 

Wibeck (2010, p. 61) reflects upon the ideal number of participants within a focus 

group. The author states that a small group is ideal since it means that each participant 

can obtain more space in the discussion. It is also proven to be easier to both give and 
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receive feedback in smaller groups since everyone gets more time to express themselves 

and reply to other participants’ arguments (Wibeck, 2010, p. 62). A big group 

discussion tends to be less personal and might lead to some participants being very 

dominant in the discussions and leaving little space for the rest of the respondents 

(Wibeck, 2010, p. 62). Wibeck (2010, p.62) argues that a suitable number of 

participants in the focus group are between four and six. She further states that a focus 

group with more than six participants might result in the formation of subgroups that 

mainly talk to each other while other participants might not take part in the discussion at 

all. On the other hand, a group that is too small can end up being dominated by one or 

two participants (Churchill & Iacobucci, 2005, p. 81). Based on that information we 

decided to form two focus groups with five participants each. We also decided to 

conduct sessions with the duration of approximately one hour to avoid issues such as 

not everyone having their voice heard due to lack of time. We believed that these 

decisions enabled us to achieve a good balance regarding the number of participants and 

a successful time management.   

  
Wibeck (2010, p. 56) talks about two different types of focus group interviews: 

structured and unstructured. She further states that all the more charge the moderator 

takes over the interaction within the group, all the more structured the interview will be. 

A unstructured focus group interview is characterized by the participants not speaking 

directly to the moderator, but mainly to each other (Wibeck, 2010, p. 56). Further on, 

the author argues that a unstructured focus group interview does not contain specific 

questions that needs to be answered. The point is rather to listen to what the participants 

believe is important aspects of a specific subject (Wibeck, 2010, p. 57). Wibeck (2010, 

p. 57) states that there are pros and cons with each method. The author argues that if the 

moderator is too involved in the discussion he or she might influence the participants’ 

opinions. On the other hand, she states that a highly involved moderator can make 

certain that the desired topics are covered. When it comes to a unstructured focus group 

interview, Wibeck (2010, p. 57) claims that the biggest advantage is that the participants 

own interests and opinions can be analysed. Wibeck (2010, p. 58) further states that a 

risk might be that some topics never gets ventilated if the moderator does not introduce 

them and the discussion can tend to be unorganised, making it increasingly difficult to 

analyse. Like in most cases, an intermediate position can be preferable (Wibeck, 2010, 

p. 58). Wibeck (2010, p. 58) argues that the focus group tend to achieve best result 

when the participants are allowed to discuss and new subjects can be introduced within 

the discussion. Therefore, we decided to use intermediate approach in order to make 

sure that our desired topics were addressed while still allowing the participants to 

discuss rather freely. It was important for us that the participants got to express their 

own opinions on the topic since we were examining a rather new technology, and based 

on the information presented above we argue that the intermediate approach was most 

suitable in our research context. 

  
Myers (2013, p. 207) explains that it is beneficial for the quality of the interview when 

the participants are allowed to speak their own language. The author further claims that 

the participant is more likely to share information if he or she feels comfortable in the 

situation. As a final point, we therefore decided to conduct two of our interviews and 

the focus group sessions in Swedish since that was the native language of our 

participants. For the interview with SPACE10 we decided to conduct the interview 

English since we did not share the same native language with the interviewee.  
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4.3 Analytical Method  

Processing of Empirical Material  

The interpretative phenomenological analysis (IPA) approach is beneficial when 

interpreting individual or shared experiences and different perspectives (Beck & 

Berterö, 2015, p. 148). We believe this method is aligned with our explorative research 

since examining experiences and perceptions of a certain phenomenon is central.  

 

When the interviews are done, the question of transcribing of the interviews into words 

arises (Ahrne & Svensson, 2015, p. 51). Beck and Berterö (2015, p. 153) presents four 

steps that is included within the transcription process. (1) Initially the authors state that 

it is important to thoroughly read the transcriptions of each interview session and take 

notes of reflections that might emerge. (2) Further on, Beck and Berterö (2015, p. 154) 

recommend the researcher to read the transcriptions once again while dividing the 

content into different themes. The authors further explain that the themes are probably 

too many at this stage, and the content might give you a sense of disorder. (3) 

Thereafter the author argues that you should preferably list all themes you developed 

while reading the transcription and sort the different themes that correlate to each other 

into smaller areas, so called clusters. Some themes might feel unnecessary while some 

themes might feel obvious (Beck & Berterö, 2015, p. 154). When this is done the 

authors argues that the different clusters should receive a superior theme. (4) Lastly, a 

concluding table that illustrates all clusters can help reflect the implications and 

structure of the empirical data (Beck & Berterö, 2015, p. 155). These four steps were 

used as guidance while we conducted our transcription process. First of all we carefully 

went through our collected data and took notes as reflections arose. Secondly, we 

divided the content into different themes that we believe represented the discussed 

topics. Thirdly, we developed five main themes that were closely correlated to our 

themes within the interview guide. These themes are: strategic deployment decision-

making, strategy coherence, unique attributes of AR, customer experience and finally 

feedback and development. By categorizing the data, we were better able to interpret 

and analyse the information we had gathered. Lastly, we developed a concluding table 

displaying the main points from our empirical data to create a better overview (Table 

5.).  

4.4 Literature Search   

Churchill and Iacobucci (2005, p. 169) argue that founding your research on secondary 

data characterize a good marketing research study. The authors further discuss the 

advantages of using secondary data. First of all, the authors state that using secondary 

data is less time consuming since you are able to determine what it is you wish to know 

and what you already know about the topic. Further on, you can develop a list of main 

search words that you wish to base your search upon for acquiring prior studies done on 

the topic (Churchill & Iacobucci, 2005, p. 176). According to Churchill and Iacobucci 

(2005, p. 177) the next step is to expand your search by including more keywords. 

While conducting our literature search we started out by searching for relevant literature 

containing “AR” and “marketing”. After reading a lot of prior studies within the 

specific field and developed our knowledge further, we were able to use branch specific 

business terms and continued to search for prior studies including “MAR”, “ARIT”, 
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“TAM”. This process was our main strategy for acquiring the literature presented in our 

theoretical framework. 

  
Secondary data can be helpful to answer questions regarding the research problem, 

provide suitable approaches or data to examine the research problem (Churchill & 

Iacobucci, 2005, p. 169). It can also provide a course of direction regarding which 

primary data that can provide valuable insights (Churchill & Iacobucci, 2005, p. 169). 

In our case, the secondary data provided all that, while also enabling us to identify a 

research gap which helped us to establish our direction for the study. We recognized 

methods and approaches prior studies had used, and the ones that were effective for our 

study context. We were also able to identify which perspectives that were 

underrepresented within the field of research and consequently, how we could 

contribute with our study.        

4.5 Source Criticism 

Churchill and Iacobucci (2005, p. 169) explain that using secondary data from other 

researches can have some disadvantages. The authors further outline two problems that 

often arises while using secondary data: firstly, it usually does not fully fit the problem 

since it is taken from another context and secondly, issues regarding their accuracy. 

Since the implementation of AR within retail is a relatively new field of study, the 

secondary data available is limited. Also, we were specifically looking into the retail 

industry, which was not fully compatible with the all the sources and secondary data 

that we integrated in our study discussions. We could not be sure to make fully accurate 

statements using sources that did not perfectly fit our specific context, only add to our 

arguments. Therefore, we also used primary data. 

  
Churchill and Iacobucci (2005, p. 170) also argue that much secondary data may be 

flawed in regard to accuracy. The secondary data could contain numerous of errors and 

awareness of its shortcomings can therefore be crucial (Churchill & Iacobucci, 2005, p. 

170). When using secondary data the main important rule is to use the primary source of 

secondary data (Churchill & Iacobucci, 2005, p. 170). While collecting secondary data 

to incorporate in our study, our priority was always to use the primary source.  
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5. Empirical Data 

In this section, the empirical data will be provided. First, the respondents representing 

the industry practitioners will be presented and the focus group participants introduced. 

Second, the collected data from all conducted interviews and focus group sessions will 

be displayed according to themes coherent with the interview guide. The chapter will 

end with a summary of the empirical data (table 5).  

5.1 Presentation of the Respondents 

5.1.1 Industry: IKEA & SPACE10 

Malin Ax is essentially an interior designer. She has been working at IKEA for almost 

40 years and is currently working at Inter IKEA systems where she is stationed in Delft, 

Netherlands. The last two years she has been responsible for what IKEA defines as one 

of their knowledge areas, which is interior design. Her title is knowledge area manager 

within home furnishing. Her main responsibility within Inter IKEA system is to define 

the concept of interior design. She is a part of the collaboration with SPACE10 where 

they look for opportunities to incorporate the concept of interior design with the AR 

technology.   

  
Lina Säfström has an educational background within digital media, which she got at the 

school Hyper Island. She began to work at IKEA two years ago. She started out at 

IKEA.se where she worked with e-commerce services. Currently she is a customer 

experience specialist and her work involves all communication channels of IKEA. 

Besides customer experiences, a large part of her role at IKEA is related to business 

development and innovation. 

  
Daniel Friis is the digital lead at IKEA’s innovation lab SPACE10 in Copenhagen. At 

SPACE10 they do concept innovation for IKEA, and Friis is responsible for all their 

digital projects. He is most heavily engaged in the IKEA Place application, for which he 

is the project lead and project owner. 

5.1.2 Focus Group Participants  

Focus group 1 is characterized by a high level of cognitive innovativeness (CI), which 

we define as individuals with a technical background. It is a group of mixed gender, 

consisting of five individuals. They are between 20-30 years old, which is age 

appropriate to fit the target group of IKEA Place users. They all have relevant education 

within technology, and are familiar with both the AR technology and user experience 

design. One of the respondents is currently involved in an AR project as he is working 

on his master thesis in collaboration with the innovation company Thnx. Two of the 

respondents have prior experience with an earlier version the IKEA Place, which they 

have evaluated as a part of an academic assignment. All are a part of the IKEA 

customer group.   

 

Focus group 2 is characterized by a low level of cognitive innovativeness (CI), which 

we define as individuals without a technical background. It is also a group of mixed 
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gender, consisting of five individuals between the ages of 20-30 years old. They are 

representing the typical IKEA Place user, and have no educational background within 

the field of technology or special interest within AR. They are heterogeneous in regard 

to their educational backgrounds, occupations and current life situation. All are a part of 

the IKEA customer group.   

5.2 Strategic Deployment Decision-Making 

“What is this and why do we have it?” - Malin Ax 
  
When discussing the strategy behind the deployment of AR, questions regarding the 

objectives of the implementation arise. Ax underlines the importance of identifying the 

reasons for deploying an AR system that provides value for the customers. She argues 

that Inter IKEA Systems must build customer value and understand the motivations 

behind customers wanting to spend time with the AR application. In her opinion the 

value creation is provided through knowledge and solutions that improves people's lives 

in their homes. 

  
“The technology is there, it is only our imagination that limits great use cases” - 

Daniel Friis 
  
Friis also makes the argument that the technology is now mature enough that it makes 

sense to do customer experiences in AR. Now, it is time to utilize the technology and 

create meaningful experiences that makes sense for the customer. He also emphasizes 

that the technology should not be deployed only for the sake of the technology, but 

actually supports people and provides value that the customers can benefit from. 

  
“The technology itself does not have a value if it hasn’t got a human value” - Lina 

Säfström 
  
Säfström also argues that the technology is only secondary, it needs to have a human 

value. The key success factor is to understand how the technology of AR can be 

utilized, to provide customer value. Ax agrees with Friis and Säfström in her argument 

that the focus should not be on the technology itself, but on what IKEA aim to provide 

for the customer and use the technology of AR as a tool to deliver it. 

  
“Wow! I am in the future!” - Focus group 1 respondent 
  
Three of five focus group 1 respondents have an instant enthusiastic reaction to the AR 

application IKEA Place, and expresses their fascination for the technology. As the 

question about their experiences with the AR application after using it for a longer time 

surfaces, all focus group 1 respondents raises concerns regarding the AR system’s ease 

of use. 

  
During the interview with Friis we ask about customer reactions to the implementation 

of an AR system. He recognizes the initial “wow-experience” for people as they try the 

AR layer in their physical environment. But he continues by stating that the aim is to 

turn it into a seamless and integrated experience in the customer journey, and providing 

people with increased confidence in making changes to their home. 
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In addition to Friis, Ax also discusses the need to provide value beyond the initial use of 

the AR system. She says it should not only be something the customer uses one time 

just for fun, but argues that AR is an interesting tool to implement with the aim to 

provide deeper value for the customer. Throughout the interview she mentions several 

times the objective to build the IKEA brand through AR, and provide the customers 

with increased reliance toward the company. 

  
Friis discusses the AR deployment objectives as a way to expand the regular IKEA 

experience. During our conversation regarding customer experience, he argues for the 

possibility of AR as a central part of the new generation’s customer experience. He talks 

about the increasing demand of the new generation to have access to information, on 

demand and in the context of wherever you are. He believes that the new generation is 

less inclined to go to the physical store; therefore he believes AR might become the 

IKEA experience for the younger generation. 

 

In agreeance with Friis, the focus group 2 raises concern regarding how usable the AR 

application would be for an older target group. They argue that the AR technology is 

better suited for a younger generation, both in terms of ease of use and general interest 

in the new technology. Further on, two of the respondents reflect upon the AR 

application as a positive contributor to the IKEA brand since the deployment of AR 

communicates innovativeness.  

 

One focus group 1 participant explains that AR application is a fun addition to IKEA’s 

interaction with their customers. All of the respondents agree that they possibly would 

use it as an assistant in their purchase decision, however, three out of five explains that 

the AR application would not change their customer journey in any major way. The 

majority of the respondents discuss the AR program as a provider of value through 

building a strong brand and increasing the reliability to the company.   

5.3 Strategy Coherence  

“A big part of IKEA’s concept is “do it yourself”, the AR application mirrors that 

mind-set” - Focus group 2 respondent  
 

The focus group 2 respondents discuss IKEA’s “do it yourself”-concept as a consistent 

element in several steps of the customer journey, both in the warehouse and when 

putting the furniture together in their home. They all agree that IKEA Place is an 

addition that makes sense in the context, since it enables you to place virtual furniture of 

your choosing in the context of your own home. One respondent also argues that the 

concept is coherent with the societal trend of a shopping habit moving towards a more 

“do it yourself” mind-set. However, they are speculating in why they were not familiar 

with this application before. They further reflect upon the benefits IKEA could gain 

from increasing their marketing efforts to promote the AR application. The benefits that 

surface during the conversation are enhanced awareness and increased motivation for 

the customers to try and continue to use the application.  
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“It is only a new technology, the knowledge we want to deliver is always the same” - 

Malin Ax 
  
As Ax argues for the importance of focusing on what IKEA aims to provide for the 

customers, she gets an revelation that she is not telling us anything new. Even though 

she is discussing the use of a new technology, the knowledge and customer value they 

provide has always been the same. The only difference is the channel they use, and with 

AR the experience is now simpler and more personalized. 

  
Säfström also discusses the different channels used to communicate with the customers, 

and that the experience should be pleasant and frictionless, whatever channels the 

customer chooses to interact with the company. She says that the aim should be 

consistency and create unitary channel interactions. 

  
“Create a better everyday life for the many people” - Lina Säfström 
  
During the interviews the respondents refer back to IKEA’s vision and mission 

statements, as the foundation for all the company activities. Säfström explains that this 

is to ensure that IKEA is consistent in everything they do. Friis tells us that SPACE10 

work in close collaboration with IKEA, and he also refers to the IKEA vision statement. 

He reflects upon the importance to be able to serve a broad amount of people, and 

before last year AR was not really available to the many people and not stables enough 

for a good customer experience. He points out that they are still experimenting with AR, 

but emphasizes the importance of providing something meaningful and that makes 

sense for the customer. 

5.4 Unique Attributes of AR 

“The ability to visualize the assortment and get a sense of security with the 

purchase”- Lina Säfström 
  
When asking our industry practitioners regarding their perspective on what unique 

attributes the AR technology possesses their mutual answer is how interactive the 

technology is. Further on the ability to display the assortment within the context of the 

customers’ home in a fun and unique way. Ax emphasizes the possibilities for having a 

dialogue and also being able to inspire the customer regarding interior design choices. 

Säfström talks about the possibilities for collaboration between the customer and the 

company and the fact that the interaction is live. She further on provides a future 

aspiration for how the AR technology can be both collaborative and live. For example, a 

customer that wants to redecorate their living room can be at home or at the office and 

use the same collaboration tool as an employee at IKEA’s customer support. The 

customer support can then, by using the AR technology, provide alternatives for how 

the customer can decorate their living room while the customer also can move around 

furniture and provide solutions themselves. She further argues that this opens up for 

new opportunities for where the customer interaction can take place. 

 

During a discussion within the focus group 1, the respondents addressed the appearance 

of the application, the interface and graphical design. The quality and usefulness of the 

services provided by the application is also central and they mostly raise positive 

feedback regarding these attributes. The focus group 2 compared the application to a 
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computer game in real life and perceived the communication through the application as 

personalized. However, they perceive it difficult to interact with the AR technology and 

are therefore struggling with the use of the application.     

“I think it has the potential to be a great customer experience.” - Daniel Friis 
  
Another technology characteristic that all industry practitioners highlights, is the 

possibility for the customer to shape the content themselves which can give them a 

better sense of the product. Ax and Säfström agrees on that the technology therefore can 

result in that customers are able to make a more informative purchase decision. 

Säfström further argues that a consequence of that can be higher customer satisfaction, 

fewer returns and complaints. Further on, Friis stresses the fact that the technology can 

work as an enabler for the customer since it empowers them to shape the content 

themselves. He believes this is the main reason for customers engaging with the 

technology. Based on the unique attributes of AR mentioned: the interactivity, the 

ability to visualise the assortment and allowing the customer to shape the content, the 

respondents all agree that AR can provide an enhanced customer experience.   

  
“It solves something that you cannot solve with other channels” - Daniel Friis 
  
Säfström also mentions the fact that the content of the AR layer not always needs to 

replicate the reality. She argues that it opens up for the possibility to be more playful. 

She provides an example in which IKEA has a jungle-themed collection of furniture for 

children where the AR environment can contain tigers, monkeys and other jungle 

related figures. She further describes how the AR technology evolves from working 

with square meters to cubic meters and how it therefore can contribute to an enhanced 

customer experience.     

  
“Being present within AR, will become as important as being present on the Internet 

today” - Lina Säfström 
  
Säfström explains that she perceives AR as a new infrastructure, similar to the Internet, 

for the next generation. She says that if the physical world and the virtual world had a 

baby - it would be AR. She explains the moment when she first realized just how big 

AR can become; recognizing its potential to provide a new way of living, a new way of 

experiencing the world and meeting people. It is a whole new arena and IKEA needs to 

identify what role they will have in AR, she continues. There are completely new 

challenges and opportunities within AR, which needs to be communicated internally 

while learning about current customers’ needs and meet them with the potential of a 

new technology. 

5.5 Customer Experience 

In the focus group 1 session, the discussion whether or not the respondents would use 

IKEA Place as a tool when purchasing furniture at IKEA, arises. All focus group 1 

respondents agree that the application would be useful when purchasing a large piece of 

furniture or a more expensive product, which you do not wish to replace in a long time. 

Four out of five of the focus group 1 respondents perceive the application as a 

complementing tool that provides additional information that they could not get from 

the existing channels provided by IKEA. One respondent mentions that it could work as 
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a substitute for the website, and another respondent describes it more as a 

complementing tool. Two participants talks about how the application contributes with 

information regarding how much space the furniture will obtain within the context of 

your home. Another respondent pronounces the opportunities to evaluate the design of 

the furniture and how it fits together with the already existing furniture. Lastly, one of 

the respondents highlights the benefits of being able to try different colours on the 

upholstery and how it matches the rest of the interior.      

  
“One of the challenges people have today is lacking confident when doing home 

improvements.” - Daniel Friis 
  
Säfström emphasizes that the application can provide more information about the 

products that will help the customers to make a more secure purchase decision. Friis 

further argues that customers often have a lack of confidence when doing home 

improvements. Therefore, he mentions that they often seek advice from friends and 

family due to difficulties in visualizing how the change might turn out. He further states 

that SPACE10 chose to put emphasis on solving these kinds of issues, and with help of 

AR providing benefits that makes people more confident in doing home improvements. 

  
“Simplicity, to be simple and not complicate it too much” - Lina Säfström 
  
Säfström emphasises the importance of making it simple for the customer. She further 

states that it is necessary to be available for the customer, to be where the customer is. 

Ax also states that, from her perspective, a key success factor for implementing AR 

within retail is to focus on making it easy for the customer throughout the whole 

customer journey. One assumption from a focus group 1 respondent is that the distance 

between the customer and the IKEA store can have an effect on the perceived 

usefulness of the application. She argues that if you have a long distance to travel in 

order to reach the warehouse, the application might have a more essential role in the 

customers purchase decision compared to the customers that have an IKEA store 

nearby. Another respondent further state that the application can make it easier to reach 

the purchase decision at home. Instead of spending hours at the warehouse, you can just 

go to the pickup section and get your products. She further concludes that the 

application mediates simplicity. 

  
“It was a complicated process then. If I have had this before it would have been a 

much easier process.” - Focus group 1 respondent 
  
A focus group 1 respondent expresses that he experience it complicated to shop at 

IKEA, arguing that using the AR application would have enhanced that experience and 

made it simpler. During the same conversation however, another respondent states that 

the perception of the ease of use might be a generational issue where the older 

generation are struggling more than the younger.      

  
“It is early days but we try our best to do something that makes sense.” - Daniel Friis 
  
Friis emphasizes that it is important that the application is a provider of relevant value 

within the customer experience in order for it to make sense for the user. A problem 

area, which the focus group 1 respondents points out, is the fact that the application 

does not include all IKEA products. Two of them emphasises the benefits of informing 
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the customer about this in order to avoid confusion and frustration. For example, 

informing the customer that all sofas are included in the application if that is the case. 

They argue that this information might ensure the customer that they do not have to 

switch channel, to the webpage for example, to look for additional sofas. Two 

respondents are also requesting the possibility to not only scan the floor but also the 

walls and thereby provide the opportunity to place, for example, a painting on the 

physical wall. Two of the focus group 1 respondents experience trouble with the 

application when attempting to place products in their home, as it is already filled with 

their current furniture. One of the respondents discusses how she tried to use the 

application to place a sofa where she has placed her current sofa. She argues that it 

would probably be necessary for her to move her sofa in order to get a good 

visualization of how the new one might fit in her home. Friis provides information 

about a aspiring feature for the application that will make it possible to place the new 

sofa on the current sofa in order to avoid this specific issue. 

  
One of the respondents states that if the application were to function perfectly the 

reliance towards the technology would be improved. As of today he does not feel 

confident in completely trusting the application when it comes to colours depending on 

different light settings that can affect the appearance, and also regarding the exact 

measurements of the products. He argues that if you have limited space for your 

furniture the application needs to be able to be exact, in accordance to its measurements, 

when displaying the product in the context of your home. 

  
“I am thinking that some people might feel that it impairs their experience since the 

application is not optimized” - Focus group 1 respondent 
  
Two of the focus group 1 respondents argue that the perceived user experience can 

depend on the expectations that the customers have towards the application. One 

respondent within the focus group 1 emphasizes the fact that they are all interested in 

the AR technology itself and therefore find IKEA Place even more fascinating. On the 

other hand, a customer using the technology with the intention to purchase IKEA 

products might expect the AR application to work flawlessly and find it frustrating if it 

does not. She further concludes that in some cases it might become a negative customer 

experience if the technology does not work as expected.  

 

“I like the idea of it, but I found it difficult to use and it did not live up to my 

expectations entirely” – Focus group 2 respondent  

 

The focus group 2 expresses that the AR application does not live up to their 

expectations. The perceived ease of use within focus group 2 is low. However, a mutual 

remark from all respondents is that they predict the AR technology to have huge future 

potential within the retail industry as long as the application become more optimized, 

foremost in regard to the ease of use.    
 

“Or else the application will just remain a fun tool you only use once a year.” - Malin 

Ax 
  
Ax discusses how not all customers are interested or has the time to spend on interior 

design. Therefore she believes those customers would appreciate a service where the 

application can work as an inspirational tool that can provide solutions customized for 
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your home. She further argues that this type of value creation, where the application can 

contribute with solutions in a fun and intelligent way, is of great relevance. If the 

service does not make sense for the customer, she believes it might just remain a fun 

application that the customers rarely use. 

  
“It would be inspiration, knowledge sharing and ultimately that you can buy inside 

the application” - Malin Ax        
  
While discussing Ax’s vision for what the application should offer in order for the 

customer to use it regularly, she mentions inspiration, knowledge sharing and also to be 

able to complete the purchase inside the application. She emphasises the importance of 

synchronizing the communication channels of IKEA as a way to provide value for the 

customer. She argues that no one is interested in having too many applications on their 

phone. She further state that the AR experience and the warehouse experience should 

not be perceived as two separate things. There is need for integration, which she does 

not believe the application has today. Four of the focus group 1 respondents explicitly 

communicate that the application is not fully integrated within IKEA's customer 

journey. One of the respondents argues that the application is perceived as less 

integrated due to the fact that you cannot complete the purchase within it. Another 

respondent believes that it is somewhat integrated since the application provides a link 

to IKEA’s webpage if you are interested in purchasing a product. However, a third 

respondent expresses that she experiences the application as an association to the IKEA 

brand, rather than a tool for purchasing products. A fourth respondent argues that it is 

impossible to only use the IKEA Place application to complete a purchase, and therefore 

it is not integrated and merely a part of the entire shopping experience. One respondent 

from focus group 2 describes the experience as fragmented, since it is not possible to 

purchase within the application. The majority of the focus group 2 respondents express 

frustration due to the fact that they go through the process of selecting products within 

the application, only to be directed to the webpage, as they want to proceed to purchase. 

 

Friis emphasises that they have been putting a lot of effort in trying to make the 

application meaningful in the customer journey. The actual purchase has therefore not 

been a front and centre priority. He mentions that they wanted to create something that 

the customer can benefit from without forcing them to purchase products. When 

measuring how the customers perceive the application, SPACE10 has initially been 

focusing on downloads and how many furniture the users places during one session. He 

believes the numbers are fairly good, but they have not been able to compare it to 

competitors within the industry. However, he is aware of the fact that the current 

retention numbers are low and therefore, their next step will be to focus on retention. He 

further explains that they are aiming to generate an aha- or wow-moment as people try 

the application. He believes that people’s motivation for using the application will 

initially be about getting the AR experience, and further clarifies that it hopefully will 

turn into a seamless and integrated experience in the customer journey in the future. He 

argues that the application does have a place within the customer journey, but that they 

can do a better job when it comes to leading customer down that route. So far that has 

not been a priority since the project still is in the aspiration phase. He states that the next 

step will be to evaluate if this application and technology can find its purpose within the 

IKEA toolbox. Säfström mentions that she cannot provide a reason why the AR 

application should not be able to assist the customer throughout the whole journey, from 

the point they discover a need to the point they complete a purchase.      
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5.6 Feedback & Development 

“I would say that the most important thing is to ask the customer directly” - Lina 

Säfström 
  
Regarding designing customer experiences, Säfström emphasizes the importance of 

asking the customer directly about what was good and what was bad about the 

experience, what were the obstacles and possible frustrations. She continues by saying 

that it may sometimes be forgotten, but it is crucial to approach customers for feedback 

in different ways. Asking the customer about their experience is deeply embedded in the 

IKEA culture as she explains that it is something the IKEA founder, Ingvar Kamprad, 

strongly believed. Säfström also makes the parallel to Henry Ford, pioneer in the 

automotive industry, and the way he approached feedback. He said that you should not 

ask customers what they want because they will say that they want fast horses. You 

need to ask questions to understand the human need, which in that case was to get from 

point A to point B. One respondent from focus group 2 also reflects upon customers’ 

process of accepting and getting ready for the emerging AR technology, and argues that 

customers might not always know what they want and therefore it is up to the 

companies to show them. 

 

Each of the interview respondents provides information about how they work with 

customer feedback. Ax describes how IKEA systematically work with collecting 

feedback from customers visiting the warehouse, the webpage and the catalogue. 

However, she has little knowledge about how the feedback regarding the AR 

application is collected or used since she believes it should be directed at the developer 

of the application. Säfström discusses the data collected through e-commerce based 

upon interaction, search traffic and other relevant statistics. But when measuring 

downloads, for example, it is difficult to know what that number actually translates to. 

Therefore she also underlines the importance of speaking directly to the customer and 

not neglecting the customer’s option for human interactions when leaving feedback or 

solving an issue. 

  
“Because we want it to be about the customer - and then we have to listen to the 

customer” - Daniel Friis 
  
Friis explains that SPACE10 focus a lot on listening to customer feedback, in order to 

improve their experiences with AR. He comments on how they initially worked with 

feedback, when the options to leave comments were very limited. Now, they have 

expanded the possibilities to receive feedback by including a conversation interface in 

the AR application allowing the customers to communicate their possible issues directly 

as they occur. 

  
He explains that SPACE10 do sprints, which is continuous development cycles, only to 

incorporate customer-based feedback into their development process. He outlines two 

major sources of customer frustration: not being able to provide the entire product range 

in the AR application and the performance of the AR technology. These are 

improvements areas mirrored in the customer feedback, and therefore incorporated into 

SPACE10's development strategy. To handle the frustration caused by the performance 

of the AR layer, Friis emphasizes the need for simplicity. He also believes that the 
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customer experience will benefit from customers interacting more with the AR system, 

and getting increasingly familiar with the technology. 

  
“I would say that the second generation of AR application are coming out now”  - 

Daniel Friis 
  
Friis underlines that IKEA Place is still assigned under the aspiration phase, and that 

they are still experimenting with the AR experience and how they in the future will 

deploy it to the market. As Friis discusses how SPACE10 does continuous sprints and 

release updates every three weeks, he also clarifies that they released version two of 

IKEA Place just last week. He explains that it is arbitrary what number they assign to it 

but since he believes that they made a big enough leap this time, the updated application 

was categorized as version two. Now, as the technology is more mature and broadly 

available for the industry due to the AR kit, Friis believes that the second generation of 

AR experiences are coming out now. 

  
“Always strive for improvement: just because you are good does not mean your are 

the best, as our beloved founder once said” - Lina Säfström 
  
Säfström also states that continuous development is a necessity. She explains that it is 

deeply embedded in the company values since the IKEA founder, Ingvar Kamprad, 

strongly believed that improvement is a continuous process. 
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5.7 Overview of Empirical Data  

Table 5 provides an overview of our empirical data. Each of the themes we discussed is 

visualized and the main contributions from each respondents and focus groups.   

Table 5. Table of empirical data   
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6. Data Analysis 

In this section we aim to first present critical observations based on the findings 

presented in empirical data chapter. Thereafter we will interpret and reflect upon the 

critical findings and discuss them in relation to the theoretical framework. Identified 

correlations and deviations between theory and our empirical data will be revealed and 

discussed. The chapter will end with presented arguments for our revised conceptual 

model, which will be complemented with empirical findings.  

6.1 Critical Empirical Observations  

We have acknowledged that the perception of the value-creation and user experience of 

the AR application differs in many ways, between the industry practitioners’ 

perspective and customer perspective. Within the customer perspective, consisting of 

the two focus groups with high versus low level of CI, the perception differs as well. 

The industry practitioners views the AR function as an enabler for the customer, making 

them more confident when doing changes in their home. The focus group with a high 

level of CI agrees that the AR experience is providing them with complementary 

information that they would not obtain through other IKEA channels, for example the 

webpage. Therefore, we perceive that the respondents experience that they are able to 

make a more informative purchase decision by using the AR application. The focus 

group with low level of CI experience that the AR technology is not optimized enough 

to provide them with the intended value. Due to the difficulty of use, the focus group 

with low CI struggle with recognizing anything but future value provided by the AR 

application. Both focus groups reflects upon the AR application as foremost a tool for 

strengthening the IKEA brand and communicating that IKEA is in the forefront of 

technology innovation.  

The industry practitioners emphasized the importance of being consistent in all 

activities IKEA engages in. We observed that the vision and mission statement is 

central, and the values of the founder Ingvar Kamprad are deeply embedded within the 

company culture. Ax and Säfström argue that the IKEA experience should be coherent 

regardless of what channel the customer chose for interacting with the company. We 

made a remark that both focus groups agreed that the AR experience is coherent with 

the IKEA brand. Two respondents with high CI argued that it also enhances the brand 

perception, and communicates innovativeness. One of the respondents in the focus 

group with low CI discussed the application as closely related to the overall IKEA 

concept of “do it yourself”. Another respondent argues that this is not only consistent 

with the IKEA brand but also with the societal trend of customers being independent in 

their shopping experience.   

When discussing user experience, we include both the perceived usefulness and 

perceived ease of use. We believe that perceived usefulness is closely related to the 

value creation within the customer experience. We observed that the industry 

practitioners emphasizes that the AR application should not be implemented only for 

the sake of the technology, providing value beyond a onetime fun experience. However, 

the focus group with low CI, clearly states that the AR application would be a fun one 

time experience but not optimized enough for continuous usage. They request expanded 

incitement and improved ease of use as a strategy for increasing customer retention. In 
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contrast the focus group with high CI experienced more usefulness and were more 

enthusiastic about the technology. The first impressions amongst these focus group 

respondents were overall very positive, including expressions like “wow” and “I’m in 

the future”. We acknowledged however, that the first impression transformed into a 

group discussion regarding concerns of its ease of use. The focus group respondents 

with high CI all agreed that they would use the AR function as a part of their shopping 

experience, but the focus group respondents with low CI all agreed that they would not. 

Furthermore, the focus group with high CI discussed that the user expectations of the 

technology might influence the perception of the user experience. The focus group with 

low CI further on expresses that their expectations have not been met in regards of the 

user experience. 

Regarding the ease of use, we have acknowledged that the industry practitioners 

emphasised the importance of simplicity and ease of use when designing an AR 

program. The focus group with high CI, expressed that they experienced the AR 

application as relatively easy to use. However, they stated that the experience would 

benefit from more guidance and user instructions. They also raised concerns regarding 

how users without their technical backgrounds would perceive the ease of use of the AR 

experience. The focus group with low CI also evaluated the ease of use of the AR 

application, and their experiences differed largely from the industry practitioners’ 

intentions. They struggled with the AR technology and found that the application was 

uninstructive, unreliable and difficult to use. 

Furthermore we have observed that the focus group with high CI emphasised attributes 

regarding aesthetics, such as the interface and graphical appearance. They also focus 

largely on quality and usefulness of the functions provided by the application in their 

discussions. In contrast to that remark, we found that the focus group with a low level of 

CI rather highlighted the importance of having a simple and pleasant experience while 

using the AR application.  

We have reflected upon the fact that the two focus groups expressed that the application 

could be more integrated within the purchasing process. The focus group with a higher 

CI viewed the application as an addition to the IKEA brand and IKEA experience, 

rather than a part of the purchasing process. Further on, the focus group with lower CI 

experienced IKEA’s different channels as fragmented and addressed the fact that you 

are unable to purchase within the application as an issue. The industry practitioners 

emphasises that AR should not be perceived as separated from the IKEA experience. 

They point out that it is early stages for the technology and that the application is still an 

aspiration, but emphasises the importance of deploying the AR program in a way it 

make sense in the customer journey.  

Another observation we made is that a central part of the deployment and development 

process is approaching the customers for feedback. Friis explained that they want the 

AR application to be about the customer and their experience, and therefore they must 

ask questions regarding their specific needs. The focus group with low CI reflected 

upon the needs of customers, and discussed whether or not they are ready for this 

emerging technology. One of the respondents with low CI made the case that customers 

do not know what they need until it is presented for them. Friis also recognized that 

there needs to be a shift in the mind-set of customers, in order to fully accept the new 

technology. Based on the focus group sessions we have observed that the general 

awareness of the AR technology, as well as IKEA Place, is relatively low. The focus 
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group with high level of CI have only received information regarding AR applications 

and IKEA Place through their education. Additionally the focus group with low CI, that 

represents the main target group for IKEA Place, were completely unaware of the 

existence of the AR application. They highlighted the need for increased 

communication and guidance in using the AR program, also requesting incentives for 

trying and re-trying it. Our observations revolve around the statements made from both 

the industry practitioners and users: who both emphasized the importance of industry 

practitioners communicating to the customers what they need, and thereby playing a 

significant role in changing the mind-set of consumers.  

We have observed that the industry practitioners emphasises that the AR technology has 

the unique capability of creating interactivity between the customer’s home 

environment and the digital assortment of IKEA furniture. Friis explains that AR solves 

something that you are unable to solve with other channels. He discusses the need to 

provide the customer with information, at anytime and anywhere, and AR makes this 

possible. Another contribution of AR that we have observed is that the technology is 

enabling the purchase experience to be more personalized. The industry practitioners 

discussed the possibility for customers to manipulate the content themselves in their 

own home. Further on, both focus groups discussed AR to be a provider of personalized 

content. However, as the focus group with low CI struggled with the ease of use, 

discussed the potential of a personalized experience as a part of a future IKEA 

application. During our focus group sessions we understood that a common request 

amongst the respondents with both high and low level of CI, was expert and 

personalized suggestion for doing home improvement. Friis discussed the future aim to 

provide expert home design recommendations. Both Ax and Säfström highlighted the 

IKEA expert knowledge, available through the digital AR assistant, as a valuable 

attribute. Ax also pointed out their future intentions of improving a two way 

communication to provide unique and personalized offers for each customer.  

6.2 Theoretical Attachment & Discussion  

An observation made during the interviews with the industry practitioners is that the 

technology needs to have a purpose and not be deployed only for the sake of the 

technology. They argue that the intention when deploying AR should be to create 

meaningful experiences that provide the customer with added value. This correlates to 

one of Scholz and Smith’s (2015, p. 157) dimensions for optimizing AR programs. The 

dimension experience emphasises that the focus should be on the experience rather than 

the technology. However, findings from our focus group sessions are characterized by 

an initial excitement regarding the technology followed by discussions of perceived 

usefulness. We believe this indicates that short-term enhancement of the customer 

experience, such as excitement, can be achieved by deploying AR for the sake of the 

technology. While long-term enhancement of the customer experience, can be obtained 

by providing the customer with added value. This indicates that an AR deployment has 

largely more potential to be long-term successful if the deployment objectives are to 

create additional customer value through the AR program. We believe the objectives to 

provide value facilities customer retention. Also giving the customer incentive for 

continuous usage, this was requested by the focus group with low CI. When the 

deployment objectives are defined, we believe that the AR program ought to be 

designed in accordance to those objectives. O’Mahony (2015, p. 233-234) also states 

that the AR program should be coordinated with the outlined objectives. We observed 
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that the industry practitioners’ objectives, to create specific customer values such as 

personalized solutions, were consistent in all aspects of the deployment process. These 

specific values were mirrored throughout the focus group discussions, indicating that 

the intended value creation was clearly communicated. We therefore interpret that pre-

defined objectives contribute to a successful AR deployment, as it increases the 

probability of providing the customer with the intended experience.   

Dacko (2014, p. 248) presents four main values that are most commonly perceived by 

users within AR shopping applications. The displayed values are service excellence, 

consumer return on investment (CROI), aesthetics and playfulness. The discussions 

within the focus group with high CI mostly concerned the service excellence, usefulness 

and aesthetics of the application, which all correlates to Liao and Huang’s (2014, p. 

269) characterization of individuals with a high level of CI. Further on, the discussions 

within the focus group with low CI were mostly focused on the ease of use and 

simplicity of the application, which correlates to an attribute for individuals with low CI 

provided by Liao and Huang’s (2014, p. 269). We reflect upon the level of previous 

interaction with the AR technology as a contributor to the difference in attribute 

preferences: we believe high level of CI experience more ease of use because they are 

more knowledgeable in regard to the technology. Therefore, we believe they are 

increasingly focused towards secondary attributes, such as aesthetics. We perceive the 

ease of use as very primary, in order to fully obtain the value the AR application aims to 

deliver. As the AR technology is relatively new, we believe that individuals with limited 

previous knowledge and experience with AR (low CI) therefore focus largely on 

primary attributes such as ease of use. Liao and Huang’s (2014, p. 269) also mentions 

playfulness as a central theme of discussion for individuals with low CI. However, it did 

not surface during the focus group session and therefore deviates from our findings. We 

believe that the impatient nature of the younger generation, that have higher demand on 

frictionless technology experiences, could contribute to explaining the deviation. In 

accordance with this reflection, the respondents with low CI did point out that AR 

technology would have been fun and entertaining if they had not experienced difficulty 

when using it. This indicates that the lack of ease of use might have prohibited the 

experience of playfulness when using the AR application. It further implies the 

importance of the perceived ease of use for users with low CI.  

The perceived ease of use is one of the main important attributes for individuals with 

low CI (Liao & Huang, 2014, p. 269). Perceived ease of use is also one main 

determination for technology acceptance (Marangunic & Granic, 2014, p. 85). This 

sheds light upon the technology resistance that occurred within the focus group with 

low CI, since it correlates to the fact that this group did not experience ease of use when 

interacting with the AR application. In comparison to the focus group with low CI, we 

have observed that the focus group with high CI can easier recognize the values that the 

industry practitioners aim to deliver with the AR program. We understand therefore that 

they experienced a higher perceived usefulness, which is also one of the important 

characteristics for individuals with high CI according to Liao and Huang’s (2014, p. 

269). This can contribute to the explanation of why the focus group with high CI have a 

more positive view of the AR experience, and are more accepting of the new 

technology. Perceived usefulness is one of the main elements determining the 

acceptance or resistance of new technology (Marangunic & Granic, 2014, p. 85). We 

believe the perceived usefulness we have observed within the focus group with high CI, 

plays a major role in their technology acceptance.  
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We observed that the both focus groups expressed themselves enthusiastically about the 

AR technology, as they tried the application for the first time. The initial response to the 

new technology was foremost expressed through curiosity and fascination, however 

followed by some concerns regarding the ease of use. This progression could partly be 

explained by inflated expectations (Fenn, 2010, cited in Stockinger, 2016, p. 62). If the 

technology fails to meet the expectations of the user, it could result in bad feedback 

(Fenn, 2010, cited in Stockinger, 2016, p. 62). The negative feedback was mostly 

expressed in the focus group with low CI. Fenn (2010, cited in Stockinger, 2016, p. 62) 

also explains that, as the consumer gets impatient with the technology not functioning 

as expected, the initial excitement tend to decrease. That effect was very relatable 

within the focus group with low CI as well. Further on, the expectations differed 

between the two focus groups. The focus group with high CI were more forgiving 

towards the issues with ease of use, while the focus group with low CI expected the 

technology to work flawlessly and when it did not, they were dissatisfied. This could be 

explained by own reflections: differences regarding purposes for usage between the two 

focus groups. The focus group with high CI obtain a lot of knowledge and interest 

regarding AR. Therefore, they were more enthusiastic about the technology and 

acknowledge the value it creates and appreciate the potential it has. The focus group 

with low CI has no prior knowledge or interest in AR and therefore expected it to work 

as an assistant in the decision-making processes and assumed it would function 

perfectly in this regard. The focus group with high CI, also categorized early adopters, 

has previous knowledge of the AR technology and has developed a more realistic 

understanding of AR and adjusted their expectations accordingly. We make the parallel 

to the stage which Fenn (2010, cited in Stockinger, 2016, p. 62) call Slope of 

enlightenment, and believe they have reached this stage of realistic expectations. This 

focus group, with high CI, also reflects upon consumers that do not obtain the same 

technology insights: explaining that they may have expectations which are not met by 

the technology as it is available today, and therefore acquires a less positive AR 

experience. In time, however, we believe the focus group with low CI will follow in the 

same direction as the early adopters and reach this stage as well. Fenn (2010, cited in 

Stockinger, 2016, p. 62) highlights feedback as an important part of the AR technology 

achieving trust and stability on the market. We believe gaining feedback from different 

customer groups is essential for a successful AR deployment and development, but 

especially collecting feedback from the customers with low CI in order to assist them in 

reaching a more favourable mind-set in regard to the emerging technology. We believe 

that individuals with low CI represent the majority of IKEA's customer base and their 

feedback should therefore be a priority. Our reflections include the possibility that the 

industry practitioners and the focus group with high CI might be influenced by their 

technological backgrounds when evaluating the attributes and functionalities of the AR 

application. We therefore interpret that it is important to approach the “regular user”, 

with a lower level of CI, for feedback when developing the application further.  

It is also reflected in Scholz and Smith (2015, p. 158) research, that the early adopters 

tend to be immediately interested in trying the new technology. While the authors 

underline the importance of also catching the interest of the bystanders, or in our case 

the focus group with low CI, that are less eager to engage with new technologies. 

During our session with the focus group with low CI, the respondents requested more 

incentive for trying and continuously using the AR application. Scholz and Smith 

(2015, p. 159) also highlight that industry practitioners should motivate the users to try 

and re-try the AR program. These observations further enhance the argument of Scholz 
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and Smith (2015, p. 158), regarding increased efforts for reaching the bystanders 

segment and expanding the customer base. The authors argue that this can be done 

through extending the marketing initiatives. We believe this indicates that an increased 

communication between marketers and users that emphasis the benefits of using the AR 

application might lead to increased incentives for bystanders.  

During both focus group sessions the respondents highlighted various appreciations 

regarding the AR attributes. Both focus groups perceived the AR experience as 

personalized, since it displays the assortment in the context of where ever you are. 

Furthermore, they appreciated the interactive nature of the technology as it enables the 

user to manipulate the content themselves. This correlates to an important aspect 

provided by Scholz and Smith (2015, p. 158) where they emphasise the importance of 

nourishing engagement as an essential part of optimizing AR programs. Further on, the 

author states that allowing the user to manipulate the content themselves is an effective 

way of creating engagement. The respondents also perceived the application as a 

provider of additional information about the products which they would not receive 

through other channels, such as perception of size and the overall fit in regard to design, 

compatibility to other furniture and the overall interior preferences. The content and 

information provided through the application in their remote mobile devices is always 

available wherever they are, which is another characteristic highlighted by the both 

focus groups. These attributes have strong correlations to the increasing customer 

demand described by Parise et al. (2016, p. 411). Parise et al. (2016, p. 414) explains 

that the growing demand for immediate and personalized solutions, referred to as the 

crisis of immediacy, can be handled with AR. The same demand surfaced during the 

focus group sessions, when evaluating the attributes of AR. Our data interpretations 

indicate that this demand is met in theory but not entirely in practise. The focus groups 

recognize the potential of AR, but we believe that the lack of perceived ease of use 

cripples their ability to fully appreciate the possibilities that the AR technology 

provides. Utilizing the unique attributes of AR is described by O’Mahony (2015, p. 

233-234), as one of two dimensions to consider when effectively deploying AR in 

marketing strategies. Our findings indicate that the utilization of the AR attributes is 

determined by the perceived user experience of the AR program. We believe this further 

shows that the user experience is central for the success of AR deployment. 

Scholz and Smith’s (2015, p. 157) argue that the AR experience ought to be based upon 

feedback collected from users. Fenn (2010, cited in Stockinger, 2016, p. 62) also 

emphasises how feedback in the initial stages of the development process can enable for 

significant improvements to be made. The importance of customer based feedback 

during the development process is further highlighted by industry practitioners. We 

believe this indicates that the AR program should reflect the user feedback, and 

furthermore be iterative throughout the whole development process. Consequently, we 

argue that it could contribute with prosperous conditions for a successful AR 

deployment.          

Another remark we made during the discussions with the industry practitioners was the 

importance of being coherent with their marketing communication regardless of 

channel. They highlighted that the vision statement was present in all activities 

performed by IKEA. We associate this with O’Mahony’s (2015, p. 233-234) model of 

AR deployment in communication strategies, as the alignment of the AR program is a 

highlighted aspect of the marketing strategy. This discussion is also emphasized by, 

Scholz and Smith’s (2015, p. 158), aligning AR with the marketing program. The 
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authors states that the use of AR is not exclusively a tool for market communication but 

can also enhance the retail experience and improve the product offering, by designing 

coherent marketing programs. Further on, this also correlates to another dimension 

provided by Scholz and Smith’s (2015, p. 159) namely, leveraging brand meaning. This 

dimension stresses the need for coherence between marketing efforts and the company 

brand. We believe that this is something IKEA has managed to do with IKEA Place. 

Both of our focus groups underlines that, from their point of view, the application is a 

reflection of the IKEA brand. One respondent with low CI even states that a central 

theme of the IKEA concept is “do it yourself”, and further on argues that the application 

reflects this specific mind-set. The focus group with high CI emphasises that the AR 

layer is in fact enhancing their experience of shopping at IKEA but it would not change 

their shopping habits in any major way. We believe this reflects their positive attitude 

towards the AR technology. They experience added value while using the AR layer but 

does not exclude the usage of other channels, such as the website or visiting the 

warehouse. They gain additional information through the AR application but do not feel 

completely confident in making a purchase decision exclusively based upon the 

information provided by the application.  

 

Scott et al. (2015, cited in Scott 2017, p.174) states that multiple online and offline 

channels are used during the purchasing process today. As a consequence companies 

needs to have a multi-channel proceeding in order to create a positive customer 

experience (Lemon & Verhoef, 2016 p. 69; Scott et al. 2015, cited in Scott 2017, 

p.174). We observed that both focus groups respondents perceived their experience as 

fragmented and requested the AR program to be more integrated within the customer 

journey. A central discussion among the industry practitioners also revolves around the 

integration of AR programs within IKEA’s different channels. Lemon and Verhof 

(2016, p. 86) states that during the customer journey, the customer is exposed to several 

touch points. The authors argue that providing frictionless channel integrations 

throughout the customer journey can result in stronger customer experiences. This 

research can help explain the findings made within the focus groups, and their 

impressions of a fragmented AR experience. We believe it further indicates that 

integration of the AR program can facilitate a stronger customer experience design.  

6.3 Re-conceptualizing the Model   

We began our research by asking ourselves the question: how can large companies in 

the retail industry utilize the technology of augmented reality to enhance customer 

experience? To answer our research question we have gathered relevant theory and 

collected data from industry practitioners and two focus groups. The result of our 

theoretical findings and empirical data is presented in in the framework below (fig. 5). 

The framework consists of a decision-making stage and a deployment stage, which we 

believe could help companies to determine whether or not they should deploy AR and 

which aspects they should consider (fig. 5). The first version of our conceptual model 

was based upon the theoretical framework (fig. 3), and is modified in regard to findings 

made when collecting the empirical data. We will further present and argue for the 

modifications below. 
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Figure 5. Revised conceptual model 

6.3.1 Decision-Making Stage 

As companies evaluate whether or not they should deploy AR in their strategies, we 

argue that it is of great importance to ask the following questions. (1) Does the 

deployment of AR provide the customer with added value? Based upon empirical data, 

industry practitioners clearly highlight the need to provide the customers with added 

value when deploying the AR technology. A mutual opinion among the industry 

practitioners is that the technology should not be deployed only for the sake of the 

technology, but also provides a deeper value for the customer. The central importance 

of considering value creation when deploying AR, is also largely supported within our 

theoretical framework. Dacko (2014, p. 249-250) argues that retailers can achieve 

benefits from making certain that the AR layer is optimized and delivering the intended 

value. Scholz and Smith (2016) also emphasizes that marketers should closely consider 

the value creation when designing AR experiences.  

(2) Is the use of AR more effective than alternative strategies for delivering the intended 

value? As a part of our empirical findings, the industry practitioners emphasized that 

the AR program must make sense as a part of the customer journey. They argue that 

there needs to be a purpose for deploying AR, beyond merely offering the latest 

technology. Based on their statements, we argue that companies should ask themselves 

if the deployment of AR will enhance their product offerings in a more effective way 

than alternative strategies. For example, IKEA can display their furniture in the context 

of their customers’ homes in contrast to displaying them on a web page or within a 

physical catalogue. In our opinion this is a more effective strategy for assisting IKEA’s 

customer in the process making home improvements. In O’Mahony’s (2015, p. 233-

234) framework for AR deployment in marketing communication strategies, he also 

emphasizes the need to evaluate whether or not AR is a more effective choice for 

communicating a marketing message than alternative channels. This further supports 

our findings.  
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(3) Is the AR program aligned with the objectives? During the interviews with the 

industry practitioners, we observed that they argue for the AR program to be aligned 

with the objectives for providing the envisioned value. This aspect is also argued for by 

O’Mahony (2015, p. 233-234), who highlights the need for alignment in his framework 

for deploying AR within marketing communication strategies. Scholz and Smith (2015, 

p. 159) also stresses that all aspects of the AR program should be coherent with the 

objectives for deployment.  

6.3.2 Deployment Stage 

Strategy Coherence  

Moving on to the deployment stage, this consists of three dimensions. The first 

dimension is strategy coherence; it was initially named traditional deployment 

principles in our previous conceptual model (fig. 3). We decided to re-name this 

dimension as strategy coherence to better reflect our empirical findings as well. We still 

aim to cover the essence of O’Mahony’s (2015, p. 233-234) traditional deployment 

principles: ensuring that the AR program is consistently targeted at pre-defined 

objectives, delivering the intended value and integrated into the company’s marketing 

mix. The industry practitioners put a lot of emphasis on being consistent and coherent in 

their overall strategy. During our focus group session, we recognized that IKEA have 

been successful in maintaining a coherent brand image when deploying AR since we 

observed positive responses in regard to IKEA’s strategy coherence within both focus 

groups. Scholz and Smith’s (2015, p. 158-159) recommendations to leverage brand 

meaning with help of the AR program, as well as establish alignment between AR 

initiatives and marketing strategy, further confirms these findings. With support from 

research, arguments of the industry practitioners and observations within the focus 

group sessions, we argue that strategy coherence is an important dimension in the AR 

deployment process.  

Utilizing the Unique Attributes of AR  

The next dimension of our revised conceptual model is utilizing the unique attributes of 

AR. Scholz and Smith (2015, p. 158) argue that in order to utilize the AR program one 

important aspect is to nourish customer engagement. The authors further explain that 

one effective way of doing that is allowing the customers to manipulate the content 

themselves. Our observations show that both focus groups experience the technology as 

personalized and interactive due to the possibilities for manipulating the content 

themselves. O’Mahony (2015, p. 233-234) also states that supporting customer 

engagement is in fact one of the unique characteristics of AR. Both focus groups further 

argue that the technology is providing them with information that they could not acquire 

through other channels provided by IKEA. We believe this correlates to a description 

regarding the AR technology by O’Mahony (2015, p. 233-234) where he argues that the 

technology has unique informational characteristics. The industry practitioners further 

emphasises the ability to display the assortment in the customer’s physical surroundings 

to be an important aspect of utilizing the technology. This is supported by, Parise and 

O’Mahony (2016, p. 411-417; 2015, p. 233-234), who explains that AR has unique 

capabilities to provide personalized and immediate customer solutions, in the context of 

their choice. Both our theoretical and empirical findings highlight the unique attributes 

of AR and the possibilities the technology deployment can provide. We argue that when 
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companies deploy AR, the great potential can only be received when the unique 

attributes of AR are utilized. If they are, Parise (et al., 2016, p. 411) argue that 

companies can obtain substantial benefits from meeting the increasing demand for 

instant and personalized customer experiences since the unique attributes of AR has the 

ability to provide it. 

 

User Experience and its constituent parts   

The user experience dimension is not included in O’Mahony’s (2015, p. 233) 

framework for AR deployment in marketing communications. However, we believe this 

dimension to be crucial when aiming to deploy a utilized AR program. Based on our 

empirical data we recognize that the customer is central in every aspect of AR 

deployment within IKEA. The industry practitioners emphasises the importance of 

providing value through AR in order for it to make sense for the user. A central part of 

the decision-making stage is ensuring that the AR program will deliver added customer 

value. However, it is in the deployment stage that the actual value creations occur. 

Therefore, we added value creation as a main aspect within this dimension as the user 

experience is largely determined by the perceived value the customer receives. Since 

AR is a relatively new technology, we argue that the customers’ technology acceptance 

is essential for a successful deployment. Along with value creation, our user experience 

dimension is largely built upon the main aspects determining technology acceptance: 

perceived ease of use and perceived usefulness (Davis, 1986, cited in Marangunic & 

Granic, 2014, p. 85). Figure 6 displays the user experience dimension more closely and 

presents its constituents parts.    

 
Figure 6. User experience and its constituent parts 

 

When designing user experiences we believe it to be important to identify the target 

group of the AR program. Since the level of CI influence the perception of technology 

usage according to Huang and Liao (2014, p. 269), we collected our empirical data 

based on two focus groups with high versus low CI. Our findings reveal that the 

perceived ease of use and perceived usefulness differ largely between the two focus 
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groups. Therefore we believe it is of great importance to include this dimension in the 

AR deployment process, in order to design a targeted and consequently more effective 

user experience. We further believe that this will also contribute to the strategy 

coherence, as the targeted user experience-design is aligned with the company’s overall 

strategy. Our observations include that low perceived ease of use prohibits the perceived 

usefulness for customers without technological backgrounds (or low CI), and 

consequently diminish the overall user experience. Thereafter, we believe that the 

weakened user experience cripples the potential for fully utilizing the unique attributes 

of AR. But by closely considering the user experience-design in the deployment process, 

we argue that companies will be able to design AR programs that provide more 

customer value. This is further supported by the findings made within the focus group 

with high CI: who were better able to recognize the values provided through the AR 

program as they experienced a higher level of ease of use, higher perceived usefulness 

and therefore higher technological acceptance. This further states that the technology 

acceptance, as a central part in the user experience dimension, determine the customer’s 

perceived value and consequently the overall customer experience. Based on these 

findings, we argue that our additional dimension of user experience will strengthen the 

output of the other two dimensions while also largely contributing to the success of 

enhancing the customer experience through AR deployment. The value creation, 

perceived ease and perceived usefulness are all central and intertwined aspects of our 

user experience dimension, which we believe to be important additions for a successful 

AR deployment.  

Feedback Loop 

We have also expanded O’Mahony’s (2015, p. 233) AR deployment model with a 

feedback loop. Our findings extracted from the interviews with the industry 

practitioners show that AR deployment is an iterative process, with continuous 

improvements being made to the AR program. For this reason, we designed the 

feedback element of our conceptual model as a loop to symbolize the iterative nature of 

the process. The industry practitioners’ objectives are to design the AR experience for 

the customer, and therefore they base their AR program improvements largely upon 

feedback collected from users. Fenn, alongside Scholz and Smith (2010, cited in 

Stockinger, 2016, p. 62; 2015, p. 157), also argue for the importance of receiving 

feedback in order to make essential improvements to the AR program. Fenn (2010, cited 

in Stockinger, 2016, p. 62) further explains that feedback-based improvements will 

enable the AR technology to gain trust. We observed a lack of trust towards the 

technology within the focus group with low CI, which could be a contributor to their 

technology resistance. We believe this is an example of how the feedback loop exposes 

areas in need of feedback-based improvements, and further on the feedback provides 

insights for how to handle technology resistance. In the same way, the feedback loop 

will reveal feedback-positive areas and confirm that the companies are successful in 

certain deployment dimensions. We therefore argue that feedback have great potential 

to positively influence user experience as well as utilizing unique attributes of AR and 

strategy coherence.  
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7. Conclusion  

In this chapter, we will conclude our main research findings and answer our research 

question. Thereafter, we will present the practical contributions, recommendations for 

our case study company, theoretical contributions and consider societal implications. 

Lastly, we will discuss research limitations and give our recommendations for future 

research. 

A few months ago our interest was captured by the growing market space of augmented 

reality within the retail industry. The future of this emerging technology in a retail 

setting is relatively unknown, but speculators argue that it has the potential of 

fundamentally change our shopping experiences. However, little is known about how to 

effectively deploy AR in retail companies’ business plans. We therefore began our 

research by asking ourselves: how can large companies within retail industry utilize the 

technology of augmented reality to enhance customer experience?  

Our findings resulted in a conceptual model, a framework to both describe the process 

of AR deployment and guide large companies in the retail industry as guidance when 

deploying AR. The model revolves largely around the customer; if companies aim to 

enhance the customer shopping experience by deploying an AR program then, quite 

naturally, there main goal needs to be optimizing the user experience. When facing the 

decision whether or not to deploy AR, companies should make sure that the AR 

program will provide added customer value and not be deployed only for the sake of the 

technology. They also ought to align the AR program design with the specific 

objectives for the AR deployment. Thirdly, we believe it will be important for 

companies to evaluate if the AR technology will in fact provide a more effective way 

for displaying products in their specific business context, than alternative strategies. 

During the deployment process, companies should take into consideration three main 

dimensions for a successful AR implementation: user experience, strategy coherence 

and utilizing unique attributes of AR. Our findings exposes issues with technology 

acceptance of this relatively new technology, and revealing that lacking ease of use, 

prohibits the value creation and perceived usefulness in the minds of customers. We 

also show that the main reasons for lack in ease of use is the relatively new and 

therefore not entirely user-friendly AR program, and a resistance in changing shopping 

habits. There needs to be a shift in the customer mind-set, and we argue that the 

companies deploying AR are in a position to be a part of the change through increased 

marketing efforts and guidance related to the technology usage. If companies are 

successful in designing a positive user experience, the technology acceptance will 

benefit and companies will be better able to utilize the unique attributes of AR. In 

addition, it is also important that the AR deployment is coherent with the company’s 

brand image. Finally, in order to optimize the AR deployment our findings show that it 

should be an iterative process. The continuous improvements ought to be based upon 

customer feedback in regard to all dimensions, for the purpose of enhancing the 

customer experience through the AR program. 

To conclude, if companies are successful with optimizing the dimensions of the 

framework, we argue that the AR technology will be effectively utilized and the 

customer experience enhanced.  
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7.1 Practical Contribution  

Based on our research findings, we have developed a framework to be used by large 

companies in the retail industry in their process of deploying AR. This framework can 

be a helping hand as companies aim to successfully utilize the emerging technology of 

AR. AR has the potential of disrupting the entire retail shopping experience (Chen, 

2017; Dacko, 2016, p. 243). However, the knowledge of how to utilize the uniqueness 

of the AR technology is limited. Our contribution can shed light upon different aspects 

of an AR deployment design, which we believe are essential for a successful 

implementation.  

The feedback loop symbolises the continuous process of the development of an AR 

program. We believe it to be an iterative process, and therefore the framework provides 

a practical tool which large retail companies can use continuously. It will enable 

industry practitioners to evaluate on a regular basis how well they are performing in 

regard to the different dimensions and identify problem-areas that are in need of 

improvement. If the aim is to enhance the customer’s experience through AR 

deployment, then all improvements ought to have correlations to customer feedback.  

Another observation we made during the focus group sessions was a request for a less 

fragmented experience, in order for the application to make more sense in the overall 

customer journey. The industry practitioners also emphasised the need for more 

integration regarding the AR program and IKEA’s channels. Lemon and Verhof (2016, 

p. 86) argues that a enhanced customer experience can be achieved by seamlessly 

integrating experiences across channels. Based on our findings, integrating the AR 

program in the customer journey could benefit the overall experience as well as the 

value creation. 

7.2 Recommendations to our Case Study Company 

Our observations, based on both focus groups, include that there is an obvious demand 

for a digital assistant of AR technology. They discuss imaginary different attributes of 

the aspiring digital assistance, building on the characteristics of the existing AR 

application IKEA Place. They are not sure what they want, but they want something 

similar to what the IKEA Place offers now, however more optimized. A shared opinion 

of all focus group respondents regardless their level of CI, is the recognition of the large 

future potential of AR, as well as a part of the IKEA experience. We believe IKEA is in 

a unique position to continue developing their digital assistant IKEA Place, with large 

future potential to meet the demand of their customers in a satisfying way. There is an 

interesting market demand emerging, and IKEA is pioneering in providing a tool 

meeting this demand. We argue that the continuously collecting feedback from the 

IKEA Place target group will help them to place themselves in a very attractive market 

position. 

As we conducted the focus group sessions, much feedback addressing the user 

experience of the AR application arose. One main finding within the both focus groups 

was the request for more guidance within the application. We believe this could provide 

an important contribution to the perceived ease of use of IKEA Place. Our findings also 

indicates that the AR experience of customers without technological background (with 

low level of CI), is largely dependent on their perceived ease of use. Therefore we 
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believe IKEA would benefit from focusing on collecting feedback from customers with 

low CI to improve their experience of ease of use and, as a consequence, significantly 

enhancing their overall customer experience.   

 

Another recommendation, based on our empirical findings from both focus group 

sessions, is increasing the marketing initiatives to promote the use of the IKEA Place 

application further. None of the participants in focus group with low CI, which we 

believe represent the intended target group of IKEA Place, had heard about the AR 

application before. The project owner of IKEA Place states that “there needs to be a 

shift in the minds of customers”. We believe that further promoting the value and 

benefits the AR application could provide for the customer could ease this process. The 

discussion of increased marketing also surfaced during the focus group sessions. In the 

low CI group the respondents reflected upon the customers’ receptiveness towards the 

technology of AR, and the discussion concluded with one respondent stating that 

sometimes companies must tell the customer what they want or need - in order for them 

to realise it themselves.  

7.3 Theoretical Contribution 

The theoretical gap we identified in our initial chapter included demand for research 

regarding how to utilize the deployment of AR technology in marketing strategies 

(Liao, 2015; O’Mahony, 2015; Scholz & Smith, 2015; Stockinger, 2016). Furthermore, 

research including both the user perspective alongside the industry practitioner’s 

perspective was requested (Dacko, 2012, p. 254; Liao et al., 2014, p. 1432). From our 

standpoint, our study has contributed to this research gap. We developed a framework 

that displays guidelines for how the deployment of AR can be utilized in order to 

enhance customer experiences. We applied both the perspective of the industry 

practitioners as well as the users, since it is of our understanding that little prior research 

integrates both the deployment process of companies as well as the perceived user 

experience. Our theoretical contribution therefore provides a framework which 

companies can use to evaluate their performance both in regard to their implementation 

strategy and user experience design. Based on our extensive literature search, we argue 

that the iterative nature of our framework is also a relatively unique contribution to this 

field of research.  

We presented a framework based on O’Mahony’s (2015, p. 233) model displaying the 

deployment of AR within marketing communications. We modified it based on the 

main conclusions within our theoretical framework and the discoveries of our research. 

Our main theoretical contributions when it comes to an effective AR deployment 

include the importance of value creation. We therefore modified the decision-making 

stage within our conceptual model by adding an aspect for companies to consider when 

deploying AR. The aspect concerns whether or not the deployment of AR will 

contribute with more value for the customer. Another significant contribution we made 

was the importance of including the customer in the development of AR programs. 

While O’Mahony’s (2015, p. 229) did include the customer's perspective within his 

research, he did not explore the customer journey aspects at length, which is one of the 

key contributions of our study. Furthermore, we decided to add a third dimension to our 

model which we named user experience. This better reflects our findings were users 

play a significant role in developing utilized AR programs that can enhance customer 

experiences. We also discovered two subgroups among the users that is characterised 
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based on their level of CI, which contributed to a more insightful discussion. As 

mentioned, we discovered the development of emerging technologies to be an iterative 

processes were revaluations occurs regularly in order for the deployment to be long-

term successful. Therefore, we developed a feedback loop to tie the dimension together 

and represent this process of repeated feedback-based improvements.  

7.4 Societal Implications  

Parise (et al., 2016, p. 412) made a statement regarding how AR can completely 

transform the shopping experiences and MSI (2016) discusses innovation and disruption 

regarding marketing strategies and customer experiences. We believe this indicates that 

new innovative technologies have the capacity to alter the way we shop entirely. With 

this research we believe we have facilitated for companies within the retail industry that 

would like to deploy AR to their business. Further on, this might lead to a more rapid 

development of disruption regarding the shopping behaviour and customer experiences 

of today. We believe that this can have long-term positive effects on shopping 

behaviours becoming more sustainable. The technology allows a person to make more 

informative purchase decisions that could result in fewer returns, which reduces product 

transportations. The informative purchase decisions also have the potential to increase 

customer satisfaction, which would reduce product waste. Furthermore, the technology 

might surpass the regular stores as more shopping would take place at home or any 

place convenient for the customer, and consequently reduce the transportation to 

physical stores. The technology of AR also have the potential to provide the customer 

with digital 3D products in the customer’s physical surroundings, enabling an 

informative purchase decision without the need for a physical display of the products. 

We believe this opens up the possibility to produce physical products on demand, which 

consequently could decrease mass production and reduce product waste. On the other 

hand, we believe it could have long-term negative effect such as increased 

consumptions due to an increased commercialization. The AR technology have the 

potential of displaying the product offerings in a favourable way and providing more 

incentive to reach a purchase decision, which can entice the customers to increased 

consumption. We further believe the technology contributes to making the products 

more accessible for the customers due to its unique attributes, which also could boost 

the consumption. From this point of view, the AR technology deployed in retail settings 

can have a negative effect on sustainability.  

One of our industry practitioner respondents, Säfström, raised a subject regarding 

challenges that she expects to increase as the deployment of AR expands. One challenge 

she mentioned concerns the ownership of the commercialised virtual environment: who 

owns the space? She reflected upon if the owner is the developer of the AR layer, the 

user manipulating the content or the owner of the physical space where the AR 

interaction takes place. She explained that these are similar concerns that arose in the 

beginning when internet first originated. She continuously reflected upon similarities 

between the evolution of AR and the Internet. She explained that the difficulties to 

envision what the Internet would become, also applies to the evolution of the AR 

technology. There were speculations regarding the internet saying it would be an 

informational source with network possibilities but no one anticipated social media. In 

the same way, we know that AR has unique capabilities of providing information and 

being interactive but we are still unaware of what it can be developed into. Hopefully 
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our research can contribute to increased understanding of a possible direction for the 

AR technology.      

7.5 Limitations & Future Research Recommendations  

Due to the fact that we have conducted a case study on IKEA, our empirical findings are 

extracted from one specific company context. This might imply limitations in regards to 

our results not being valid in every business setting. However, IKEA is a pioneer in this 

specific area, which we believe have contributed with important inspiration for 

developing our conceptual framework that those companies in similar business contexts 

can extract insights from. But it is our intention to raise the awareness regarding our 

study result not being fully applicable on all business cases. Our study is also limited to 

the retail industry, which restricts our result exclusively to companies operating in a 

retail setting. Further on, we have examined the user experience perspective of the 

younger generation, which resulted in a sample selection of respondents between the 

ages of 20-30. We argue that this possibly have had an effect on the results. Friis, one of 

the representatives from the industry practitioners explained that the AR experience is 

the IKEA experience for the younger generation. Therefore, we decided to target the 

younger customer group. However, we recognize this as a study limitation, since we 

believe the result would have differed if we had included a wider age range when 

selecting respondents. 

The field of research investigating the deployment of AR within retail is in need of 

further insights. The AR industry is growing fast, and it is therefore highly relevant with 

increased understanding of how AR could influence the future of retail shopping 

experiences. Our recommendations for future research include additional studies 

addressing the customer’s receptiveness towards AR. The technology of AR has the 

potential of disrupting the entire shopping experience (Dacko, 2016, p. 243), putting 

pressure on customers to change their shopping habits. To fully utilize the unique 

qualities of AR, our study has identified a need for a change in the customers’ mind-set. 

Therefore, further research aiming to provide insights regarding this problem area could 

benefit the future growth of AR within retail.  

Our recommendations also include more research to be done on AR as a tool for 

enhancing the customer experience in retail. We conduct a case study analysis on 

IKEA’s deployment of AR, which can provide insights for companies with similar 

business environments as IKEA. However, additional research covering a wider variety 

of contexts would be important contributions to further understand what success factors 

are relevant for an effective deployment of AR in different settings, both within retail 

but other industries as well.  
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8. Quality Criteria 

In this section, we will discuss important criteria to consider for ensuring the quality of our 

study. We will discuss authenticity and trustworthiness, and further evaluate the four sub-

criteria of trustworthiness in relation to our research.  

8.1 Authenticity & Trustworthiness  

We have observed that validity and reliability are often a part of the discussion 

revolving around quality criteria. However, those criteria are more suitable for 

quantitative studies (Trost, 2010, p. 133). Bryman and Bell (2017, p. 380-383) argue 

that authenticity and trustworthiness are two criteria that must be considered when 

conducting a qualitative research. Tobin and Begley (2004, p. 392) explain that if the 

research has a genuine nature and represent what it is intended to represent, authenticity 

is achieved. Bryman and Bell (2011, p. 395) argue that trustworthiness is obtained if the 

empirical findings and arguments presented in relation to the findings are solid. We 

have decided not to further include the authenticity criteria in our research quality 

discussion, since we believe they mainly aim to evaluate how the study have affected 

the respondents or changed their situation. We have not intended to influence the 

respondents with our study, only to investigate their customer experiences. In order to 

argue for the quality of our study, we will further focus our discussion towards 

trustworthiness. We argue that trustworthiness provides a relevant discussion for our 

specific research context, which we also believe it to be aligned with our pragmatism 

view that the world can be perceived in various ways. Trustworthiness consists of four 

sub-criteria, which we will further present below.  

8.1.1 Trustworthiness  

Credibility   

Trost (2010, p. 133) discusses credibility in the context of qualitative studies. He 

underlines that the data must be collected in a serious and relevant way in regard to the 

specific research question. Trost (2010, p. 133) discusses some aspects to avoid in 

obtaining credibility: not make statements during the interview, not fail to ask follow-up 

questions and not project own opinions onto the respondent. When preparing for the 

interviews our intention was to adopt an objective approach. We aimed to achieve this 

by asking open questions, follow-up questions and not influencing the respondents. We 

are aware that our opinions might be influenced by our own interest in the specific 

subject, and the amount of theoretical studies we have read regarding this specific field 

of research. We have therefore carefully considered these aspects when conducting our 

qualitative data collection. 

Dependability 

Bryman and Bell (2017, p. 382) explains that dependability is about making sure that 

everything from formulating a research question, selecting respondents, decisions 

during the analysis and transcribing the interviews has been done in an accurate way 

(Bryman & Bell, 2017, p. 382). To make sure of this we have had our supervisor 

Vladimir Vanyushyn who has given us feedback throughout this process. We have also 
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received feedback from other students who are writing their thesis during the three work 

in progress seminars that has taken place during the semester. Further on, we recorded 

all of the interviews and the focus groups sessions and kept all our qualitative data 

throughout the whole research process even though we did not include it all in our 

analysis in order to ensure dependability. Further on, we improved the dependability of 

this research by sending the transcriptions of the interviews to our respondents. By 

doing so we gave them the opportunity to revise their answers if they felt it was needed 

and therefore making certain that we had the correct information. 

Transferability 

Transferability is about how passable the results are to another environment (Bryman & 

Bell, 2017, p. 382). Bryman and Bell (2011, p. 408-409) state that a limitation regarding 

case studies is the lack of ability to develop a base for generalization of the result. Our 

case study on IKEA will not represent all companies within our specific research 

context and therefore our findings are not statistically generalizable for all companies 

within retail. Due to our inductive approach we aim to investigate the theory already 

existing and further develop it rather than generalize our findings to a broader 

population. Consequently, our generalizations will be applied to our conceptual 

framework as we generate theories on the topic. Our result will contribute with guidance 

and understanding regarding AR deployment, as well as recommendations within the 

field of the study. We have used what is called, “thick descriptions” by Bryman and 

Bell (2017, p. 382) when we have described the context of our study and stage of the 

technology. This is important since we believe that the development of the technology 

can have an effect on how the utilization of AR technologies within marketing strategies 

will look like in the future. The technology acceptance might have increased and the 

context of retail might have transformed. Therefore, we believe that “thick 

descriptions” can help the reader to determine how applicable the results are to different 

environments by understanding the conditions for our research. 

Confirmability 

The fourth and last aspect confirmability refers to the importance of conducting the 

study with objectivity (Bryman & Bell, 2017, p. 382-383). Bryman and Bell (2017, p. 

382-383) argue that it is impossible to reach complete objectivity within social research 

but the authors are required to confirm that they have not purposely let their personal 

values and theoretical standpoints affect their findings. Regarding the “Confirmability” 

factor we tried to remain as objective as possible throughout the whole research process. 

Due to the exploratory nature of our research and the fact that the knowledge about the 

deployment of AR within retail is relatively low, we believe it is easier to obtain an 

objective approach. Therefore, we feel confident that we managed to not purposely 

allow our own values or theoretical point of view affects our findings.                 
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9. Research Ethics   

In this final section, we will present the ethical considerations we have acknowledge while 

conducting our study. We will briefly describe what actions we have taken for ensuring that the 

research ethical principles have been carefully considered. 
 

Saunders et al. (2012, p. 226) state that ethical apprehensions will be present throughout 

your whole research process. The authors further define ethics as: “the standards of 

behaviour that guide your conduct in relation to the rights of those who become the 

subject of your work, or are affected by it”. May (2011, p. 80) defines ethical issues 

within research as issues that occur when we try to determine a certain cause of action 

before another. Further on the author argues that this is not by trying to refer to its 

purposefulness or effectiveness, but by referring to standards of what is morally right or 

wrong. We believe that it is important to consider the ethical aspects when conducting a 

research since both humans and organisations has been a subject for our research.    

  
Saunders et al. (2012, p. 231) mentions ten ethical principles within research: reliability 

and neutrality of the researcher, respect for others, prevention of harm, confidentiality 

of those taking part, free participation and the right to pull out, clear consent of the 

participant, ensuring confidentiality of data and anonymity if wanted, obligation 

towards the research data and findings, obedience in dealing with the data and 

guaranteeing the security of the scholar. Following actions has been made to confirm 

that this research is succeeding research standards. First of all, before giving their 

consent we informed each of the participants within our research about their rights to be 

anonymous, pull out whenever they want to and that we are obligated to keep the 

information confidential if necessary. We also informed the respondents regarding the 

purpose and use of this thesis, the timeframe for when the interview had to be 

conducted and approximately how long it was going to take. Secondly, we used fictive 

names for our focus group respondents in order for them to remain anonymous since 

that was a request. Thirdly, the data collected were exclusively used for thesis purposes 

only. Fourthly, when we have used secondary sources in this research they have been 

properly referred to according to the restrictions provided by Umeå School of Business 

and Economics. Lastly, we have taken a neutral approach to our data collection and 

ensured objectivity to the best of our ability in our roles as interviewers. 
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Appendix  

Appendix 1. Interview Guide for the Focus Groups   

 

Question Theme Theoretical 

attachment 

Describe your previous knowledge, experience or 

personal interest regarding Augmented reality? 
Initial question  

Describe your first impression of using AR, as a 

tool for home design? 
Customer 

experience 
(Javornik, 2016) 
(Stockinger, 2017) 

How did that impression evolve throughout the 

user experience? 
Customer 

experience 
(Javornik, 2016) 
(Stockinger, 2017) 

How do you perceive that AR influences your 

customer experience? 
Customer 

experience 
(Scholz & Smith, 

2015) 

What kind of attitude do you have towards AR as a 

part of IKEA’s customer offerings? 
Customer 

experience 
(Davis, 1986) 
(Javornik, 2016) 
(Marangunic & 

Granic, 2014) 
(Stockinger, 2017) 

How do you perceive the usefulness of IKEA 

Place? 
Customer 

experience 
(Davis, 1986) 
(Marangunic & 

Granic, 2014) 

How do you perceive the ease of use of IKEA 

Place? 
Customer 

experience 
(Davis, 1986) 
(Marangunic & 

Granic, 2014) 

Think back to an occasion in the past when you 

needed to purchase furniture from IKEA. What did 

that process look like? 

Customer 

experience 
(Lemon & Verhoef, 

2016) (Scott, 2017) 

What potential does IKEA Place have to be a part 

of your process of purchasing furniture at IKEA? 
Customer 

experience 
(Javornik, 2016) 
(Scott, 2017) 
(Stockinger, 2017) 
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How would you describe the integration of the 

IKEA Place application within the customer 

journey? 

Customer 

experience 
(Lemon & Verhoef, 

2016) 
(Scott, 2017) 

Describe the user interaction with the IKEA Place 

app? 
Customer 

experience 
(Scholz & Smith, 

2015) 

What type of role do you envision for AR to play 

within the retail industry? 
Feedback and 

development 
 

What do you envision for the future shopping 

experience? 
Feedback and 

development 
 

 

Appendix 2.Interview Guide for Industry Practitioners 

Question Theme Theoretical 

attachment 

How does your company implement AR into your 

customer offerings? 
Strategic 

deployment/ 
Decision-

making 

 

What are the main factors that you consider when 

deploying AR features in your customer 

experience?   

Strategic 

deployment/ 
Decision-

making 

(Stockinger, 2016) 
(O’Mahony, 2015) 
(Scholz & Smith, 

2015) 

How would you describe the maturity of the 

application IKEA Place? 
Feedback and 

development 
(Fenn, 1995) 

How would you describe the maturity of AR within 

the retail industry? 
Feedback and 

development 
(Fenn, 1995) 

Would you describe the IKEA Place application to be 

at a first, second or third-generation stage? 
Feedback and 

development 
(Fenn, 1995) 
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What are your main objectives/goals for deploying 

AR in your customer experiences? 
Strategic 

deployment/ 
Decision-

making 

(Scholz & Smith, 

2015) 
(Scott, 2017) 

How do you perceive the integration of the AR layer 

in the customer journey? 
Customer 

experience 
(Scott, 2017) 

What type of role are you visioning AR to have 

within IKEA's customer journey in the future?   
Customer 

experience 
(Scott, 2017) 

How can AR influence the customer experience? 

How does it compare to more traditional marketing 

tools? 

Unique 

attributes of AR 
(Scholz & Smith, 

2015) 

What customer behavioural responses are you aiming 

to achieve with the AR layer? 
Strategic 

deployment/ 
Decision-

making 

(Scholz & Smith, 

2015) (Javornik, 

2016) 

How can AR influence customer engagement? Unique 

attributes of AR 
(Scholz & Smith, 

2015) 

In what way is the unique attributes of AR in the 

IKEA Place application motivating customers 

enough to encourage them to try and retry it? 

Unique 

attributes of AR 
(Scholz & Smith, 

2015) (Javornik, 

2016) 

What kind of insights can you provide regarding the 

retention rate on IKEA Place? 
Feedback and 

development 
(Marangunic & 

Granic, 2014) 

How is IKEA Place aligning with the IKEA brand 

and your marketing program? 
Strategy 

coherence 
(Scholz & Smith, 

2015) 

Describe your collaboration with SPACE10/IKEA? Strategy 

coherence 
(O’Mahony, 2015) 

How do you receive feedback from users? Feedback and 

development 
(Scholz & Smith, 

2015) 
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How do you use the feedback information you 

receive from consumers? 
Feedback and 

development 
(Scholz & Smith, 

2015) 

What areas of improvement do you see regarding the 

IKEA Place app? 
Feedback and 

development 
 

In your opinion, in what contexts is the deployment 

of AR within retail most effective? 
Strategic 

deployment/ 
Decision-

making 

(Parise et al. 2016) 

What key success factors do you identify for AR 

deployment currently within retail? 
Strategic 

deployment/ 
Decision-

making 

(Parise et al. 2016) 

What key success factors do you identify for AR 

deployment within retail in the future? 
Strategic 

deployment/ 
Decision-

making 

(Parise et al. 2016) 

What are your future predictions for AR within 

retail? 
Feedback and 

development 
(Parise et al. 2016) 

  
 

 


