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Abstract 
Purpose: The rapid path for massification of AR in Mobile Shopping Marketing context presents 
new opportunities for both marketers and researchers. One prevalent app in this context is the Try 
Out kind, whereby consumers can superimpose virtual, 3D items into their surrounding space and 
interact with them in real time. This carries a multitude of benefits, compared to traditional mobile 
shopping tools e.g. digital catalogs. It holds far reaching consequences to consumers’ decision-
making, brand attitude and relationship as well as purchase intentions.  However, these are dependent 
on the extent to which they accept it. Hence, certain gaps in consumers’ acceptance of this technology 
presents the need for further inquiry. This thesis aims to investigate the determinants of usage in 
acceptance of AR Try Out Apps. 

Gap: There is a need for more conceptualization and empirical studies on AR in Marketing. 
Moreover, app centric research is prevalent, along with the use of the technology acceptance model 
(TAM), which overlooks exogenous factors such as Social Influence. Therefore, this study makes use 
of a more comprehensive model - the UTAUT. Additionally, studies do not adhere to the suggestion 
of including a point of reference in a non-AR task, which this study follows by incorporating Digital 
Catalogs. Finally, this thesis includes an Experiential Marketing perspective, which theory defends 
to be naturally inherent to AR. 

Methods: As the foundation of research, this thesis draws upon an abductive research approach and 
makes use of a sequential mixed methods research design. 60 individuals participated in experiments 
testing either the selected AR Try Out app or a digital catalog for control group purposes and filled 
out a self-report following this. 10% of all participants were then sampled for interviews on the topic 
of their experience. The quantitative data of the self-report is analyzed through regression analysis, 
with subsequent elaboration made by the qualitative insights, through descriptive and provisional 
coding. 

Findings: The results indicate that Behavioral Intention is influenced by Social Influence, Trust, 
Facilitating Conditions, and Attitude. Attitude is influenced by Hedonic and Utilitarian Performance 
Expectancies, which are found to feed into each other, on a loop. Effort Expectancy is found to only 
influence Utilitarian Performance Expectancy. Elaborative components of each of these determinants 
are furthered by qualitative insights and exposed in a Unified Theory for Acceptance of AR Try Out 
Apps. 

Theoretical and Managerial Implications: This study contributes to closing the gaps before 
mentioned in the literature and discusses a possible connection to branding theories, namely how the 
creative stimuli of AR’s hedonic value can influence consumers’ brand attitude and relationship. For 
marketers, this thesis posits areas of interest regarding AR implementation from the ideation, to its 
design, and its integration into a wider marketing strategy. 

Keywords: Augmented Reality; Mobile Shopping Marketing; Try Out Apps; Experiential Values; 
Technology Acceptance (UTAUT); Hedonic-Utilitarian Loop; Unified Theory of Acceptance of 
Try Out Apps 
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1. Introduction 

As a novel and growing topic for both Research and Practice in various fields, Augmented Reality 

(AR) deserves a compelling introduction. Simply put, AR is the enhancement of the real world with 

a virtual layer, all interacting in real-time. This technology has garnered much interest, particularly 

within the areas of Mobile Shopping Marketing and Retail (Dacko, 2017; Scholz & Duffy, 2018), as 

it shows enormous potential to reflect the future of consumption and marketing (Rauschnabel, Felix, 

& Hinsch, 2019). Hence, the present chapter will introduce the reader to the context of AR and 

subsequently the problem statement of and the outline for the forthcoming thesis. 

1.1. Context of Augmented Reality 

Rauschnabel et al. (2019) begin their recent study on AR applications’ inspiration-enhancing value 

as a driver of change in brand attitude by highlighting a recent report from BCG on the growth of AR 

in Marketing practice. This report predicts that by 2021 more than 120 million people in the US will 

be AR users (Bona, Kon, Koslow, Ratajczak, & Robinson, 2018). Moreover, Rauschnabel et al. 

(2019) quotes an important conclusion of the forecast: “moving forward, we expect the AR ecosystem 
will continue to develop quickly [and] players such as ad agencies, app and software developers (...) 
are staking out their own roles in the value chain. Marketers can expect to have access to a wide 
array of AR-marketing options in the future.” (Bona et al., 2018 in Rauschnabel et al., 2019, p. 43). 

The report includes a study exposing brand awareness, brand favorability, and consideration as the 

three central business goals of AR Marketing, with incremental sales being the fourth most important 

one (Bona et al., 2018). Borrowing from the authors’ point of departure, this thesis will start by giving 

the reader an overview of the context of AR and its relevance for Marketing practice and research. 

1.1.1. A Path for Massification of Augmented Reality in Practice 

Throughout history, humans have tried to modify or improve their environment, either by simply 

manipulating objects in their physical world or creating imagery such as paintings to map locations, 

tell stories, or purely for adornment (Craig, 2013). This evolution has continued, especially with the 

rise of the information and digital era. The first form of AR appeared in the 1950s in cinematography, 

developed by Morton Heilig, naming the special cinema features “Sensorama” (Carmigniani et al., 

2011). In 1966, Ivan Sutherland developed the first AR HMD (Head Mounted Display) that enabled 

viewing of 3D graphics. In the following two decades, research institutes, NASA, the aviation 

industry, and other industry centers continued to develop wearable devices, digital displays, and 3D 



6 of 243 

graphics with AR. However, it was not until the 1990s that the number of researchers and developers 

in the AR field started increasing (Yuen, Yaoyuneyong, and Johnson, 2011). In this period, scientists 

Caudell and Mizell coined the term in the area of aviation, developing an AR assistance system for 

workers to assemble wires and cables in aircrafts (Azuma, 1997; Carmigniani et al., 2011). 

Additionally, wearable computers and mobile AR were developed and put to use for the first time, 

further increasing the attention drawn to AR (Azuma et al., 2001).  

The ability to alter or gather information instantaneously with ubiquitously available devices, like 

laptops, smartphones, or tablets, added to the evolution of internet and interconnectivity of these 

devices, has allowed for increasingly powerful and massified ways of modifying and augmenting 

one’s reality (Craig, 2013). Global Positioning System (GPS) makes it possible to determine users’ 

locations wherever they are, leading the way for users to engage interactively with digital 

enhancements in their spatially registered real world (Craig, 2013). Further, recent advances in 

processor performance, display technology, and device equipment (e.g. video camera, internet 

connection) have also increased the interest in AR on mobile devices (Rese, Baier, Geyer-Schulz & 

Schreiber, 2017; O’Mahony, 2015).  

The global AR/VR industry is forecasted to reach a market size of 20.4 billion U.S. dollars in 2019, 

increasing to around 200 billion USD in 2020 (Statista, 2018). This will be fueled by an expected 1 

billion users of AR applications (apps) by 2020 (Marr, 2018). By 2021, the commercial sectors are 

expected to represent more than 85% of AR/VR spending worldwide (Shirer & Torchia, 2017). 

Within the commercial sector, retail and online retail showcasing will be the two largest use cases, 

with the latter experiencing exceptional spending growth with a five-year Compound Annual Growth 

Rate of 225% (Shirer & Torchia, 2017). Finally, “phone-based AR is likely to garner most of the 
excitement for the near term and many companies are already experimenting with AR apps and 
services” (Shirer & Torchia, 2017). This shows that AR is increasingly gaining momentum 

worldwide. Big and unhandy devices used to represent a bottleneck for AR popularity, however, with 

the widespread adoption of smartphones and other handheld devices, the interest from developers and 

companies in AR has significantly increased (Rese et al., 2017; Dacko, 2017; Javornik, 2016a; 

O’Mahony, 2015).  

Some of the biggest and most influential players in various industries have invested in AR and 

expressed their vision towards its potential and importance. Apple’s CEO, Tim Cook, stated in 2017: 

“There was this initial round of apps, and people looked at them and said ‘this isn’t anything’ (...) 
and now you can’t imagine your life without apps. AR is like that. It will be dramatic.” (Griffin, 2017) 

and in 2018 added “one day we will wonder how we ever lived without it (AR)” (Now This News, 
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2018). Facebook’s CEO, Mark Zuckerberg, shares the same vision, expressing, in 2018, that “every 
10 to 15 years or so, there's a major new computing paradigm (...) like web browsers and now mobile 
phones and apps. It strikes me as inevitable that progression will continue (...) very likely the next 

one is going to be around virtual and augmented reality.” (Facebook, 2018). 

Below some of the recent uses of AR technologies are outlined along with several companies working 

on developing and integrating AR into everyday life, hence representing multiple industries’ 

confidence in the development of such technologies.   

 
Fig. 1. Overview of current AR in practice 

Ø Ikea Place and Wayfair - Try Out virtual furniture in any given space (Scholz and Duffy, 2018)

Ø L'Oréal ModiFace and Sephora Virtual Artist - Try On virtual makeup or hair colors in users’ own face (L'Oréal Paris, 

2019; Sephora, 2017)

Ø Ray-Ban - Try On sunglasses (Luxottica Group SPA, 2014)

Ø LEGO’s AR-Studio – Mixing and playing with real and virtual LEGOs (LEGO, 2017)

Ø Google Translate App - Translates words and characters between languages in real time (Google, 2018a)

Ø Amazon - AR view of selected products on mobile (Amazon, 2019)

Ø Pokémon Go – Game with 3D interactive virtual creatures (Pokémon GO, 2019)

Ø Kia – Learn features of vehicles and troubleshoot problems by pointing the phones at the dashboard (Kia, 2017)

AR Branded Applications

AR Platform Applications

Social Platforms

Ø Google Lens - Uses image recognition to identify objects from the camera or photo and shows information in real time via 

an AR overlay (Google, 2018b)

Image Recognition triggering AR

Web-based AR

Ø Microsoft HoloLens - Industry-oriented glasses to help people learn, communicate, and collaborate more effectively 

(Microsoft, 2019)

Ø Google Glass – Business-oriented AR glasses used for manufacturing and healthcare by e.g. GE, Samsung, Volkswagen 

(Glass, 2017) 

Ø Facebook - Is building AR glasses, promising they will look like “normal” ones (Constine, 2018)

Ø Apple - Has acquired AR hardware developers to accelerate development of its own headsets (Constine, 2018)

AR Eyewear

Ø Snapchat and Instagram – Offer (quite popular) augmented and interactive face filters to their audiences (Bullock, 2018)

Ø Zappar App and Blippar App – Integrates brands’ AR content and connects them with users e.g. Pepsi, Diageo (Blippar, 

2018) Land Rover, Unilever (Zappar, 2018)

Ø Google - AR integrated in a web browsers instead of in-app 3D model viewer (Ali & Carpenter, 2018)



8 of 243 

As exemplified above, AR systems are being created by organizations all over the world for use in 

diverse fields. As Yuen et al. (2011, p. 123) state, “AR represents the cutting edge of modern society’s 
social-technological development”. There are indeed an immense number of possibilities for using 

AR in an innovative way. Some examples are entertainment, advertising, gaming, retail, architecture, 

medicine, navigation, and education contexts (Bonetti, Warnaby, & Quinn, 2018; Javornik, 2016a; 

Carmigniani et al., 2011), which will be drawn upon under Pillar 1 of Theory. 

1.1.2. Relevance of AR in Marketing 

As there has previously been no concept clarifying AR Marketing, Rauschnabel et al. (2019) gathers 

notions from practice and literature to define it as “a strategic concept that integrates digital 
information or objects into the subject's perception of the physical world, often in combination with 

other media, to expose, articulate, or demonstrate consumer benefits to achieve organizational 
goals.” (Rauschnabel et al., 2019, p. 44) 

The path for massification of AR in practice elucidated in the previous section has also seen a parallel 

body of research in the field. As mentioned before, AR is raising much attention in Marketing 

(Rauschnabel et al., 2019; Javornik, 2016a; Bonetti et al., 2018), more specifically Mobile Marketing 

(Scholz & Duffy, 2018). Although advertising is a field of great potential (Yaoyuneyong, Foster, 

Johnson & Johnson 2016), it is particularly the AR adoption in Mobile Shopping that has been 

explored, due to the exceptional value it can deliver to consumers (Scholz & Smith, 2016; Javornik, 

2016a), retailers, and brands in general (e.g. Dacko, 2017; Scholz & Smith, 2016; O’Mahony, 2015). 

Indeed, when inserted in shopping, AR can act as a much more interactive, convenient, and 

stimulating catalog (Huang & Liao, 2015, Javorik, 2016). Consumers can see virtual objects in a way 

that comes close to the physical one, with the added benefit that AR allows them to register those 

objects onto their own bodies or in their surrounding space (Carmigniani et al., 2011). Authors praise 

this for reducing consumers’ decision-making uncertainty which can in turn enhance their intentions 

to buy (Hilken, Ruyter, Chylinski, Mahr, & Keeling, 2017; Dacko, 2017) and their attitude towards 

the brand providing AR (Rauschnabel et al., 2019). Such allows for building stronger consumer-brand 

engagement and relationships (Scholz & Smith, 2016). Moreover, studies have drawn upon how AR 

acts as a persuasive technology due to its unique experiential values (Bulearca & Tamarjan, 2010; 

Huang & Liao, 2015), how consumers interact with branded AR (e.g., Huang & Liu, 2014), and how 

it allows brands to enter consumers’ home with potentially far reaching consequences (Scholz & 

Duffy, 2018). 
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In sum, this potential for both consumers and marketers sets the ground for AR’s relevance in the 

Marketing field. 

1.2. Problem Statement 

Despite the growing body of research, studies on AR have, until recently, focused mainly on its 

technical nature (O’Mahony, 2015; Javornik, Rogers, Moutinho, & Freeman, 2016) and lack further 

conceptualization and empirical investigation within the Marketing field (Javornik, 2016a). This 

prompts the motivation behind the scope of this thesis on AR in Marketing, more specifically in 

Mobile Shopping Marketing, given its relevance underlined in the previous section. This is supported 

by the increasing relevance of mobile devices within a shopping context (Shankar et al., 2016) as well 

as the wide use of mobile smart devices, e.g. smartphones for AR Marketing purposes (Javornik, 

2016a). Hence, this is the chosen context of research for this thesis.  

From a marketer perspective, the benefits of AR apps in a Mobile Shopping Marketing strategy are 

dependent on the extent to which consumers will accept it. Therefore, to ensure its acceptance and 

successful implementation, it is crucial to gather knowledge about the potential consumer’s 

expectations and needs. The goal of this thesis is thus to fill the gaps in the study of AR Acceptance 

in Mobile Shopping Marketing, as outlined below. As per the definition of Acceptance, this thesis 

takes the same concept implicit in theories of Technology Acceptance. Here, acceptance reflects 

embracement of a new technology, which is comprised by the intention to use and the following 

likelihood of actual use.   

First of all, there is a rapid and constant development of AR technical features which allow for the 

existence of its unique characteristics e.g. interactivity, virtuality (causing a sense of immersion due 

to virtual elements embedded in reality) and mobility (delivering solutions at the exact time and place 

where needed) (Javornik, 2016a). Thus, one can argue that this might lead AR acceptance studies 

such as the ones from Huang & Liao (2015) and Rese et al. (2017) to fall into somewhat outdated 

models.  

Secondly, both Huang & Liao (2015) and Rese et al. (2017) have departed from the original 

Technology Acceptance Model (TAM) to explain AR acceptance and future usage intentions within 

mobile shopping context. Huang & Liao (2015) incorporate Experiential Values into the original 

TAM to study the factors that affect sustainable relationship behavior towards using AR. Rese et al 

(2017) study the adoption and potential use of AR in retailing and add two variables to the TAM - 

namely Perceived Informativeness and Perceived Entertainment. However, these studies take an app-
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centric perspective and could be further elaborated by including exogenous factors of acceptance, 

such as Social Influence. Indeed, as will be further explored in Pillar 3 of Theory, there are other 

models of Technology Acceptance which encompass such exogenous factors and could thus be more 

appropriate (Venkatesh, Morris, Davis, & Davis, 2003; Yang, 2010). The lack of a more 

comprehensive framework of adoption for mobile AR apps in a Mobile Shopping context forms the 

basis of this thesis. 

Thirdly, Javornik (2016b) proposes further studies into consumer experience, such as that presented 

by Schmitt (1999) - one of the founders of Experiential Marketing - to allow for a more holistic 

understanding of how AR can create experiential value for consumers. Since Schmitt’s (1999) 

Experiential Marketing theory accounts for exogenous values like Social Influence, as mentioned in 

the previous paragraph, it proves a relevant inclusion for the research objective of this thesis. 

Last but not least, another gap in research of Acceptance of AR is touched upon by Rese et al. (2017), 

who propose the inclusion of a control group testing a non-augmented app in such studies. Within the 

context of this thesis, the testing will be delimited to a common AR type of app within Mobile 

Shopping - the Try Out type - which allows consumers to overlay virtual items onto their 

surroundings when considering a purchase. Such delimitation will be further argued for in the next 

section and goes in line with Rauschnabel et al.’s (2019) claim that different motivations can be traced 

to different types of AR apps. Thereupon, and back to Rese et al.’s (2017) suggestion, a Digital 

Catalog (DC), which is an already established and common service of product display in Mobile 

Shopping, is chosen to serve as a point of reference to AR in this thesis. This choice seems suitable 

as authors tend to make analogies of AR to catalogs e.g. “catalogs become more interactive” (Huang 

& Liao, 2015, p. 287), and “the virtual product simulations have the potential to overcome the 
shortcoming of the lack of a physical presence on websites” (Javornik, 2016a, p. 258). By 

establishing a comparison between the determinants of acceptance of AR and DC in a Mobile 

Shopping context, this thesis aims at understanding which determinants of acceptance are 

distinguishable in AR, possibly providing both academic and managerial insights for the future. 

With the aim of filling the gaps above mentioned, this thesis carries the objective of creating a 

compelling model of AR apps acceptance, which can answer the following Research Question (RQ): 

How are Augmented Reality Applications accepted by consumers in a Mobile Shopping 

Marketing context, in comparison to more traditional Digital Catalogs? 
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In order to answer the RQ, this thesis combines three Pillars of Theory aiming at building a concise 

and suitable Theoretical Framework of determinants driving acceptance of AR Try Out apps. Firstly, 

the following is explored: 

➢ How is AR defined and how have Research and Practice addressed it throughout the years?  

(Answered in Pillar 1 of Theory) 

Additionally, when addressing this research gap, it is of paramount importance that one differentiates 

AR from other types of interactive technologies, in the sense that it can offer unique experiential 

values (Huang & Liao, 2015; Huang & Liu, 2014; Javornik, 2016a; Bulearca & Tamarjan, 2010). The 

authors of this thesis will thus draw upon the following: 

➢ Which Experiential Marketing Values can be relevant when studying the determinants driving 

acceptance of AR applications? (Answered in Pillar 2 of Theory) 

Finally, due to the novelty of the technology, it seems suitable for answering the RQ to draw upon 

the following: 

➢ Which theories of Technology Acceptance should be investigated? (Answered in Pillar 3 of 

Theory) 

➢ Which model of Technology Acceptance would be the most fitting to assess the determinants 

of Acceptance of AR Try Out apps and why? (Answered in Pillar 3 of Theory and further 

developed in the Theoretical Framework) 

➢ How can Experiential Values be inserted in the Technology Acceptance model chosen for 

investigation of AR acceptance? (Answered in the Theoretical Framework) 

In order to delimit this research and argue for the choices in this study, the following section will 

further elaborate on the reasoning behind the choice for Mobile AR, the current types of mobile AR 

apps in the market, and delimit the study to Try Out AR. 

1.3. Research Delimitation 

Among a wide variety of current and possible usages of AR in Marketing, this paper needs to be 

specific towards the choice of which AR type is to be investigated. The present section argues for the 

delimitation of this study and outlines the scope and impact of this. It will start by elucidating the 

choice for Mobile AR, followed by the scope to Try Out type, and finally the choice for Bang & 

Olufsen (B&O) mobile AR - which is in itself a Try Out app - for empirical testing. 
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1.3.1. The Choice for Mobile Augmented Reality 

As it will be further elaborated in the Pillars of Theory of this thesis, mobile devices’ hardware and 

software improvement (e.g. smartphones), along with the mainstream access to wireless internet, have 

led to both a consumer and marketer shift to mobile devices (O’Mahony, 2015; Schulz & Duffy, 

2018). This increasing ubiquity of smartphones has intensified the interest in mobile AR apps for 

Marketing purposes (Dacko, 2017; Javornik, 2016a; Scholz & Duffy, 2018; Rauschnabel et al., 2019). 

Given such current context in the Marketing field, it seems suitable and relevant for the research of 

this paper to focus on the mobile medium, as opposed to others.  

As for AR glasses (HMD), despite its technological progress and foreseen popularity, they are still 

rarely used in Marketing and have quite a way to go into becoming massified as a Marketing tool 

(Javornik, 2016a). Despite the investments in place, as enumerated in Fig. 1, Zuckerberg - CEO of 

Facebook - has mentioned “We all know where we want this to get eventually, we want glasses,” but 

explained that “we do not have the science or technology today to build the AR glasses that we want. 
We may in five years, or seven years” (Constine, 2018). Another bottleneck for the massification of 

AR glasses lays on the fact that users must purchase and transport the equipment, which might be 

cumbersome to its massification (Zhou, Duh, & Billinghurst, 2008). Moreover, Carmigniani et al. 

(2011) express the need for more fashionably acceptable HMD (e.g. discrete and subtle) in order to 

reach the mass market. The authors state that wearable interfaces must allow for a natural, socially 

acceptable user-technology interaction and suggest the need for lightweight wearable devices 

(Carmigniani et al., 2010). An empirical proof of this is a research conducted in the UK, in which 

more than a third of the respondents, despite appreciating the potential of AR glasses, believe they 

would be concerned about others’ opinion of them if they were to wear smart glasses (Mindshare, 

2018). 

On the other hand, running AR mobile apps needs no additional equipment other than the user’s own 

mobile devices, which is increasingly a resource possessed by consumers. Indeed, when it comes to 

AR, the greater mobility and inclusion of mobile devices in the everyday life of users creates a new 

form of experience, in which they can explore the physical world in an innovative and more intimate 

way (Scholz & Duffy, 2018). The role of a smartphone in today’s society is increasingly seen as 

invaluable for everyday life (O’Mahony, 2015; Rauschnabel et al., 2019) as almost 9 out of 10 

Millennials say their smartphone never leaves their side (Zogby Analytics, 2014). 

Moreover, studies on the “smartphone as a self-extension” phenomenon have been conducted over 

the past years based on the conception that the extended self allows for the incorporation of objects 
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into one’s self-identity if those objects are believed to reflect one’s self-concept (Belk, 1988). Belk 

(2013) has later acknowledged that the digital environment and its continuous evolution are bringing 

new dimensions to this self-extension - the human self can be extended beyond the body, by the 

human-technology interaction. More specifically, smartphones are considered by Walks & White 

(2007) to be a form of self-expressive identity. Belk (1988, 2013) along with Walks & White (2007) 

show precisely the importance of the smartphone in society and with the consumer. Consequently, it 

has fostered the incorporation of marketing efforts towards that medium. Following this, AR has 

naturally stepped into mobile devices. This massification of smartphone use has helped ramp up the 

development of a myriad of AR mobile apps. Below is a visualization of the most used ones, inspired 

by Mindshare’s Layered Report (Mindshare, 2018). 

 
Fig. 2. Overview of Mobile AR Experiences. Adapted from Mindshare (2018) 
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The above supports the focus of this thesis on AR in connection with mobile devices, as it shows to 

have clear relevance in comparison to other types of mediums.  

1.3.2. The Choice for Try Out AR apps 

The subsequent choice criteria for the thesis’ focus is the current landscape of Mobile Shopping 

Marketing and its opportunities for retailing. Mobile Shopping Marking is defined by Shankar et al. 

(2016, p. 2) as the “the planning and execution of mobile-based marketing activities that influence a 
shopper along and beyond the path-to-purchase: from a shopping trigger, to purchase, consumption, 
repurchase, and recommendation stages”. Rauschnabel et al. (2019, p. 43) add that “Smartphones 
and other mobile technologies have become a necessary and fundamental component of modern 
consumption and life. Recent developments suggest a future where augmented reality (AR) will be 

similarly indispensable to both consumption and marketing”. Thus, it seems suitable to contribute to 

the research on AR for Mobile Shopping purposes. As Scholz & Duffy (2018) point out, AR presents 

the possibility to reshape mobile marketing. In particular, to impact the consumer journey within 

retail’s online mobile environment (Scholz & Duffy 2018; Poushneh & Vasquez-Parraga, 2017; 

Scholz & Smith, 2016). Shankar, Venkatesh, Hofacker, & Naik (2010) emphasize the rapid growth 

of mobile shopping and highlight the medium as an effective and efficient way of triggering 

purchases. 

AR carries the potential to reach the majority of the current consumers through their mobile devices. 

Additionally, this type of AR is likely to offer the most value to consumers and consequently brands, 

as it combines both unique utilitarian and hedonic characteristics, which will be expounded in section 

2.3.3.  

Shankar et al. (2016) point out a study by McKinsey & Company which found that digital touch 

points, such as mobile devices, are crucial in a consumer’s journey stage of evaluation, decision, and 

choice, but particularly in the evaluation stage of shopping (Shankar et al., 2016). Therefore, mobile 

AR has an immense potential to complement consumer’s shopping process in that the user might not 

purchase the product directly through the AR app, but rather uses it as a complementary option to 

visualize items in a more complete and interactive way in their own environment. One AR type of 

mobile app which has its foundation on this stage of consumer evaluation is the “Try Out” AR app, 

in which users can overlay virtual items in their surroundings when considering a purchase, in order 

to evaluate the items in their own spaces. 
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Given this, the present thesis will set its foundation on such Try Out types of mobile AR (point 8 

illustrated in Fig. 2). Moreover, the choice to exclude Try On (i.e. Virtual Mirrors) lays on the fact 

that, because they overlay virtual products onto the consumer’s own body, issues such as self-

concepts and sense of self arise (Scholz & Duffy, 2018), possibly making it much more subjective to 

the psychological characteristics of the individual. Finally, due to its novelty, research on user 

acceptance of Try Out apps presents high relevance for academia and marketing practices.  

1.3.3. The Choice for Bang & Olufsen Mobile AR Application 

In the ever-growing pool of Try Out AR apps, Danish design brand B&O introduced another in 

September 2018 (App Advice, 2018) with their B&O AR Experience app for iOS, which can be 

downloaded for free through the app store (Larsen, 2018). 

B&O fulfils the choice for mobile AR inserted in Mobile Shopping Marketing and is in itself a mobile 

Try Out type of AR app. The choice bears in mind that at moment of delimitation of the thesis, this 

appears to be the most technologically developed app. This concerns the high quality of the camera 

rendering and the augmentation of the superimposed elements, along with its designed interactivity. 

Such parameters - quality of augmentation, interactivity, and registration (Azuma, 1997; Javornik, 

2016b) - reveal to be crucial AR characteristics for consumer response. Due to the novelty of this 

type of app, there are constant technological advancements, with improvements being launched at a 

very fast pace. In this sense, the authors of this thesis sought which apps were currently in the market 

and tested some of these on their own mobile phones. B&O revealed to be the most advanced and is 

thus perceived as a suitable choice for empirical testing. As this app has been chosen as the core 

element for the empirical testing of this study, it therefore requires an introduction, which is the 

purpose of this section.  

“B&O AR Experience” provides a seamless realistic experience by superimposing digital 3D B&O 

products onto the user’s real surroundings. The user solely needs to: 1) select one of the items 

displayed, 2) point the camera at the chosen placement, and 3) follow the real-time instructions for 

the app to recognize the walls, floors, and doors. Following the placement of the augmented item(s), 

the user is able to move around the space and view this from multiple angles. An example of the 

interface from the view of an iPhone user is visualized below.  
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Fig. 3. User Interface from B&O AR Experience app. Pictures of interface obtained via Larsen (2018) 

Additionally, the app offers various types of customization, both in terms of color choices and the 

function of building and designing certain shapes to match the space, in which the user wishes to 

place it. Another interactive feature is added in that many of the items can be “turned on”, whereby 

the user can view the possible movements of a television set or a simulation of the sound from the 

chosen speaker(s). Finally, the user has the option to take, save, and share screenshots of the designed 

space and contact a B&O retailer. These features are just some of the elements that add to the 

interactivity of the app, compared to a traditional marketing tool, such as B&O’s Digital Catalog. 

One crucial note that should be addressed is that B&O products can be seen as a high-involvement 

one. As Zaichkowsky defines, the high or low involvement of a product is tied to an individual's 

perceived relevance of that object (Zaichkowsky, 1985). In a purchase decision “the concern is that 
the decision is relevant, and hence that the consumer will be motivated to make a careful purchase 
decision” (Zaichkowsky, 1985, p. 342). Since B&O products have a high-end positioning one can 

assume a consumer might require more information and has a longer decision-making process. 

Moreover, Clarke & Belk (1979) defend that the level of involvement with a product generates 

differences in the amount of effort a consumer is willing to make in purchasing the product. The 

present thesis’ researchers try to eliminate this effect by the type of task given, which eliminates the 

price effects of the decision. However, having participants simulating a choice for B&O products 

might limit the outcome of this study to the shopping of high-involvement products, thus limiting the 

applicability of the findings. 
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1.4. Structure of the Thesis 

The thesis will follow the classic format of a research paper, introducing Theory following this 

introduction, then presenting Methods and Methodology, with subsequent Findings and Analysis. 

After this, the Discussion will be composed by the final outcome of the analysis, which proses an 

answer to the RQ, the theoretical contributions and managerial implications of this. Following this, 

an evaluation of the limitations of this paper and proposals for further research will be drawn and 

finally the Conclusion will wrap up the paper.  

 
Fig. 4. Overview of Thesis Progression 

Concerning the structure of the theory, the three Pillars of Theory are considered an intertwined mass, 

though divided into three separate chapters. Setting the scene, the first part will focus purely on AR. 

The subsequent chapters will introduce the context and concepts of Experiential Marketing and 

Technology Acceptance, both in relation to the already established delimitation of the thesis. Thus, 

the Theoretical Framework will be built upon three pillars feeding into one another sequentially in 

order to establish the most relevant model for this specific research.  

2. Pillar 1: Augmented Reality 

The first theoretical exploration of this paper will focus on AR. The concept is explored, which 

expounds AR’s definition and specific features, as opposed to others, such as Virtual Reality. 

Furthermore, an overview of the previous and current research and practice of AR is presented. This 

overview will set the foundation for the reader to obtain a holistic view on the topic of AR, more 

specifically within Marketing and Mobile Shopping, while setting the ground of research of this 

paper.  

2.1. Augmented Reality as a Concept  

The present section serves to give the reader an idea of the foundation of the AR concept, followed 

by its definitions along the years of research, and its widely acknowledged characteristics. 
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2.1.1. Background and Philosophical Foundation 

Prior to establishing a definition of AR, some considerations on the concept of reality must be 

included. The purpose is to give an underlying basis for distinguishing AR from Virtual Reality (VR) 

and other Mixed Reality (MR) displays, which typically encompass some inconsistency in its 

definition (Milgram, Takemura, Utsumi & Kishino 1994). 

Milgram et al. (1994) propose a taxonomy based on a Reality-Virtuality continuum, which positions 

the real world and virtual world as two ends of a continuum. The first consists of real objects, either 

observed directly when viewing a real-world scene or through a window e.g. video. The latter points 

at environments consisting of virtual objects e.g. computer graphic simulations, either monitor-based 

or immersive (VR). It is then argued that in between these two extremes one can find a MR 

environment, which merges real world and virtual objects in a single display. MR is further sub-

categorized by AR and Augmented Virtuality (AV) (Milgram & Kishino, 1994; Milgram et al., 1994). 

Solely focusing on augmentation, the attentive reader may notice that the main difference in the 

conceptualisation of these two stages on the continuum is their respective starting points. AV takes 

its starting point in a so-called virtual world, upon which it can then add something actual (which 

exists in reality), whereas AR takes its starting point in the actual world upon which it introduces 

computer generated graphics, information, or data.  

Although this continuum is widely used by authors (e.g. O'Mahony, 2015; Carmigniani et al., 2011; 

Craig, 2013), some slightly different definitions have emerged, especially when it comes to the 

relationship between MR and AR. Inspired by the work of Gilles Deleuze on actual and possible 

world constructs integrated with today’s technology, Farshid, Paschen, Eriksson, & Kietzmann 

(2018) utilise the same opposite ends to the continuum as the one created by Milgram et al. (1994), 

in order to map out the different technologies and perceptions in relation to one another. However, 

the authors do not consider AR and AV to be part of MR. Instead, each is given its own stance in the 

continuum. MR is placed closer to the Virtual side of the continuum because it allows for more 

interaction with both the real world and the virtual objects (Farshid et al., 2018; Forbes, 2018). AR 

stands closer to the Reality side of the continuum because users still solely interact with the real world 

while digital content is added to it. 

Another perspective differing from this is presented by Azuma (1997), and later Craig (2013), who 

consider AR as a variation of VR. The author refers to VR as a completely immersive technology, as 

users’ frame of reference is completely tied to a synthetic environment, losing sight of the real world 

around them. AR is used to supplement reality, in which users’ perception is still centered within the 
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real world, but with virtual objects superimposed to such an extent that real and virtual objects seem 

to coexist in the same space (Azuma, 1997; Craig, 2013). 

Despite some different stances on where AR is placed on the continuum and what its relationship is 

to VR, MR, or AV, all definitions rely on a similar foundation: that AR is rooted in the actual world 

with a digital information overlay, which lays the foundation for its definition. As the present paper 

will solely focus on a specific type of AR app, the following section will highlight its most 

predominant principles. 

2.1.2. Definition of Augmented Reality 

Virtually all definitions of AR research take the stance that AR enhances the physical world with 

virtual, computer-generated information (e.g. Azuma 1997; Craig, 2013; Carmigniani et al., 2011; 

Yaoyuneyong et al., 2016; O’Mahony, 2015; Javornik, 2016a; Scholz & Duffy, 2018). AR blends the 

virtual and real worlds (Huang & Liao, 2015) and overlays digital information onto the user’s 

perception of the physical world in such a way, the two appear as one environment (Olsson, 

Lagerstam, Kärkkäinen, & Väänänen-Vainio-Mattila, 2013). 

According to Craig (2013), AR is “a medium in which digital information is overlaid on the physical 
world that is in both spatial and temporal registration with the physical world and that is interactive 
in real time.” Unlike VR, where the user is completely immersed in a virtual environment, AR allows 

the user to interact with the virtual images using real objects in a seamless way (Zhou et al., 2008). 

This requires an alignment between virtual content and the user’s real-world contexts (Javornik, 

2016a; Scholz & Smith, 2016; Scholz & Duffy, 2018). 

These concepts are inspired by one of the most widely used definitions from Azuma (1997), who 

states that AR is not limited to a specific technology, but rather that it is any system which has three 

main characteristics: 

1. It combines real and virtual objects in a real environment (Augmentation) 

2. It is interactive in real time (Interactivity) 

3. It is registered in three dimensions and aligned with the real world (Registration) 

Azuma (1997) adds that accurate registration is imperative in AR as there must be a perfect alignment 

of real and virtual objects, or else the coexistence of the two worlds will be compromised and so will 

the seamless experience provided. Moreover, AR enhances the user’s perception of and interaction 

with the real world by adding virtual objects which show information that the user cannot detect with 
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their senses (Carmigniani et al., 2011). This enhancement of the real world does not have to be 

confined to the sense of sight, by for example superimposing images, videos, or textual information, 

but can also augment the user’s hearing, smell, or touch (Azuma, 1997; Craig, 2013; Carmigniani et 

al., 2011). As there is an array of technologies which can be used for AR (Azuma, 1997; Craig, 2013; 

Farshid et al., 2018) - like glasses, computers, mobile screen displays or even projections such as 

holograms - most authors agree that AR should be broadly seen as a system rather than a specific 

technology itself (Carmigniani et al., 2011; Craig, 2013; Azuma, 1997). 

Moreover, Olsson et al. (2013) add that AR can enhance the user’s field of view towards reality, 

providing information that is contextually and personally meaningful and pleasurable. Thus, 

interacting with different environments through AR could provide rich and novel experiences. 

Overall, the focus of all the abovementioned definitions lays on the augmentation of the real world 

with the virtual layer, in combination with real-time interactivity. 

Regarding Interactivity, Steuer (1992) defines it as the “extent to which users can participate in 
modifying the form and content of a mediated environment in real time”. It can be seen as an outcome 

of technological properties (Steuer, 1992) or the technology’s ability to enable users to more easily 

interact with and be involved with the content (Hoffman & Novak, 1996). Three components show 

to be imperative in order to enhance interactivity, namely Speed - how fast an input can be assimilated 

into the mediated environment - Mapping - how natural and predictable it is to control the changes in 

the mediated environment - and Range - number of attributes/content in the mediated environment 

that can be manipulated (Steuer 1992). Steuer (1992) further defends that Speed is the most crucial 

characteristic of an interactive system. Moreover, Fiore, Kim, and Lee (2005) suggest that 

interactivity entertains and immerses users, thus creating positive and affective responses. Thus, real-

time interaction, meaning how users can alter mediated environments instantaneously, allows for a 

seamless augmented experience. This sets the scene for the reason why technological developments 

in the AR field have been a vital part for it to gain momentum, especially when it comes to smartphone 

apps such as those that utilize GPS data, or which display virtual images tied to real world locations 

(Yuen et al., 2011). 

2.2. Fields of Use and Research of Augmented Reality 

As mentioned before, the technical components vital to AR are no longer a limit to its use outside 

industrial fields. Many became native to contemporary consumer devices such as the smartphone 

(O’Mahony, 2015). Among other technical developments, the devices’ camera is increasingly 
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allowing for seamless AR experiences in these devices (O’Mahony, 2015). This has also shaped the 

attention given by research over the years. 

At first, research has given a lot of attention to the technical foundation of AR, with design and 

technological advancements as a primary focus (O’Mahony, 2015; Javornik et al., 2016). More 

recently, in the 2000s, research concerning potential uses and user response to AR have risen (Rouse 

et al., 2015). Some popular fields of research and implementation are Marketing, Entertainment, 

Travel, Architecture, Construction, Military, Medicine, and Education (Yuen et al, 2011; Bonetti et 

al., 2018). However, business related fields such as Marketing have only started to raise more 

attention in the late 2000s (Javornik, 2016c). 

In terms of hardware, the most common currently in use in all areas are smartphones and wearables, 

such as smart glasses (Farshid et al., 2018). 

The following will elaborate on the most common research and implementation areas of AR outside 

Marketing - Tourism and Navigation, Architecture and Urban Planning, Medicine, Education, 
Manufacturing and Gaming. Concerning the field of Marketing, section 2.3 will explore this more 

thoroughly. 

Common Research and Practice of AR Outside the Realm of Marketing  

When it comes to tourism and navigation, AR can provide users with social-historical tourism 

information and business related (e.g. services, shop locations) information relevant to the real world 

locations, by relying on the user’s smartphone GPS or via the smartphone’s camera (Yuen et al., 

2011). An example is Blippar AR City app, a mobile app which gives directions as well as information 

on local restaurants, hotels, and more into the users’ view of the city landscape (Blippar, 2017). 

Another example are apps with museum guidance using AR interfaces (Carmigniani et al., 2011). 

The employment of AR in exhibits and museums has been increasingly investigated and applied, 

especially when it comes to displaying reconstructed artifacts (Han, Li, & Zhao, 2017), adding a layer 

of information on top of the exhibits, and simulating guidances e.g. “behind-the-scenes” museum 

tours and holograms of the artists or people of interest as part of the exhibition (Pardes, 2018). Han 

et al., (2017) argue that such implementations enable the audience to get much richer and enjoyable 

museum experiences. 

AR has also been used to support complex design and planning decisions for Architecture, Urban 

Planning, and Interior Design (Yuen et al., 2011; AR Post, 2019), by exploring relationships between 

the perceived spaces and the structures being explored. An example is the use of AR to visualize 
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virtual architecture designs in outdoor environments as well as simulate urban spaces with projection, 

based AR (Behzadan & Kamat, 2005), which can save time and money and reduce problems in this 

field. 

In Medicine, the integration of AR has been of great concern among researchers. Medical treatments, 

surgery, rehabilitation, training of medical procedures are some of the areas where applications of 

AR are being studied and developed (Chen, Day, Tang, & John, 2017). The two main uses of AR are 

the 3D views of patients’ data and the registration and visualization overlayed onto the patient (Chen 

et al., 2017). Murthi & Varshney (2018) state that prototypes are being developed across several 

universities and that the AR headsets such as Microsoft’s HoloLens would enable to see digital 

images and other data directly overlaid on a surgeon's field of view. Moreover, AR has also been 

researched in the field of psychotherapy, contributing to reduce stress, pain, and anxiety (e.g. Zhao, 

You, Shi, & Gan, 2015). 

Another field with great potential is Manufacturing. Both academia and industry have shown 

evidence of the great potential of AR guided assembly instructions (Evans, Miller, Pena, MacAllister 

& Winer, 2017). For example, workers can get repair instructions on how to replace specific parts as 

they look at the actual system needing repair, with a digital overlay in their field of sight using e.g. 

AR glasses (Rüßmann et al., 2015). There is a clear need for such solutions, given the current context 

of increased complexity in manufacturing and product development, in which operators need to 

assemble multiple components in a meticulous and efficient way (Wright, 2017). Complex assembly, 

maintenance, expert support and quality assurance are some of the tasks that can be enriched by AR 

(Wright, 2017). HoloLens, developed by Microsoft, is the most widely used in the context of 

assembly assistance (Radkowski & Ingebrand, 2017). Airbus, Boeing, and Volvo are some of the 

companies who have applied AR to their assembly processes (Wright, 2017).  

In regard to Education, AR has also received attention from research due to its benefits for learning, 

performance improvement, and motivation (Yuen et al., 2011) as well as increased content 

understanding and long-term memory retention (Radu, 2014). Some examples of applications are AR 

books with 3D views and interactive experiences (Yuen et al., 2011). 

Last but not least, one of the newer and most disruptive fields is the AR Gaming (Rauschnabel, 

Rossman, & Dieck, 2017). The global interest in these types of games and the opportunities of 

interactivity and immersion they offer has started with the launch and massive adoption of Pokemon 

Go in 2016. Here, players must seek and catch virtual creatures in their real-world surroundings with 

their mobile devices, thus interacting with both worlds simultaneously (Rauschnabel et al., 2017). 
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The game is said in the media to be “the biggest mobile game in U.S. history” (Lovelace, 2016). The 

“AR Gaming Market” is expected to reach $284.93 billion by 2023, growing at a CAGR of 152.7% 

in the period 2017–2023 and the global online gamers are expected to cross 3 billion by 2030 

(Infoholic Research, 2017). 

2.3. Research and Practice of AR in Marketing 

As touched upon in section 1.1.2, Rauschnabel et al. (2019) define AR marketing as a strategy of 

integrating virtual information or objects into consumers’ view of the physical world in order to 

provide them with unique benefits, which in turn helps marketers achieve organizational goals.  

AR has only more recently, from the late 2000s, generated much interest in both research and practice 

in Marketing (Bonetti et al., 2018; Javornik, 2016c). This was prompted by its first use in advertising 

in 2008, in which printed flyers triggered a 3D model of the advertised car in webcams which then is 

seen on the user’s screen (Spies et al., 2009). This approach was then applied to various different 

marketing purposes, ranging from advertisement (Yaoyuneyong et al., 2016), physical and online 

retail (Carmigniani et al., 2011; Javornik, 2016a), gamification to enhance customer experiences 

(Baier, Rese, & Schreiber, 2015; Carmigniani et al., 2011), navigation aids to localize stores and in-

store-navigation (Rese et al., 2017), and storytelling (Rauschnabel et al., 2019). Other than the 

consumer-oriented apps, companies have embraced AR in order to make virtual prototypes and test 

whether the products meet consumers’ expectations. This presents a solution for the time and cost 

inefficiencies of physically manufacturing prototypes which most often must be deposed and rebuilt 

e.g motorcycles (Carmigniani et al., 2011). It also provides possibilities for AR to support sales teams 

(Rese et al., 2017). 

Technology advancement has also fostered the popularity of AR apps in Marketing, especially mobile 

ones, allowing for a change in how today’s “always-connected” consumers shop (Farshid et al., 2018; 

Javornik, 2016a). The present conditions - increased mobility and portability of AR, emergence of 

the smartphone and its wide access to wireless internet along with geolocation systems like GPS - 

have strengthened the utility and thus the relevance of AR in Marketing (Javornik, 2016a; O’Mahony, 

2015; Yaoyuneyong et al., 2016). The digital and technological environment, along with the evermore 

resourceful consumer, allowed AR to be deployed in different touchpoints of a customer’s journey 

(Javornik, 2016a; Carmigniani et al., 2011). Adding to that, software development kits have been 

created and constantly updated for companies to assemble their own novel AR apps more easily and 

at a faster pace (Javornik, 2016a).  
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Authors recognize three main uses of AR in Marketing regarding what they augment: products, 

surrounding spaces, and people (Javornik, 2016a; Carmigniani et al., 2011). The first refers to the 

augmentation of products with superimposed 3D animations e.g. 3D characters or information 

“coming out” of consumer goods packaging. The second refers to viewing entirely virtual products 
in the user’s surroundings e.g. placement and 3D viewing of furniture in one’s room. The latter refers 

to virtual items enhancing one’s self or someone else, also called “Virtual Mirrors/Try On” or 

“marking up people” e.g. a screen, which reflects one’s body or part of it with virtual add-ons, such 

as clothes or make up (Javornik, 2016a; Huang & Liao, 2015; Yuen et al., 2011; Craig, 2013; Scholz 

& Smith, 2016). AR applications can be established on stationary (e.g. AR mirrors in retailing), 

mobile (e.g. smartphones), or wearable devices (e.g. AR smart glasses) (Rauschnabel et al., 2019). 

Despite the three possibilities, the most commonly used devices for AR Marketing purposes are 

mobile smart devices (e.g. smartphones) (Javornik, 2016a). 

Furthermore, Bulearca & Tamarjan (2010) advocate that organizations must be aware of what kind 

of benefits AR can give to users depending on their stage in the customer journey.  For example, 

some existing branded AR apps give value in a consumer’s pre-purchase stage e.g. planning the 

purchase of furniture, while others are linked to the post-purchase stage e.g. receiving after sales 

services or playing with physical LEGOs augmented with AR content through the LEGO AR app 

(Rauschnabel et al., 2019). 

In advertisement, Yaoyuneyong et al. (2016) assert that AR hypermedia print ads are likely to be one 

of the future important trends in advertising practice, as they found that these are preferred to 

traditional printed ones. AR hypermedia print ads are composed by standard printed ads, which 

contain a layer with hyperlinks and AR content that is triggered by the consumers when scanning 

them with a mobile smart device. This possibility provides marketers with new options to engage 

customers (Yaoyuneyong et al., 2016; Scholz & Smith, 2016) and provides an easier way for 

customers to decode messages and assimilate content (O’Mahony, 2015).  

For the meaning of engagement, the authors of this thesis will take the same stance as Scholz & Smith 

(2016), inspired by the definition from Brodie, Ilic, Julic, & Hollebeek (2013): “the process of 
involving consumers in specific interactions and/or interactive experiences in order to build and 
enhance consumer relationships”. “One type of engagement occurs when consumers act towards 
inanimate objects” (Scholz & Smith, 2016, p. 13) and another when “branded content is inserted 
into and/or facilitates interactions or conversations between members of a community” (Scholz & 

Smith, 2016, p. 15). Because AR is in itself an immersive and interactive technology able to place 



25 of 243 

branded content within the user’s environment, it enables marketers to create a dynamic way to 

engage with their consumers and a novel topic for consumers to talk about (Scholz & Smith, 2016). 

2.3.1. AR Practice in Marketing 

Although advertising has received some attention, the area of retail and mobile shopping stands out 

in AR Marketing. Companies are increasingly adopting AR in both physical and online stores (Bonetti 

et al., 2018; Javornik, 2016a; McCormick et al., 2014) mainly through apps in which consumers can 

use on their own mobile devices or interactive screens in-store (Scholz & Smith, 2016) to try e.g. 

virtual furniture (Rese et al., 2017; Javornik, 2016b), eyewear (Hilken et al., 2017), watches (Yim, 

Chu, & Sauer, 2017), clothes (Huang & Liao, 2015; Carmigniani et al., 2011), makeup products 

(Scholz & Duffy, 2018), etc., on their own bodies or in surrounding environments. Some of these 

applications are exemplified in section 1.1.1.  

The implementation of AR in retail can occur in or out of physical stores, allowing the insertion of 

technologies into different touchpoints of the consumer journey – physical, mobile, and online 

(Javornik, 2016a; Carmigniani et al., 2011). Although some in-store systems have been implemented, 

the recent popularity of AR in retail comes from its benefits of enabling consumers to virtually try 

and evaluate products in their own homes or surroundings through their own mobiles. Such can 

mitigate the need to try the items in stores, thereby saving time for customers, which could likely be 

used for trying on more items and thus increasing the stores’ chances for selling (Carmigniani et al., 

2011). Furthermore, the user is able to personalize product details, such as the color (Carmigniani et 

al., 2011). The benefits go beyond time and convenience for retailers, as AR can act as an enabler of 

experiential marketing (e.g. Bulearca & Tamarjan, 2010; Huang & Liu, 2014; Dacko, 2017). Finally, 

AR is also expected to benefit consumer decision making (Dacko, 2017) and brand relationship with 

the retailer (Scholz & Smith, 2016). More specific benefits will be outlined in section 2.3.3. 

2.3.2. AR Research in Marketing 

Although still “lacking substantive conceptualization and empirical investigation” (Hilken et al., 

2017), studies on AR in Marketing still have quite a body of research worth noting. Some researchers 

have focused on the consumer side of acceptance, perception, and behavior towards AR apps (Hilken 

et al., 2017; Rese et al., 2017; Huang & Liao, 2015; Javornik, 2016; Poushneh & Vasquez-Parraga, 

2017). Others have attempted to discover its potential experiential value (Bulearca & Tamarjan, 2010; 

Huang & Liu, 2014) and its consequences on consumer decision making (Dacko, 2017; Javornik, 

2016b). There has also been a focus on the marketeer side of how to use and implement AR in their 
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marketing efforts (O’Mahony, 2015; Scholz & Smith, 2016), build more intimate consumer-brand 

relationships (Scholz & Duffy, 2018), and positive brand attitude (Rauschnabel et al., 2019). 

Bulearca & Tamarjan (2010) have concluded that AR is beneficial for companies and brands in that 

it can facilitate experiential marketing in retail and increase customer loyalty. Huang & Liao (2015) 

research the field of online clothing retail and test what technological and experiential factors of AR 

can lead to a user’s sustainable relationship behavior towards AR technologies, using a traditional 

technology acceptance model. The authors have further concluded that individual cognitive 

innovativeness acts as a mediator of behavioral intentions (Huang & Liao, 2015). Javornik studies 

consumers’ affective, cognitive, and behavioral responses to AR media characteristics based on a 

review of existing literature (Javornik, 2016a) and empirically tests the consumers’ responses to 

interactivity and augmentation of AR (Javornik, 2016b). The author concludes that flow - consumer 

immersion into an activity prompted by a challenging task - mediates the positive effect of perceived 

augmentation on consumers’ affective and behavioral responses (Javornik, 2016b). Hilken et al. 

(2017) adds to the strategic potential of AR for online experiences. The authors deduce that the 

simulated physical control and environmental embeddedness present in AR increases customers’ 

value perception of the online experience. The spatial presence showed to mediate and predict 

decision comfort, which in turn translates into positive behavioral (purchase) intentions (Hilken et 

al., 2017). Poushneh & Vasquez-Parraga (2017) study how consumers interact with branded AR and 

its positive effect on the user experience, satisfaction, and willingness to buy. Dacko (2017) analyses 

the benefits of mobile AR for retailing, from both a consumer and retailer perspective. The author 

concludes that AR in retailing is expected to provide more efficient and entertaining shopping 

experiences. By offering more complete information, higher decision certainty is expected, 

subsequently resulting in positive behavioral intentions and high user valuations of the retailer 

associated with the AR app (Dacko, 2017).  

Furthermore, since quite a number of companies pitch their AR apps for home use e.g. IKEA, B&O, 

and Sephora, Scholz & Duffy (2018) have recently assessed how the use of AR in a consumer’s 

intimate at-home space can mitigate simple transactional relationships between a brand and 

consumer. The authors contend that “Consumers’ homes (...) offer safe spaces for self-reflection and 
creative self-expression”, thus reflecting not only practical but also symbolic relevance for the use of 

AR in Marketing. This represents new opportunities to create more intimate, meaningful consumer-

brand relationships by overlapping branded content into one’s home or body (Scholz & Smith, 2016; 

Scholz & Duffy, 2018). The same authors also assess how self-augmentation is influenced by an inner 

context of the consumer’s sense of self. 
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From a marketeer perspective, O’Mahony (2015) expresses the importance for practitioners to 

effectively deploy AR in order to fully unfold its unique characteristics. With this, the author states 

the importance that such technologies are not misappropriated and used “just for the sake of using it” 

as a novel technology with no meaningful function. Thus, practitioners must consider their predefined 

set of objectives towards their AR app, their target market, how they want to deliver value to such 

target market, and how to integrate AR in a wider context of marketing communications or customer 

journey (not solely as an independent app) by integrating AR with other forms of media, each with 

its own suitability (O’Mahony, 2015). For example, AR enhances the effectiveness of shopping by 

allowing customers to see and try 3D items e.g. clothes and customize them with e.g. different colors. 

However, other forms of media or platforms present more suitability for other functions e.g. 

specifications about the product. Thus, AR should take part of a wider form of marketing 

communications in order to provide value for the consumer and not seem like a simple gimmick 

(O’Mahony, 2015). 

Finally, one of the most recent fields of interest is how AR can reshape mobile marketing (Scholz & 

Duffy, 2018). Mobile Shopping Marketing, referred to as the “planning and execution of all mobile-
based marketing activities that influence a shopper along and beyond the path-to-purchase”, is 

rapidly growing (Shankar et al., 2016). As mentioned earlier, most recent AR apps are utilized via 

the consumer's own mobile device, allowing brands to enter consumers’ domestic space with (virtual) 

offerings and create an intimate relationship with the users (Scholz & Duffy, 2018). Following 

Scholz’s and Duffy’s perspective, Rauschnabel et al. (2019) have quite recently conducted a research 

on how inspiration, provided by the augmentation quality and hedonic benefits of branded mobile AR 

apps, changes brand attitude. 

2.3.3. Benefits of AR in Marketing 

Given the above, it comes as no surprise that Marketing academia and practice have been testing 

which benefits could be extracted from AR employment. It is apparent that there exist opportunities 

for both consumer engagement and brand-user relationships (Scholz & Smith, 2016), along with 

increased chances for selling (Carmigniani et al., 2011; Dacko, 2017). These are intrinsically 

correlated to the extent in which AR shopping experience, and the interactions it allows for, enables 

consumers to better visualize items and improve their brand perception, which can enhance their 

buying intentions (Poushneh & Vasquez-Parraga, 2017; Kim & Forsythe, 2008). Scholars praise AR 

for providing an interactive, innovative, and creative way of capturing the consumer’s attention and 

allowing for unique experiential values (Huang & Liu, 2014; Dacko, 2017; McCormick et al., 2014). 
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Moreover, it allows the user to get product information that resembles the one acquired by exploring 

the product directly, thus reducing the product risk associated with the uncertainty of not seeing the 

product in the real world (Bonetti et al., 2018; Huang & Liao, 2015). Hilken et al. (2017) add that AR 

can diminish users’ mental effort when imagining how products would actually look. Consequently, 

AR can facilitate consumers’ decision making (Dacko, 2017) as it allows them to quickly simulate 

various items from a catalog.  

Furthermore, Huang & Liu (2014) add that along with the benefits stemming from enriched 

information and convenience, AR delivers interactivity and rich sensory drivers (e.g. sound, text, 

images, body language), which emphasize the user’s immersiveness and engagement. The same 

authors (Huang & Liu, 2014) praise AR for creating more personal and interactive catalogs, 

stimulating consumer buying intentions and brand impression. Such stimulation is highlighted by 

Huang & Liao (2015) who, inspired by Fogg (2003) and Mathwick, Malhotra & Rigdon (2001), 

accentuate the persuasiveness power of AR to convince consumers, both due to the richness of its 

utilitarian functions (e.g convenience and enhanced information) and its hedonic ones (e.g. sensory 

rich and interactive experience). 

Olsson et al. (2013) add to this dual - hedonic and utilitarian - point of view. The authors state that 

mobile AR can offer playful, inspiring, lively, and surprising experiences, thus making them pleasant 

and stimulating for the consumer. Moreover, on a less emotional side, they claim that mobile AR 

facilitates rich and contextually meaningful information (Olsson et al., 2013).  

Additionally, in a research made in collaboration between Mindshare, Neuro-Insight UK, and Zappar 

(2018), brain-imaging using Steady State Topography (SST) technology indicates much higher levels 

of attention, memory encoding, and emotional intensity on participants which performed tasks with 

AR, compared to ones that performed the same task with non-AR systems. The research had a sample 

of 151 participants in the UK and is one of the first studies measuring the neurological effect of AR 

(Mindshare, 2018) 

On a more hedonic perspective of AR value, Javornik (2016b) explores how interactivity in AR 

creates experiential value through its ability to create flow. The author defends that what distinguishes 

AR from other interactive technologies is its ability to visually augment reality in real time, which 

can create a more immersive flow - a user’s absorbing states when using interactive features 

(Javornik, 2016b). On a hedonic note as well, Rauschnabel et al. (2019), study the impact of 

augmentation in AR on consumers’ perception and evaluation of brands. Their research concludes 

that marketers should consider evaluating mobile AR apps based on its inspiration potential.  
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Although most of the literature highlights the benefits for the AR user, Dacko (2017) adds a retailer 

perspective. The author states that retailers who make use of mobile AR will benefit from improved 

conversion of consumers and decreased return rates, as they enable virtual trials of the product, which 

can be experientially similar to physical ones. This can increase their customers’ purchase certainty, 

satisfaction, and loyalty. Additionally, by giving consumers more complete information and 

demonstration on the measures of the items e.g. weight and height, retailers avoid the costs associated 

with returning goods. These benefits can be further enhanced if the mobile AR allows for the 

consumers to personalize pre-purchase options, meeting the increasing demands for personalization 

and gathering data on customer preferences to adjust the offerings. Finally, he suggests that AR 

hedonic elements of surprise and entertainment can encourage shoppers to share it with their social 

networks and thus create a viral effect, which can ultimately lead to a larger pull of customers for the 

retailer (Dacko, 2017). 

On a summary note, scholars defend that AR is a unique system enabling valuable and stimulating 

experiences and thus offers companies great opportunities for the practice of experiential marketing 

(e.g. Scholz & Smith, 2016; Huang & Liao, 2015; Bonetti et al., 2018; Bulearca & Tamarjan, 2010; 

Yaoyuneyong et al., 2016). This represents new opportunities to create more intimate, meaningful 

consumer-brand relationships by overlapping branded content into one’s home or body (Scholz & 

Smith, 2016; Scholz & Duffy, 2018). On this note, in what comes to the effects of AR on brands, 

although research has praised it (Scholz & Smith, 2016; Scholz & Duffy, 2018), it remains quite 

vague what the impacts are in this field (Scholz and Duffy, 2018). However, some scholars have 

appointed factors worth noting. Scholz & Duffy (2018) found that people are willing to forgive minor 

imperfections of AR apps, as long these flaws do not indicate that the brand is careless towards the 

consumer and prioritizes its own interests. In other words, brands have a certain error margin when 

developing their AR apps. The authors conclude from such findings that marketers should embrace 

AR, even if they are hesitant about whether the technology is perfect (Scholz & Duffy, 2018). 

Yaoyuneyong et al. (2016) highlight that “marketing shifted from a focus on individual transactions 
to a focus on long-term customer relationships”. The authors borrow Fournier’s (1998) idea that 

consumers can interact with brands as they interact with individuals, thereby increasing the need to 

understand consumer-brand interactions. Such interactivity inherent to AR, can hence provide a novel 

way for companies to engage with consumers through experiential marketing. 

In sum, the attentive reader can already see a pattern in that most authors indicate both emotional 

enabling features - hedonic values - as well as usefulness features - utilitarian values - of AR apps 

(Huang & Liao, 2015; Dacko, 2017; Hilken et al., 2017; Rauschnabel et al., 2019; Javornik et al., 
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2016; Olsson et al., 2013; Huang & Liu, 2014), or at least one of these. Olsson et al. (2013), for 

example, found that users expect both utilitarian and hedonic values from AR apps, but are mostly 

concerned with utilitarian aspects such as usability, efficiency, and acquiring superior information. 

Dacko (2017) states that from literature one might conclude that user perceptions of hedonic value 

may be a stronger determinant than usefulness or other utilitarian motivation to accept new interactive 

technologies. However, the same author then finds that utilitarian benefits of AR are the most pursued 

by consumers. From Javornik (2016a) one might perceive that hedonic values of AR are what 

distinguishes it from other interactive technologies. Despite this, most authors include both hedonic 

and utilitarian and find that both are relevant. Rauschnabel et al. (2019) adds that the difference in 

utilitarian and hedonic motivations can be traced to the type of AR application. Given the different 

findings in literature, Dacko (2017) defends that there is still a “need to examine more deeply both 
utilitarian and hedonic qualities in mobile AR shopping apps”.  

3. Pillar 2: Experiential Marketing and Values 

As mentioned in the first Pillar of the Literature, AR is inherently tied to interactivity and immersion. 

Such values go hand in hand with the concept of Experiential Marketing and Experiential Values 

(Huang & Liao, 2015; Huang & Liu, 2014). As the reader can already recognize from section 2.3, 

there is a clear pattern of studies towards user experience and experiential values, which AR 

technologies allow for. Both from the perspective of consumer expectations and the characteristics of 

AR that can meet those same expectations.   

As Craig (2013) points out, humans interact with different media in different ways: “people read a 
book, watch a movie, listen to music”. When it comes to engaging with Augmented Reality, “people 
experience it”. Indeed, many scholars defend that AR is a unique system enabling valuable and 

stimulating experiences, which has an effect on consumer satisfaction, decision making, purchase 

intentions, and brand attitude and relationship (e.g. Poushneh & Vasquez-Parraga, 2017; Bonetti et 

al., 2018; Rauschnabel et al., 2019; Scholz & Duffy, 2018; Scholz & Smith, 2016; Huang & Liao, 

2015; Bulearca & Tamarjan, 2010; Huang & Liu, 2014; Yaoyuneyong et al., 2016).  

Building on this, Huang & Liu (2014) elaborate with theories of experiential values from Holbrook 

(1994) and Mathwick et al. (2001) to defend that besides increasing convenience, product 

information, and mitigating the high risk leading low purchase intentions, AR creates experiential 

values that increase consumers’ confidence in shopping. The authors then conclude that companies 

should view AR as more than a functional technology, as it can deliver persuasiveness through unique 
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experiential values. Huang & Liao (2015) add that AR enriches the entertainment and playfulness of 

shopping experiences, and that experiential values should be taken into consideration when studying 

the acceptance of such technology. Thus, considering AR as a type of persuasive technology that 

creates and conveys experiential value rather than purely functional needs (Huang & Liu, 2014), the 

online retail experience has to deliver unique experiential value, while meeting the user’s expectations 

for shopping (Huang & Liao, 2015). In line with this notion, Javornik (2016) underlines the role of 

augmentation in triggering immersion and playfulness within such context, in turn creating 

experiential value. Thus, it comes naturally that the suitability of these concepts towards the 

acceptance of Try Out mobile AR apps should be addressed.  

Consequently, this Pillar of the Literature will give an overview of the concepts and research directed 

to Experiential Marketing along with the Experiential Values, which scholars have appointed to 

constitute the consumer experience. This sets the scene to integrate the most suitable experiential 

values, which can contribute to a more concise technology acceptance conceptual framework of AR 

Try Out apps among consumers, hence contributing to close the gap addressed in the Problem 

Statement, and ultimately contribute to answering the research question.  

3.1. Experiential Marketing as a Concept  

“Experience” has become an important economic and marketing value since its first use in late 1990s 

(Pine & Gilmore, 1998; Schmitt, 1999). Pine and Gilmore (1998, p. 98) use the concept of experience 

in business as: “when a company intentionally uses services as the stage, and goods as props, to 
engage individual customers in a way that creates a memorable event”. Schmitt (1999) proposes that 

customer experience represents interactivity between a customer and a service/product that provides 

sensory, emotional, cognitive, behavioral, and relational values to the customer with the ultimate goal 

being to build a holistic experience. In 2011, Schmitt refers to the term as “perceptions, feelings, and 
thoughts that consumers have when they encounter products and brands in the marketplace and 
engage in consumption activities — as well as the memory of such experiences” (Schmitt, 2010, p. 

60). Furthermore, one can differentiate experience from service values in that experience has the 

potential to create memories through emotions (Pine & Gilmore, 1998), including phantasy, 

excitement, pleasure, and joy (Schmitt, 1999). 

Pine & Gilmore (1998) conceptualize the “Experience Economy” as a new era following the 

dominance of the product and service economy, departing from the idea that experiences are the new 

value offerings in the economy. The shift of focus from organizations must then be towards adding 
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value to their offerings by enhancing consumers’ memorable and satisfactory experiences that engage 

them on an emotional, physical, intellectual, and spiritual level (Pine & Gilmore, 1998). The authors 

then define four realms of a memorable consumption experience: entertainment, educational (by 

educating the consumer), escapist (by allowing the consumer to be immersed and escape from reality), 

and aesthetic (by granting the consumer an aesthetic object or place to see) (Pine & Gilmore, 1998). 

The “Experience Economy” then ramped up research on “Experiential Marketing” in which authors 

study how experiences offer entertaining, interactive, and thus engaging moments for the consumer 

and can therefore benefit both consumers and organizations. This new approach to Marketing has one 

of its main foundations in Schmitt (1999). According to this author, traditional marketing and 

business concepts provide limited guidance for capitalizing on the emerging experiential economy. 

“Traditional marketing was developed in response to the industrial age, not the information, 
branding and communications revolution we are facing today.” (Schmitt, 1999, p. 12).  

The author then conceives the idea of Experiential Marketing and builds a conceptual framework of 

Strategic Experiential Modules (SEMs) that compose an experience, along with Experience Providers 

(ExPros) which marketers can use to stimulate those same experiences. These will be addressed more 

thoroughly in section 3.2.1. 

In his book, Schmitt (1999) opposes product-oriented traditional marketing to customer-oriented 

experience marketing. He then adds that consumers are not solely driven by rational choices but also, 

and frequently, by emotions. Hence, Schmitt (1999) sets experiential marketing as creating a 

connection to customers, triggered by e.g. people, product package or design, communications, digital 

presence. 

3.2. Experiential Values 

As a natural progression of research, authors have started conceptualizing specific experiential values 

which constitute an experience in the marketing realm. Schmitt (2010) defends that in the context of 

experiential marketing, value does not only reside in products or services consumed, or the pursuit 

for product information, but also lies in the experience of consumption itself. In retailing contexts, 

Mathwick et al. (2001) contend that experiential value helps retailers build and manage relationships 

with consumers. Both authors have highly contributed to the conception of experiential values and 

will thus be addressed in this section. 
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3.2.1. Schmitt’s Strategic Experience Modules - SEMs 

In one of the most recognized books in the field, Schmitt (1999) proposes a framework of experiential 

marketing, containing the values which constitute an experience - Strategic Experience Modules 

(SEMs) - and the stimuli triggering those experiences - Experience Providers (ExPros). 

The author conceptualizes an experience into five dimensions: Sensory Experience (SENSE), 

Affective Experience (FEEL), Creative Cognitive Experience (THINK), Social-Identity Experiences 

(RELATE) and Physical and Behavioral experience (ACT) (Schmitt, 1999; 2010). Sensory 

experiences trigger consumers’ senses - sight, sound, touch, taste, and smell - and thus remains in a 

consumer’s mind through that. Affective experiences appeal to consumers’ inner emotions and 

feelings e.g. joy and surprise, which can improve the brand-consumer relationship. Creative 

Cognitive experiences aim at triggering consumers’ intellect by creating cognitive and problem-

solving experiences which engage them creatively. Social-identity experiences are more exogenous 

oriented and take into account individuals’ desires to be part of a social context by relating to it in 

order to create a sense of self-improvement. Finally, Physical experiences trigger new ways of 

behaving and lifestyles (Schmitt, 1999). 

Schmitt (1999) then defends that when individuals engage in an interactive shopping experience, such 

sensations described above are induced rather than intrinsically generated. Hence, it becomes crucial 

to investigate what triggers those simulations: the ExPros. These can be composed by e.g. product 

presence, communication, electronic media, spatial environment, and people. SEMs and ExPros form 

the basis for companies to embrace Experiential Marketing (Schmitt, 1999).  

3.2.2. Mathwick et al.’s Experiential Values 

Mathwick et al. (2001) studies experiential value in the internet shopping environment and suggests 

four types of experiential value: consumer return on investment, aesthetics, service excellence, and 

playfulness. The first refers to the consumer’s returns on finance, time, behavior, and mental 

investment in acquiring rewards and benefits; the second comprises visual appeal and entertainment 

value that can be controlled through design, color, and vividness; the third relates to consumer’s 

appraisal of the services or products’ performance; the last value takes the form of consumer’s fun 

and enjoyment, making them escape reality. 

Gentile, Spiller, and Noci (2007) highlight that utilitarian values are still one of the main drivers of 

customers’ evaluation and perception of a new product or service. Therefore, it ought to be paid full 

attention, particularly when those functionalities act as enabling factors for great experiences. Tracing 
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this to AR mobile apps, and more specifically the Try Out one, it shows to be significantly important 

to include such values. 

As Huang & Liao (2015), the authors of this thesis find it relevant to add a more utilitarian value to 

the acceptance of AR experiences. As Schmitt’s dimensions of experiential values represent a more 

hedonistic part of the experience, the writers consider it important, just like Mathwick et al. (2001), 

to add a more utilitarian value, namely: Return on Investment (ROI). Such value, added to Schmitt’s 

experiential modules, can increase consumer confidence in online shopping (Mathwick et al., 2001). 

4. Pillar 3: Technology Acceptance 

As the Third Pillar of the Theory, this chapter will investigate the importance of technology 

acceptance and its relevance within the context of AR. The chapter will, in combination with the two 

previous Pillars, help form the Theoretical Framework of this paper, as outlined in the Problem 

Statement. 

4.1. Technology Acceptance and Its Contextual Significance 

When studying information systems and technology and the adoption of these, a framework 

frequently applied is the Technology Acceptance Model, commonly referred to as TAM (see 

Appendix 1) (Davis, 1989; Davis, Bagozzi, & Warshaw, 1989; Rese et al., 2017). This is first 

presented in the late 80’s (Davis, 1989; Davis et al., 1989) and posits a model in which external 

factors, such as the design of the technology, feed into perceived usefulness and perceived ease of 

use. These then establish the attitude of the user, which subsequently leads to the behavioural 

intention to use the technology at hand (Davis, et al., 1989; Rese et al., 2017). These two determinants 

refer to how useful the user finds the technology and how much effort they must put into using it 

(Davis, 1989; Davis et al., 1989). This has since become the most influential theory of information 

systems, expanding its application to various contexts, including technical innovations pertaining to 

retail (Huang & Liao, 2015; Rese et al., 2017). This establishes the TAM as the transcendental starting 

point for inquiry into technological advancements, such as this paper means to do.  

Since its inception, TAM has been reiterated (e.g. Davis et al., 1989, 1992) and adapted on multiple 

occasions, resulting in variations such as TAM2 and TAM3 (Venkatesh & Davis, 2000; Venkatesh, 

Thong, & Xu, 2016). Underlying all the variations of TAM is a behavioural reasoning, which states 

that reactions to using IT (information technology) feed into the intention to use such IT, which 

subsequently leads to its actual use (Venkatesh et al., 2003). In the context of this thesis, this means 
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that the observations and study of reactions and intentions are assumed to be direct indicators of actual 

use (see Appendix 2).  

The simplicity of TAM makes it easy for most to understand the inherent relationship between its 

determinants. However, this simplicity has also generated much criticism from the academic 

community, especially when it comes to its measurements and their validity (Rese et al., 2017). An 

example is the translation of self-reported measurement scales in TAM inquiries, which renders the 

final constructs subject to much researcher bias, thus making the final conclusions on usage levels 

difficult across technological contexts (Rese et al., 2017).  

Technology Acceptance Meets Augmented Reality 

Technology acceptance in connection with AR has been studied previously, although sparsely and 

based on the original TAM. Huang & Liao (2015) have studied sustainable relationship behavior 

intentions towards AR in line with the original TAM and Mathwick et al.’s (2001) experiential values. 

The authors defend that because AR allows for an interactive experience, it not only conveys similar 

product information to the user as a physical experience might (usefulness factor of TAM), but also 

provides an experience which enriches the entertainment and playfulness of shopping. Hence, in 

terms of its acceptance, Huang & Liao (2015) take into account AR capabilities of delivering the 

unique experiential values. Also based on the original TAM, Rese et al. (2017) studies its suitability 

towards acceptance of AR and adds perceived enjoyment and informativeness as AR variables 

leading to perceived usefulness.  

One specific element highlighted concerning technology acceptance, which continues to be of 

importance in relation of AR technology, is the intrinsic motivational factor of perceived enjoyment 

(Davis et al., 1992; Olsson et al., 2013; Rese et al., 2017). This enjoyment is defined as “the extent 
to which the activity of using the computer is perceived to be enjoyable in its own right, apart from 
any performance consequences that may be anticipated” (Davis et al., 1992, p. 1113). In regard to 

AR, it is expected that its interactive nature offers a playful and entertaining momentary experience 

(e.g. Huang & Liao, 2015; Olsson et al., 2013; Rese et al., 2017) for the user. This further plays into 

the perceived enjoyment of the use of the technology and thereby renders the original TAM sub-

optimal when it comes to the inquiry of this paper and another adaptation will therefore be adopted 

by the researchers.  

Since its inception, this otherwise simple model has been extended and altered on a multitude of 

occasions. One of these iterations - the Unified Theory of Acceptance and Use of Technology - is of 
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particular interest within the context of this research and will be elaborated on in the following 

section.   

4.2. Unified Theory of Acceptance and Use of Technology (UTAUT) 

Specifically, one iteration of TAM is of interest to the researchers and that is the Unified Theory of 

Acceptance and Use of Technology (UTAUT). Similarly to TAM, this adaptation also has its origin 

in an organizational setting, studying the longitudinal prevalence of the adoption of technology 

regarding information systems (Venkatesh & Davis, 2000; Venkatesh et al., 2003) but has since been 

adapted to and applied in numerous contexts (Venkatesh et al., 2016). 

This model is the result of a lengthy, empirically oriented review of eight separate theories concerned 

with different perspectives on behavior and innovation (Venkatesh et al., 2003). These are the theory 

of reasoned action, TAM, the motivational model, the theory of planned behavior, a model combining 

the TAM and the theory of planned behavior, the model of PC utilization, the innovation diffusion 

theory, and the social cognitive theory (Venkatesh et al., 2003). With this spectrum of models 

constituting the foundation of the UTAUT, it can be assumed that as a model it provides solid support 

for the establishment of further application and analysis.  

UTAUT identifies four determinants of behavioral intention, which ultimately lead to behavioral 

usage of the technology (Venkatesh et al., 2003). These are 1) Performance Expectancy, 2) Effort 

Expectancy, 3) Social Influence, and 4) Facilitating Conditions.  

Firstly, Performance Expectancy refers to “(...) the degree to which an individual believes that using 
the system will help him or her to attain gains in job performance.” (Venkatesh et al., 2003, p. 447). 
Performance Expectancy is, according to the authors, the strongest indicator of intention of the four 

determinants (Venkatesh et al., 2003), and is proportionate to ‘perceived usefulness’ from TAM 

(Davis, 1989). Secondly, the determinant Effort Expectancy’ is “(...) the degree of ease associated 
with the use of the system.” (Venkatesh et al., 2003, p. 450). This definition aligns with the concept’s 

origin as it equitable to ‘perceived ease of use’ from TAM (Davis, 1989). An interesting aspect of 

this determinant is that its significance decreases over time with prolonged usage of the technology 

(Venkatesh et al., 2003). Thirdly, Social Influence is defined as “(...) the degree to which an 
individual perceived that important others believe he or she should use the new system.” (Venkatesh 
et al., 2003, p. 451). This determinant is of a more influential nature and is said to have an impact on 

individual behavior through the mechanisms of compliance, internalization, and identification 

(Venkatesh & Davis, 2000; Venkatesh et al., 2003). Lastly, Facilitating Conditions is delineated “(...) 
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as the degree to which an individual believes that an organizational and technical infrastructure 
exists to support use of the system.” (Venkatesh et al., 2003, p. 453). In rough terms, this translates to 

the compatibility of the technology with the context in which it is to be used. Interestingly, this 

determinant is found non-significant in predicting intention, if both the first and second determinants 

are present (Venkatesh et al., 2003). However, empirical results indicate that this construct has a 

direct influence on usage beyond what is explained by behavioral intentions alone (Venkatesh et al., 

2003), which is why it must still be taken into consideration.  

However, this specific iteration of the UTAUT is of a more general nature and specifically tested in 

an organizational settings. In an inquiry relating to other contexts, this theoretical model falls short 

of contextual relevance, and has therefore to be adapted to different contexts. An example of this is 

Yang’s (2010) research on the suitability of such a model for Mobile Shopping Services. As the 

context of this thesis falls under Mobile Shopping Marketing, it is deemed relevant to explore this 

further. 

4.3. UTAUT in a Mobile Shopping Context 

With the continuous development and advancements in technology, it is only reasonable that the 

corresponding analytical model should accompany this development. To accommodate the increasing 

interest in Mobile Shopping Marketing and AR (Rese et al., 2017), as elaborated on in chapters 1 and 

2 yet another iteration of the UTAUT has seen the light of day within this specific context (see Fig. 

5).  

As highlighted by Yang (2010), Mobile Shopping presents a unique opportunity for retailers to 

connect and interact with consumers. This theoretical perspective focuses on the commerce 

opportunities present within the already accepted mobile device and its subsequent adoption. With a 

foothold in the UTAUT, this iteration makes use of the same concepts, however reshuffling the 

structure of the model to suit its new contextual purpose (Venkatesh et al., 2003; Yang, 2010).  
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Fig. 5.  UTAUT for Mobile Shopping Services. Found in Yang (2010).  

Following the restructuring of the model structure, two other changes are worth mentioning; firstly, 

the determinant of Attitude has been re-introduced from the original TAM model (Davis, 1989). This 

determinant has previously been tested as a predictor for intention and yielded significant results, as 

reported by Yang (2010). Secondly, Performance Expectancy is split into a dual-determinant, 

differentiating between Utilitarian Performance Expectancy and Hedonic Performance Expectancy 

(Yang, 2010). This division is found significant through testing and the inclusion of Hedonic 

Performance Expectancy is explained as follows: “Further, the consequent effect of hedonic 
performance expectancy on attitude was more salient than the effect of utilitarian performance 
expectancy on attitude toward using mobile shopping services; therefore hedonic or entertainment 
aspects of mobile shopping services are critical determinants of consumer use of mobile shopping 

services.” (Yang, 2010, p. 267) 

In this new model, Effort Expectancy and Facilitating Conditions keep their original definitions 

(Venkatesh et al., 2003), as outlined in section 4.2, whereas the rest are further outlined for this 

specific context. This new model therefore requires more explanation when it comes to the definitions 

of the determinants - specifically Utilitarian and Hedonic Performance Expectancy, Attitude, and 

Social Influence.  

Utilitarian Performance Expectancy is defined as “the degree to which an individual believes that 
using technology services will facilitate the individual in achieving task performance” (Yang, 2010, 
p. 263), within their Mobile Shopping experience. Hedonic Performance Expectancy is defined as 

“the degree to which an individual believes that using the technology services is fun” (Yang, 2010, 
p. 264). Its inclusion stems from the notion that hedonic values are closely linked to the usage of 
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mobile technology (Yang, 2010). This determinant includes the “experiential and emotional aspects 
of services derived from the multisensory, emotive and entertainment aspects of experiences in the 
consumption process” (Yang, 2010, p. 264). This definition includes the experiential elements of the 

consumption process and thusly reiterates the second pillar of this paper’s theoretical foundation - 

Experiential Marketing - as relevant within this context. This definition also aligns with the notion of 

perceived enjoyment (Davis et al., 1992; Rese et al., 2017), which was mentioned in relation to the 

general acceptance of AR technology earlier in the paper. The other newly reintroduced determinant 

Attitude is defined as “a person’s positive or negative feelings toward behavior” (Yang, 2010, p. 
263). Thereby it has a natural function as a mediating determinant when researching Behavioral 

Intention and following use. 

Lastly, Yang (2010, p. 264) defines Social Influence as “the degree to which an individual consumer 
perceives how important others believe he or she should adopt mobile shopping services (...) 
consumer behavioral intention to use mobile shopping services is expected to be influenced by their 
important others’ perceptions of mobile shopping services use. Further, due to its service newness, 
consumers are expected to be more likely to be interdependent with important others’ perceptions of 
mobile shopping services capabilities and qualities”. 

To recapitulate, for inquiries within the field of Mobile Shopping Marketing, this model is more 

salient than the non-adapted UTAUT and will therefore accompany the researchers of this thesis in 

their investigation into the determinants of Acceptance of AR in Mobile Shopping Marketing. The 

intersection between the technology acceptance and the experiential marketing within the context of 

AR will lay the foundation for the further exploration of this paper. This overlap will be discussed 

and outlined in the Theoretical Framework presented in the following chapter. 

5. Theoretical Framework 

In this chapter, the researchers will outline the model, which will determine the research going 

forward. Drawing upon the outlined theory, the forthcoming sections integrate the three pillars of AR, 

Experiential Marketing, and Technology Acceptance into a model of AR experience, specific to the 

context of the research. Furthermore, the hypotheses in relation to the upcoming testing of the model 

will be outlined.  

Huang & Liu (2014) have borrowed theories of experiential values from Holbrook (1994) and 

Mathwick et al. (2001) to defend that besides increasing convenience, product information, and 

mitigating the high risk leading low purchase intentions, AR creates experiential values that increase 
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consumers’ confidence in shopping. The authors then conclude that companies should view AR as 

more than a functional technology, but rather one that should deliver persuasiveness through unique 

experiential values. Other authors share this perspective as reviewed in chapter 3. Thus, the present 

thesis will use a framework of research which merges concepts from the Three Pillars of Theory. 

The following visual is a depiction of the Theoretical Framework and the accompanying hypotheses 

embedded within this concerning the relationships of the determinants.  

 
Fig. 6.  UTAUT for AR in Mobile Shopping Marketing with Experiential Considerations 

The above model will be further explained, firstly in relation to the determinants and the experiential 

values within these. Following this, the hypotheses as visualized above will be outlined. 

5.1. AR, Experiential Marketing and Technology Acceptance 

The UTAUT for Mobile Shopping is, as visualized above, put into a framework of Experiential 

Marketing, which this section will elaborate on.  
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The above model is divided into two parts; on the left are the determinants of Technology Acceptance 

that pertain to the immediate interaction of using AR in a Mobile Shopping context, while the right 

side encompasses the determinants which relate to elements outside the immediate sphere of the 

offered AR interaction. 

As is visible in the above model, the Effort Expectancy feeds into both Utilitarian Performance 

Expectancy and Hedonic Performance Expectancy, as it is the basis for usage. Juxtaposing these two 

elements aligns with previous research on AR, which has shown that AR apps can generate both 

utilitarian as well as hedonic benefits (e.g. Rauschnabel et al., 2019; Hilken et al., 2017; Javornik et 

al., 2016). Moreover, in the model, these in combination serve as the foundation of Attitude creation, 

all based on the experience with the technology. This Attitude subsequently becomes one of the 

determinants of Behavioral Intentions, along with Social Influence and Facilitating Conditions. The 

two latter determinants are outside the immediate context of the experience, as they relate to 

exogenous aspects and are more longitudinal in nature but are nevertheless relevant to Behavioral 

Intentions and the adoption of the technology.  

The attentive reader may notice the perforated line between Behavioral Intentions and Usage 

Behavior. This detail is specifically aimed towards the lack of direct observance of the usage of the 

technology outside the context of this research. However, intention to use is viewed as a direct 

indicator of actual use (see Appendix 2) and is therefore deemed as a sufficient research subject within 

the scope of this research.  

The definitions of Effort Expectancy, Attitude, and Behavioral Intentions continue as those presented 

in chapter 4. Elements from Experiential Marketing, previously explored in Pillar 2 of the Theory, 

have been chosen as a basis for analysis for certain determinants - more specifically, Utilitarian 

Performance Expectancy, Hedonic Performance Expectancy, and Social Influence. This goes in line 

with the present thesis’ experiential perspective on AR acceptance, focusing on the holistic 

experience, and will be clarified below. 

Utilitarian Performance Expectancy (Yang, 2010) - ROI (Mathwick et al., 2001) 

Firstly, Mathwick et al.’s (2001) notion of ROI (Return on Investment) aligns well with the expected 

level of usefulness perceived by the user, as included in Utilitarian Performance Expectancy. Hence, 

it is presumed complementary and included when investigating this determinant. Referring back to 

theory, Yang (2010) borrows the notion of Utilitarian Performance Expectancy from Venkatesh et al. 

(2003) and applies it to mobile shopping services, stating that “when mobile shopping services help 
consumers save shopping time, compare product, and get relevant information in their hands at user 



42 of 243 

pinpoint locations, consumers are expected to have a positive attitude toward using mobile shopping 
services” (Yang, 2010, p. 264), and is also reflected by “flexibility of use, consideration of time and 
place, personalization, and shopping effectiveness”(Yang, 2010, p. 263). This goes hand in hand with 

the experiential value notion of ROI by Mathwick et al. (2001) which reflects the consumer’s returns 

on finance, time, behavior, and mental investment in acquiring rewards and benefits. Thus, the 

analysis of this factor will borrow this experiential value perspective of Utilitarian Performance 

Expectancy towards AR, compared to DC. 

Hedonic Performance Expectancy (Yang, 2010) - SENSE, FEEL and THINK (Schmitt, 1999) 

Secondly, Schmitt’s (1999, 2010) concepts of SENSE, FEEL, and THINK taken from the SEMs, and 

previously explored in Pillar 2 of Theory, correspond to and elaborate on the identified content of 

Hedonic Performance Expectancy, referred by Yang, (2010) as “multisensory, emotive and 
entertainment aspects”.  To elaborate on this, Affective experience (FEEL) can be commonly 

translated to sentiments like playfulness, joy, fun etc. (Schmitt, 1999) and thus correspond to both the 

emotive and entertainment aspects of Hedonic Performance Expectancy (Yang, 2010). In line with 

studies addressed in Pillar 1 of Theory, this shows to be suitable in AR research, as this technology 

has the ability to enhance affective responses in a Marketing Context (e.g. Javornik, 2016b; Scholz 

& Duffy, 2018). The Creative Cognitive experience (THINK) and the Sensory experience (SENSE) 
(Schmitt, 1999) align with the emotive and the multisensory responses to an experience (Yang, 2010), 

but also elaborate on the original inquiry themes in this determinant by adding creativity into the mix. 

Just like the Affective experience, Creative and Sensory experiences go hand in hand with research 

in AR in Marketing. Creative Cognitive experience aligns with Rauschnabel et al.’s (2019) study, 

which recently concludes that inspiration, provided by hedonic benefits of branded mobile AR app, 

changes brand attitude. Likewise, Sensory experience is also praised in AR research, e.g. Huang & 

Liu (2014) conclude that AR transmits experiential value to users mainly by rich sensory drivers such 

as visual and sound simulation. 

Social Influence (Yang, 2010) - RELATE (Schmitt, 1999) 
Lastly, Social Identity experience (RELATE), also from SEMs (Schmitt, 1999) is deemed relevant for 

the Social Influence determinant due to their similar focus on exogenous social elements. Elaborating 

on Yang’s (2010) definition of Social Influence, Schmitt’s experiential value of Social Identity 

experience (RELATE) (Schmitt, 1999) highlights the value which expands beyond the private sphere 

of the individual, by relating to others (e.g. peers, family, colleagues etc.), thus creating a sense of 

self-improvement. Again, due to the analogous focus of this determinant, the thesis utilizes this 



43 of 243 

elaboration for the purpose of keeping an experiential marketing view point on the model of 

acceptance of AR.  

A comment must be made on the technology itself in relation to the model. With the general 

advancement of the technology, concerns regarding the overall quality of augmentation, registration, 

and interactivity - as introduced in Pillar 1 as crucial elements to AR - are eliminated due to the choice 

of app (i.e. B&O AR Experience App) tested in this thesis, as outlined in section 1.3.3. Hence, the 

model embraces a more holistic approach to the experience of the user in connection with AR. 

However, it should be noted that with technologies perceived to be sub-optimal, this could still pose 

a concern. 

5.2. Hypotheses Development 

For this research, seven hypotheses are developed, each corresponding to an element of the model 

presented above. When taking into consideration the comparative element of the study, as indicated 

in the problem statement, and the two groups of interest, the study finds itself with 14 hypotheses in 

total, divided amongst the two groups. The 14 hypotheses correspond to the relationships between 

the different determinants in the model and can therefore be said to underlie seven hypotheses themes 

and will be thusly outlined below.  

Prior to outlining the hypotheses, the argument for including DC experience as a comparative element 

must be reiterated. As outlined by Rese et al. (2017) the use of a control group testing a non-

augmented app should be included in studies of AR effect. In the context of this research, a digital 

catalog is therefore included as the baseline of an already used technology, thus offering a point of 

reference for the study with the exact same tasks and conditions for both groups.  

5.2.1. Hypotheses 1: Effort Expectancy and Utilitarian Performance Expectancy 

For the first hypotheses, this paper follows the outline by Yang (2010), in which his model shows 

Effort Expectancy to exert an effect upon Utilitarian Performance Expectancy. The authors of this 

thesis identify Effort Expectancy as the independent variable and Utilitarian Performance Expectancy 

as the dependent variable in this relationship. Therefore, this paper posits the following two 

hypotheses for the relationship between Effort Expectancy and Utilitarian Performance Expectancy: 

H1a: Effort Expectancy has a positive effect on Utilitarian Performance Expectancy for an 
Augmented Reality Experience  
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H1b: Effort Expectancy has a positive effect on Utilitarian Performance Expectancy for a 
Digital Catalog Experience  

5.2.2. Hypotheses 2: Effort Expectancy and Hedonic Performance Expectancy 

For the second hypotheses, the authors of this thesis posit Effort Expectancy as having an effect on 

Hedonic Performance Expectancy, again following the framework outlined by Yang (2010). Thereby 

in this relationship, Effort Expectancy is the independent variable and Hedonic Performance 

Expectancy is the dependent variable, as is outlined in the following hypotheses: 

H2a: Effort Expectancy has a positive effect on Hedonic Performance Expectancy for an 
Augmented Reality Experience 

H2b: Effort Expectancy has a positive effect on Hedonic Performance Expectancy for a 
Digital Catalog Experience  

5.2.3. Hypotheses 3: Utilitarian Performance Expectancy and Attitude 

With the reintroduction of Attitude into the model, the authors of this thesis expect Utilitarian 

Performance Expectancy to exercise influence on it. Utilitarian Performance Expectancy takes the 

place of the independent variable in this relationship, while Attitude is the dependent variable. The 

hypotheses are as follows:  

H3a: Utilitarian Performance Expectancy has a positive effect on Attitude for an Augmented 
Reality Experience  

H3b: Utilitarian Performance Expectancy has a positive effect on Attitude for a Digital 
Catalog Experience  

5.2.4. Hypotheses 4: Hedonic Performance Expectancy and Attitude 

The split of the performance expectancy determinants translates into the hypotheses, wherein Hedonic 

Performance Expectancy is also hypothesized to have an influence on Attitude. Hence, Hedonic 

Performance Expectancy is the independent variable and Attitude is the dependent variable in the 

following two hypotheses for the groups:  

H4a: Hedonic Performance Expectancy has a positive effect on Attitude for an Augmented 
Reality Experience 
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H4b: Hedonic Performance Expectancy has a positive effect on Attitude for a Digital Catalog 
Experience  

5.2.5. Hypotheses 5: Attitude and Behavioral Intentions 

In the model from the Theoretical Framework, Attitude has the place of a moderating determinant in 

determining Behavioral Intention. Attitude is subsequently the independent variable, whereas 

Behavioral Intention is the dependent variable. The hypotheses are therefore outlined as:   

H5a: Attitude has a positive effect on Behavioral Intentions for an Augmented Reality 
Experience 

H5b: Attitude has a positive effect on Behavioral Intentions for a Digital Catalog Experience  

5.2.6. Hypotheses 6: Social Influence and Behavioral Intentions 

Continuing the inquiry into Behavioral Intentions, Social Influence is theorized to have an effect on 

this. Thereof, Social Influence becomes the independent variable and Behavioral Intention continues 

as the dependent variable. This is reverberated in the following hypotheses:  

H6a: Social Influence has a positive effect on Behavioral Intentions for an Augmented Reality 
Experience 

H6b: Social Influence has a positive effect on Behavioral Intentions for a Digital Catalog 
Experience  

5.2.7. Hypotheses 7: Facilitating Conditions and Behavioral Intentions 

Lastly, the seventh relationship studied is Facilitating Conditions and Behavioral Intentions. Here it 

is hypothesized that Facilitating Conditions influences Behavioral Intentions. With Facilitating 

Conditions as the independent variable and Behavioral Intentions as the dependent variable, the 

hypotheses are formulated as follows:  

H7a: Facilitating Conditions has a positive effect on Behavioral Intentions for an Augmented 
Reality Experience 

H7b: Facilitating Conditions has a positive effect on Behavioral Intentions for a Digital 
Catalog Experience  
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In summary, as outlined above, this thesis posits 14 hypotheses relating to the associations between 

the determinants in the model from the Theoretical Framework. For visual reference, please refer 

back to Fig. 6. 

6. Methods & Methodology 
This chapter will address the methods and the methodological framework of this research, 

commencing with the methodological foundation it is built upon. Following this, the data collection 

strategy employed will be outlined, while lastly the tools used for the initiation of data analysis will 

be discussed.  

Moreover, it is important to note that the RQ of this thesis hints at the division of participants evenly 

into two groups - one group testing the AR technology presented in section 1.3.3 and one group 

testing the DC from the same company. The choice of including both AR and DC in the research of 

this thesis is supported by theory (Rese et al., 2017) where DC will serve as a baseline for comparison 

for the AR acceptance. 

6.1. Research Foundation 

The following section will elaborate on the methodological framework of this thesis, namely the 

approach to research and the philosophical approach underpinning the research. The authors of this 

thesis make use of a pragmatist philosophy, while the research approach is characterized as abductive 

and exploratory. These elements will be further elaborated on in the following two sections, in that 

specific order.  

6.1.1. Pragmatism and Its Connection to the Research Question 

The inquiry of this paper operates from a pragmatist perspective in relation to science (Egholm, 2014). 

Upon reflection and specifically for this thesis, the adoption of such a perspective springs from the 

methods considerations embedded in the research process. While discussing the possibility of mixed 

methods, the authors discovered that pragmatism appears to be the preferred choice for mixed 

methods scholars. Creswell & Clark elaborate: “Facing competing claims of different paradigms, the 
authors endorse pragmatism as a remedy. They point out that methods are specific techniques for 
collecting and analyzing data, whereas methodology is embedded with philosophical assumptions 
that underpin a particular research approach.” (Creswell & Clark, 2007, p. 802). As also highlighted 
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in this quote, methodological considerations are embedded in the research approach and pragmatism’s 

relation to these will therefore be commented on throughout this thesis.  

From the RQ it can be deduced that this study will be of an exploratory, potentially mixed methods 

nature, which makes pragmatism the obvious choice. This philosophical paradigm is highly focused 

on practice and specifically attentive when it comes to “(...) why specific, tangible situations appear 
the way they do and not so much on whether certain conditions apply more generally.” (Egholm, 
2014, p. 168). This definition of scope also covers both the paradigm’s ontology and epistemology. 

Firstly, in regard to ontology, the meaning of a phenomenon lies in its consequences, which means 

that the paradigm’s basic assumptions concerning the world are neither purely realistic nor 

constructivist, but that researchers of this conviction are able to adapt to the relevant context. 

Specifically for this thesis, the authors are able to interpret the data within the boundaries of the 

outlined context of AR in Mobile Shopping Marketing. Secondly, regarding the epistemology of the 

paradigm, the nature of knowledge seeks an ideographic understanding and explanation of 

phenomena and is expounded a posteriori (Egholm, 2014). For this thesis, this means that knowledge 

can be obtained in-depth on the subject of acceptance of AR in Mobile Shopping Marketing, but that 

the findings may prove difficult to generalize.  

The epistemological foundation of pragmatism directly connects with an abductive choice of practice, 

as knowledge is achieved through interpretations of signs that represent the world (Egholm, 2014; 

Greene, Benjamin, & Goodyear, 2001). This requires repetitive motions amongst research elements 

in order to reach valid interpretations, which are naturally embedded in an abductive approach 

(Egholm, 2014; Timmermans & Tavory, 2012). Moreover, these interpretations, which are so central 

in this paradigm, are subject to researcher influence and thus the resulting truth can never be value 

free (Egholm, 2014). Recognition of this influence enhances the validity of the study, which could 

otherwise have been philosophically compromised.  

Transparency in methods and methodology is crucial for the reliability of this project, also in relation 

to its philosophical stance. To adhere to the pragmatist philosophy and ensure methodological 

alignment and validity, this research will apply a mixed methods approach to data collection (Greene 

et al., 2001), which will be further elaborated in the following section. Following these elaborations, 

the pragmatist approach will be highlighted throughout to ensure validity in reasoning and reliability 

in process (Creswell & Clark, 2007; Greene et al., 2001). Through pragmatism and the mixed methods 

employed, this paper seeks to understand and explore the participants’ experience with AR from both 

an etic and emic understanding (Egholm, 2014; Creswell & Clark, 2007). Practically, this means 

gaining insight from both the perspective of an observer and the perspective of the participant. The 
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initial steps provide the etic understanding, whereas the last step of inquiry (i.e. interviews) lend a 

more emic understanding to the researchers (Egholm, 2014) by providing insights into perceptions 

and experiences exogenous to the experiment itself and the possible implications it might have. 

Finally, with a mixed methods approach, more agency is given to the participant than previous inquiry 

into the fields of AR and technology acceptance (Venkatesh et al., 2003; Egholm, 2014; Rese et al., 

2017), which have historically primarily relied upon questionnaire data (Venkatesh et al., 2003; Rese 

et al., 2017).  

6.1.2. Research Approach 

At its core, this thesis takes an exploratory approach to knowledge investigation (Malhotra, Nunan, 

& Birks, 2017). The vigilant reader may question this, as any investigation containing quantitative 

elements is often categorized as descriptive inquiry (Malhotra et al., 2017). However, the underlying 

research design is the result of an iterative inquiry process, in which the somewhat novel topic of AR 

in Mobile Shopping Marketing is explored. This process is reverberated in the approach of this 

research. Rather than utilizing an inductive approach to research, as is otherwise the custom in 

exploratory research (Malhotra et al., 2017), this paper makes use of abductive reasoning. Abduction 

is at its core an inferential process, which combines the processes of induction and deduction in order 

to arrive at the most plausible explanation within a given context (Timmermans & Tavory, 2012). As 

opposed to the traditional approaches, inherent in abduction is a process of conjecturing that happens 

continuously throughout the research process (Heidegger, [1927] 1996 in Timmermans & Tavory, 

2012), creating an oscillating effect wherein the researchers are able to move to and fro between 

elements embedded within the inquiry. A simplified version of how this is employed in this study is 

shown in the following figure.  

 
Fig. 7. Simplified Approach to Inquiry 
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As illustrated in the simplified figure above, the logic of abduction is constantly present, as the 

iterative movements between theory and data recur on a loop throughout this paper and on multiple 

levels of inquiry.  

Adopting an abductive approach supports research with a pragmatist approach as it lends processual 

validity to the duality inherent in this paradigm (Egholm, 2014; Greene et al., 2001). A natural 

research extension of the pragmatist paradigm is mixed methods (Egholm, 2014). Mixed methods is 

broadly defined as “(...) research in which the investigator collects and analyzes data, integrates the 
findings, and draws inferences using both qualitative and quantitative approaches or methods in a 
single study or a program of inquiry” (Tashakkori & Creswell, 2007, p. 4). Reversely, yet in line 

with the paradigm, the introduction of mixed methods into studies that have an abductive, exploratory 

approach to research is supported by Creswell & Clark (2007) who state that “(...) It [abduction] may 
be worthy to introduce abduction in MM [mixed method] research, for abduction plays a vital role 
in exploratory research.” (Creswell & Clark, 2007, p. 801).  

The abductive logic is also prevalent in situations requiring a certain level of innovativeness 

(Timmermans & Tavory, 2012), exemplified in the topic of this thesis which is novel in nature. By 

conducting an abductive exploratory study with a pragmatist approach to scientific inquiry facilitated 

through sequential mixed methods research, the researchers aim at exploring a growing technological 

field from the consumer’s point of view, while additionally adding to the current explanations within 

the field. As indicated in the RQ, this study has quite a specific direction, thus allowing the researchers 

to study this in depth with room for new knowledge to emerge throughout the research process 

(Creswell, 2009, p. 130).  

6.2. Data Collection Strategy 

Cohesion amongst the different components of a research design is imperative to its inquiry 

consistency. Hence, acquiring a thorough understanding of the research topic at hand requires a mixed 

methods approach, which was thusly the chosen approach for the research design.  

Methods can be mixed on multiple levels, both in methodology and approach (Tashakkori & 

Creswell, 2007). In the case of this research, not only does that mean that the methodology supports 

a mixed methods framework, but that the philosophy of science and research approach actively 

integrates a mixed methods mindset throughout the research conducted. Adhering to its philosophical 

approach, this thesis’ research design was created as a sequential mixed methods study, attempting 

to both coordinate and integrate the different types of data acquisition in the overall design (Greene 
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et al., 2001; Day, Sammons, & Gu, 2008). The iterativeness inherent in a pragmatic, exploratory 

approach is present in the research design which, even though it is sequentially ordered, feeds into a 

collective understanding of acceptance of AR technology. The abductive approach of this paper 

further endeavours to shape this integration of mixed methods into a synergy (Day et al., 2008) 

through its logic and iterative reasoning (Timmermans & Tavory, 2012).  

In the exploration of the research topic, the authors of this thesis make use of method triangulation, 

utilizing observation studies along with both quantitative and qualitative inquiry measures (Lofland, 

Snow, Andersen, & Lofland, 2006). This thesis also makes use of cross-verification of data insights 

between the quantitative and qualitative measures in the analysis to more holistically illuminate the 

research topic and answer the research question. This seeks to heighten the validity of the impending 

analysis, through a mixed, multi-method data collection approach, as will be elaborated on in the 

coming sections. 

6.2.1. Preliminary Research Design Considerations 

The data collection strategy echoes the traditions of inquiry into the acceptance of technology, while 

supplementing with multiple additional methods of a qualitative nature to further the knowledge of 

this expanding field. This has resulted in a sequential, mixed methods design that utilizes 

experimentation and observations, self-reports, and in-depth interviews. As mentioned by Rese et al. 

(2017), one drawback to previous studies of the UTAUT - independent of context - has been their 

measurements and the validity of these. By adding a qualitative element to the research, this thesis 

seeks to heighten the validity of its results to provide more holistic insight on the topic at hand, while 

extending the reliability of the previous inquiries into its current research.  

The design follows the longitudinal schedule of the study of UTAUT application outlined in 

Venkatesh et al. (2003, p. 438), however with a much stricter time frame. Specifically, this means 

that repeated app testing is, in this case, not possible. As an extension of this time limitation, the final 

stage of the sequence of events (the actual adoption) is not studied in this thesis. This has implications 

for the validity of the final assumptions extracted from Behavioral Intention to actual Use, as the latter 

cannot be directly observed. However, the authors of this thesis rely upon previously tested 

assumptions, in which Behavioral Intention directly leads to Use Behavior (Davis & Venkatesh, 2000; 

Venkatesh et al., 2003; Appendix 1, 2, 3), in order to mitigate this limitation.  
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The following sections will be structured so as to bring the reader on a similar journey to that of the 

participants, elaborating on the reasoning behind the structure of the three components of the data 

collection.  

6.2.2. Sampling Strategy 

The competing strategies inherent in the combination of quantitative and qualitative data collection 

creates an obstacle for researchers of this conviction when it comes to sampling (Greene, 2007). 

Whereas qualitative inquiry relies upon fewer respondents with more elaborative answers and insights 

(Brinkmann & Kvale, 2015; Malhotra et al., 2017), quantitative measures focus on large sample sizes, 

in order to make generalizations about a given population (Agresti & Finlay, 2009; Malhotra et al., 

2017). With a sequential approach that integrates both the quantitative and qualitative measures, the 

sample of this study must, in its entirety, fulfill the requirements of the research approach. However, 

with quantitative inquiry often relying on a pre-set, preferably large, sample size, (Bryman, Becker, 

& Sempik, 2008; Agresti & Finlay, 2009; Mehmetoglu & Jakobsen, 2017) and qualitative insights 

often relying on the concept of saturation, which constitutes the point where no new information is 

observed (Kvale, 1996), a satisfactory compromise can be difficult to assess in advance. The sampling 

strategy for these participants draws upon multiple approaches in sampling, with inspiration from 

both probability sampling techniques and non-probability sampling techniques (more specifically 

convenience and judgemental sampling) (Malhotra et al., 2017). This is exemplified in the 

randomness, yet specificity, of the sampling population and the convenience regarding the availability 

of the participants, as described below. 

The sampling is done prior to engaging in any data collection and thereby permeates the study in its 

entirety. Other than the sample size, the individuals sampled are also of much importance. Hence, 

two formal criteria were set up for the participants of this study: 

1. The participants fall within the range of 20 - 29 years of age 

2. The participants are active mobile phone users 

The strategic choices behind the sampling of participants has its source in literature. Livingston 

(2013) argues that: “Even consumer applications (...) should be evaluated by people who are likely 
users (...).” (Livingston, 2013, p. 6). This supports the argument for focusing on current mobile phone 

users in the sampling strategy. Furthermore, in relation to AR apps, both Millennials and Generation 

Z are categorized as an attractive segment for advertisers (Bona et al., 2018), which connects mobile 

phone users with specific generations. Additionally, it has been mentioned that Millennials have a 
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close relationship with their smartphone, both physically (Zogby Analytics, 2014) and emotionally 

(Belk, 2013; Walks & White, 2007). Concerning the specific age segmentation, Millennials and Gen 

Z are the two generational groups most involved in mobile phone usage (Bernard, 2018; Watson, 

2018). However, it is worth noting that there are some discrepancies when it comes to the division 

between these two generations. According to Bona et al. (2018), the age of Millennials range between 

19 - 34, but as there are no unified accepted guidelines on this, the researchers have chosen to sample 

the younger part of this segment, to more closely approach a combination of Millennials and Gen Z. 

As young adults have an almost symbiotic relationship with their smartphones, it is fair to assume 

that this segment of mobile users will be more accepting of an added feature to this already adopted 

technology.  

As mentioned, the research is structured through a sequential design, meaning it begins with a system 

use, either in the form of an AR or DC experience (experiment), which feeds into the self-report 

administered directly following this. A select few - approximately 10% of the sampling population - 

are then chosen for an in-depth interview, thus attempting to fulfil some qualitative requirements for 

sampling in connection with the already conducted experiment. The sampling of these was done at 

random to ensure as much unbiased insights as possible (Malhotra et al., 2017; Mehmetoglu & 

Jakobsen, 2017). Simultaneously, it was important to obtain an equal amount of insights across the 

AR and DC experiences, therefore this further sampling of 10% was applicable to both groups. This 

sampling can thus be described as purposeful or judgemental (Malhotra et al., 2017; Brinkmann & 

Kvale, 2015) due to the required equal measurements of the groups, yet random when it comes to the 

selected participants themselves (Malhotra et al., 2017).  

As the sampling strategy has now been outlined, the following sections will explain the different steps 

in this thesis’ mixed methods sequential research design.  

6.2.3. Experiment: Task-based Observations 

This first element of the three-step sequential data collection is shaped as an experiment, in which the 

researchers partake as observers and facilitators. In general, when researching causal relationships - 

in this case, testing multiple hypotheses and the potential causality or lack thereof amongst them - 

experiments are a common testing technique (Malhotra et al., 2017). A previous study of AR 

acceptance has also made use of experiments (Rese et al., 2017), which further indicates the relevancy 

of such an approach in inquiry of this kind. For this thesis, combining an experiment with observations 

of a more qualitative nature as the first step sets the scene for inquiry of a pragmatic nature by creating 
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an integrative and synergetic mixed method starting point (Egholm, 2014; Day et al., 2008; Greene 

et al., 2001). Additionally, experimentation is inherently connected to pragmatism and abduction and 

proves methodologically relevant in situations where new knowledge must be created in order to 

understand a specific context, such as this paper aims to do (Pierce, 1877 in Egholm, 2014). 

When dealing with technology - specifically the group using AR - in an experimental setting, “(...) 
general perceptual tasks that test the usability of hardware may be more applicable than testing 
specific aspects of the application.” (Livingston, 2013, p. 7). With this in mind, the experiment is 

designed to gather a more holistic understanding of the usability, rather than aimed at a specific 

element of the technology at hand. Simultaneously, the experiment has to suit both DC and AR 

technologies, thereby also requiring a broad applicability for practical reasons. Hence, the purpose of 

this experiment is for the researchers to observe the participants’ interaction with the administered 

technology, while providing the participants an opportunity to explore this technology as well, thus 

equipping them to better answer the following self-report.  

Taking place within a set space (a conference room in the Marketing Department) at Copenhagen 

Business School, the task set for the participants is to choose a new sound system for this particular 

room. The criteria set for the final choice of the participants are threefold: 1) they have to find their 

choice of product visually attractive, 2) they have to personally like the product, and 3) it has to be 

the optimal fit for the space. During this ‘shopping simulation’, the participants are asked to speak 

aloud thus giving the facilitators insight into the otherwise unobservable thought processes and 

emotions of the participants. These are logged by an audio recording app on the mobile device used 

by the participants for later use by the researchers (Brinkmann & Kvale, 2015). Notes on observable 

factors such as facial expression and body language are noted down by the researchers during the 

task.  

The task is designed with the intention to discreetly activate the participants in ways which can 

encourage reflection during the ensuing questionnaire. The manuscript used for the experiment is the 

same for both AR and DC groups (see Appendix 4). Ensuring constancy in setting, tasks, wording 

etc., a direct comparison between the two groups is made possible, as the only differentiator amongst 

the two is the technology used. With this, the authors of this thesis aim to heighten both the reliability 

of the data collected and its inherent validity.  

To recapitulate, this first research component provides the researchers with data of a qualitative 

nature, while concurrently initiating the experience that equips the participants to answer the 

following questionnaire.  
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6.2.4. Quantitative Data Collection Design: Questionnaire 

The quantitative element of the data collection is found in the questionnaire administered by the 

facilitators directly following the testing of the B&O AR app or the corresponding B&O DC. As the 

questionnaire is specifically oriented towards the participants’ experience with the related technology, 

the facilitation of the questionnaire is categorized as direct (Malhotra et al., 2017). This is part of a 

structured data collection approach (Malhotra et al., 2017), by which the questionnaire is outlined and 

tested prior to administration to the participants. Only one questionnaire was developed and used for 

both test groups, thus making the responses directly comparable. One of the benefits of survey data 

is the consistent data it produces (Malhotra et al., 2017; Mehmetoglu & Jakobsen, 2017), which 

positively influences the reliability of the data collection.  

The design of the questionnaire is meant to provide insight upon all the elements existing in the model 

created in the Theoretical Framework (Fig. 6) and therefore draws inspiration from the inquiry styles 

of the theoretical areas from which it springs (e.g. Davis, 1989; Schmitt, 1999, 2010; Venkatesh & 

Davis 2000; Venkatesh et al., 2003). By drawing inspiration from and making use of questionnaire 

elements connected to the model’s determinants that have already been tested and validated, this 

thesis aims at heightening the reliability of the research approach, even within a new context such as 

acceptance of AR in Mobile Shopping Marketing.  

The questionnaire consists of 32 questions corresponding to the determinants in the model presented 

in the Theoretical Framework. For an overview of these questions, see Fig. 8 below. The 

questionnaire makes use of what Malhotra et al. (2017) call fixed response alternate questions, in 

which all the response-options in the questionnaire are established by the researcher. This causes a 

loss of validity regarding the opinions voiced by the participants in their answers but heightens the 

reliability of the data collection.  
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Fig. 8. Overview of Questionnaire Content 

Using Qualtrics as the creation tool, all questions are quantified by using a 7-point Likert scale 

(Agresti & Finlay, 2009). However, instead of merely making use of the pre-settings in Qualtrics, all 

questions are re-coded, meaning a higher value (5-7) corresponds to agreement or positivity, whereas 

a low value (3-1) corresponds to a negative response. 

6.2.5. Qualitative Data Collection Design: In-depth Interview 

As mentioned in the sampling strategy, 10% of the experiment participants is selected for an interview 

with the purpose of gaining in-depth insights into their experience with the given technology. This 

step is especially important to the exploratory research approach, as the interviews allow for 

elaborative insights provided by the participants with their own words, which potentially could 
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provide explanations unforeseen by the researchers (Malhotra et al., 2017). This element of the mixed 

methods approach also aligns with the pragmatist foundation of this paper, as it adds another approach 

by which to further understand the subject of AR acceptance (Pierce, 1877 in Egholm, 2014).  

Following pilot tests of the initial questionnaire with feedback provided post-survey, the researchers 

were able to develop an interview guideline for the debrief interviews (Brinkmann & Kvale, 2015; 

Malhotra et al., 2017). This guideline serves as the processual foundation of the interview inquiry. In 

general, such guidelines are beneficial to researchers when conducting interviews in order to guide 

the conversation onto topics of interest (Brinkmann & Kvale, 2015). The interview guide for this 

thesis is semi-structured (Brinkmann & Kvale, 2015) and focused on two themes, namely the 

immediate experience of using the technology provided and the experience beyond the immediate 

interaction with the technology (see Appendix 5). As research into this topic has not yet gained 

traction, this element is of a more supportive nature in this study, however its importance is cemented 

nonetheless. Thematically, the interview guide therefore follows the Theoretical Framework (Fig. 6) 

of this study, but approaches it with more agency to the participants, inquiring deeper into the 

perception and experience of the technology. The interview guide is consistent across groups, yet the 

answers are contextually determined and will therefore be analyzed as such.  

The strategy for the interviews is chosen as a team-split approach (Malhotra et al., 2017). This means 

that each interview is conducted with only one interviewer and one interviewee. The lack of a dual 

interviewer approach in this step of the data collection may cause a slight forfeit of some validity of 

the data, due to the lack of support in acknowledging verbal cues from the interviewee. However, this 

is perceived as mitigated through a technique best described as verbal conversion of jot-down 

questions (Lofland et al., 2006). Pointedly, this means that the researchers of this thesis continuously 

exchange experiences amongst themselves throughout the interview process, revisiting and 

evaluating performance and conduction technique to constantly improve and avoid damaging the 

validity of the data. The described process is resemblant of the abductive reasoning of this research, 

even if on a micro-level. It is a testament to how the reasoning permeates the study in its entirety and 

thus lends additional validity to the methodological approach of this research.  

By following a semi-structured interview guideline, the authors of this thesis are prompted to make 

use of a technique called probing (Lofland et al., 2006). Probing is described as a reactionary 

technique, utilized to induce interviewees to clarify or elaborate on answers provided during the 

interview (Lofland et al., 2006; Malhotra et al., 2017). Through this technique, more exhaustive 

explanations are sought, attempting to recover as much insight as possible from the participants. 
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Additionally, in order to log the interviews, audio recording devices are employed during the 

conversation for transcription purposes and subsequent data processing (Brinkmann & Kvale, 2015). 

This type of devices are beneficial for the flow of the conversation, as the interviewer can direct their 

full attention to the interviewee, without caution as to whether crucial data is lost. This in turn enables 

the interviewer to gain more in-depth responses and further heightens the validity of the data.  

Through this interview process, some of the lost validity from earlier is sought regained. This is 

particularly important if any discrepancies in the hypotheses testing occur or as supplementary 

insights to the testing of these hypotheses.  

6.2.6. Participant Journey 

To recapitulate, the research is designed as a mixed methods study, conducted in three sequential 

stages. These three stages (following the participation agreement) are visualized in the following 

figure. 

 
Fig. 9. Participant Journey 

The above visual is a simplified version of the three-component sequential research design this paper 

is based on. The top half of the figure shows the facilitators’ input corresponding to the elements in 

the participants’ experience displayed below. The elements in the lower half commensurate to the 

research methods chosen - the shopping experience being the testing and observation, the self-report 

resulting in the quantitative data of this research and finally the debrief interview in which a select 

few participants participate. The line between ‘Self-report’ and ‘Debrief Interview’ is dotted, as this 

final element is not pertinent to all participants, but only 10%, as explained earlier in this section.  
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As previously stated, in this case of mixed methods inquiry, the extremes on the continuum are sought 

coordinated and integrated into an overall research design which results in a synergetic relationship 

between the components (Egholm, 2014; Day et al., 2008; Greene et al., 2001; Bryman et al., 2008). 

Therefore, when investigating user acceptance of AR in Mobile Shopping Marketing, a mixed 

methods framework, as outlined above, proves useful to mitigate any method shortcomings of either 

individual approach.  

6.2.7 Summary: Validity and Reliability Considerations 

Though occasionally highlighted in the foregoing text, the authors of this thesis find it prevalent to 

present a compilation of some important validity and reliability considerations of the research 

presented. 

Validity 

As highlighted on multiple occasions in this paper, the validity of this thesis is heightened through its 

use of already established, tested, and validated concepts within all three pillars of theory (Augmented 

Reality, Experiential Marketing, and Technological Acceptance). Furthermore, this notion of 

heightened validity is also applicable in the research design of this thesis, as it draws inspiration from 

all three fields. However, as commented on by Rese et al. (2017), the self-report measurement scales 

previously utilized to study subjects of technology acceptance are compromised in their validity due 

to researcher bias. Therefore, in order to mitigate this loss in validity, the authors of this thesis 

approach this topic from a mixed methods perspective, including qualitative insights into the inquiry. 

When handling behavior-oriented data, such as this paper does, researchers must be aware of possible 

sources of truth dilution, such as social desirability bias (DeVaus, 1985). Specifically concerning the 

qualitative aspect of this research, it mostly relies upon language, hence creating possible 

discrepancies between language and action (Jerolmack & Khan, 2014). Drawing upon theories of 

intention and action (see Appendix 2), this bias is sought mitigated.  

Finally, the amount of participants and the sampling of these must also be commented upon. Even as 

the researchers in this thesis sought to optimize the amount of participants in the short time given, a 

larger sample size would provide more insight, with more valid data interpretations thereof (Malhotra 

et al., 2017). Furthermore, through convenience and judgemental sampling strategy, the sampling 

criteria set by this thesis actively eliminates larger groups of the population, which makes the 

interpretation of the subsequent data only valid in quite a specific context (Malhotra et al., 2017). The 
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variability in the entire population is not accounted for and the external validity therefore decreases 

on this point (Campbell & Stanley, 1966).  

Reliability 

The historical traces of the questionnaire content enable reliability of the measurements used in the 

research for this thesis. This is highly important for the outcome, as one of the research aims is to 

evaluate the relevance of the model presented in the Theoretical Framework (Fig. 6) in a new setting. 

Additionally, consistency throughout the data collection in regard to research conduction also works 

towards ensuring the reliability and validity of the outcome of this thesis (Malhotra et al., 2017). 

As the massification of AR continues, it can be assumed that similar results can be acquired in the 

future with a larger and more diverse test population than the one sampled for this thesis. Having only 

approached Millennials and Gen Z participants for this study provides valid data within this specific 

context but proves to be a limitation in a larger context, as it is so age specific. However, replicability 

of the research design and the outcome is ensured through transparency from the researchers, which 

enables a higher reliability when it comes to possibly scaling the study for further research (Malhotra 

et al., 2017).  

6.3. Data Interpretation Strategy 

As the first step towards analysis, the data interpretation strategy is presented. This includes the initial 

evaluations on sampling, statistical tools for the quantitative data analysis, along with data 

condensation tools for handling the qualitative data produced through the observations and in-depth 

interviews.  

6.3.1 Quantitative Data Analysis Strategy 

This section will briefly outline the quantitative data collected and how this thesis will proceed in 

analyzing the dataset.  

The type of data generated from the questionnaire outlined in Fig. 8 can be categorized as ordinal. 

This means that the responses to the items are separated into categories, which have a clear ordering 

(Agresti & Finlay, 2009). As described previously, the responses are measured on a 7-point Likert 

scale, in which a higher value ascribed to the response equals a higher agreement towards the item in 

the questionnaire. This type of measurement is very indicative of ordinal variables (Agresti & Finlay, 
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2009), which thereby aligns with the notion that all the variables derived from the responses to the 

questionnaire are ordinal.  

Through examination of previous studies - specifically Yang (2010) - it becomes apparent that these 

have made use of regression coefficients, thus indicating this as a relevant analytical approach.  

Linear Regression Analysis 

The chosen tool for statistical analysis is Simple Linear Regression. Regression analysis is the 

preferred approach of many researchers when conducting correlation analysis and hypothesis testing 

(Mehmetoglu & Jakobsen, 2017). Simple linear regression examines the relationship between an 

independent variable (X) and a dependent variable (Y). This testing can simply be described by the 

following expression:  

!" = $(&)	 
or more specifically: 

!" = )* + ),&" + -" 
The first expression merely states, that the dependent variable (Y) is a function of the independent 

variable (X). The second expression elaborates on this by implying that the individual independent 

values (Y) change linearly with the dependent variables (X) (Mehmetoglu & Jakobsen, 2017). The 

two unknowns (denoted by )) represent the regression coefficients and are indicative of the intercept 

and the slope for the regression line. The - represents the error term of the regression, which covers 

the possibility of influence of variables not included in the regression itself (Mehmetoglu & Jakobsen, 

2017).  

Each hypothesis for the two groups (see section 5.2) will be tested through a regression analysis and 

the outcomes of these will subsequently be compared. However, it must be noted that the comparison 

of these is of a more referential nature than a direct comparison, which follows the suggestion from 

Rese et al. (2017) mentioned in the Problem Statement. To elaborate, the tests run for the hypotheses 

concerning the digital catalog will function as a type of baseline, primarily to have a reference point 

for the results from the AR group. As this research does not aim to postulate which Mobile Shopping 

tool is superior, a statistical comparison of the two groups is deemed superfluous in this specific 

instance.  

6.3.2. Qualitative Data Analysis Strategy 

In order to analyze the qualitative data collected, the researchers employed data condensation tools, 

specifically transcription and coding (Lofland et al., 2006; Miles, Huberman, & Saldaña, 2013; 
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Malhotra et al., 2017). Firstly, transcriptions of both the observations and the debrief interviews from 

both the DC and the AR group were completed (see Appendix 8 and 9) however, in two different 

styles. The debrief interviews make use of the style known as verbatim, which captures all utterances 

of the interviewee and the interviewer (Lofland et al., 2006). This condensation tool is adopted to 

heighten the validity of the data collected, while attempting to minimize researcher bias this early in 

the condensation process. The transcriptions of the observations are of a more fragmented nature. 

They combine the observation notes taken during the testing of the technology with the most crucial 

utterances from the participants extracted from the audio recordings of the experiment. Herein, 

researcher interpretation cannot be avoided from the outset, but is instead utilized to preempt analysis 

of this specific research component. This is chosen as the approach due to the nature of the 

observations, which oftentimes include long pauses from the participants in their reactionary patterns 

during the speak out loud element of the test.  

Secondly, the collected and transcribed verbal data of both observational notes and in-depth 

interviews is then to be coded for each of the two groups. Coding is a well-known tool for data 

condensation and interpretation and is by many viewed as the first step into data analysis (Miles et 

al., 2013). Following the guidelines of Miles et al. (2013) this research makes use of two-cycle coding. 

The first cycle focuses specifically on coding the data gathered in the transcripts, while the second 

cycle collects these in matrices in order to discover any patterns. In the first cycle, descriptive and 

provisional coding is utilized. With descriptive coding, the researchers in this thesis generate codes 

themselves based on the content of the data, whereas provisional coding utilizes predetermined codes 

(Miles et al., 2013) to condense the data. The latter refers to the determinants predefined in the model 

from the Theoretical Framework.  

In the second cycle, these codes are gathered in a matrix, for Observations and Interviews of AR (see 

Appendix 6) and DC (see Appendix 7) participants, in order to uncover insights and discoveries on 

any relevant patterns. In these matrices, the determinants from the model in the Theoretical 

Framework are utilized as the main codes, while subcodes are generated for categorizations and more 

elaboratory purposes within each determinant. Additionally, descriptive coding is used to log data, 

which does not fit within any of the provisional codes (i.e. the determinants). Hereby, a comparison 

between the experiences can be initiated from the matrices, while also recording new insights that 

may be pertinent to the upcoming analysis. 

By making use of the two aforementioned coding types, the researchers ensure relevancy of the data 

used in the analysis by way of provisional coding, while the descriptive coding allows the researchers 
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to place data outside the provisional codes. Thereby, this research is specific to the topic of AR in 

Mobile Shopping Marketing, while simultaneously remaining open to emerging knowledge, thus 

adhering to this study’s research approach and philosophy.  

6.3.3. Cross-data Pattern Analysis 

With the outcome of the quantitative data operating as the starting point, the qualitative analysis builds 

on this, specifically concerning further elaboration of the determinants from the model. This analysis 

across data types is made possible through the coding approach, which utilizes determinants from the 

model as provisional codes, thus making them directly comparable to the quantitative data collected.  

It should be reiterated that the observation notes are only pertinent to the immediate interaction part 

of the model, while the interviews sought to elaborate and gain insight on all determinants. By 

ordering the matrices as above, the qualitative data is set up in a way that enables it to elaborate on 

the determinants and their relationships as tested in the quantitative analysis. Thereby the analysis as 

a whole adheres to the integration of mixed methods and aims to provide a holistic view upon 

acceptance of AR in Mobile Shopping Marketing.  

7. Empirical Findings and Analysis 

When addressing the empirical findings and their analysis, this thesis makes use of both quantitative 

and qualitative insights, as aligned with the methodological framework of this paper (see chapter 6). 

This chapter will first present the quantitative insights on the hypothesized associations within the 

model from the Theoretical Framework, followed by the qualitative insights that elaborates on this. 

7.1. Quantitative Insights 

This section specifically focuses on the collected quantitative data extracted from Qualtrics and 

analyzed in SPSS. It studies which factors in the Theoretical Framework prove relevant within the 

two groups (AR and DC), and any potential differences therein. Hence, contributing to answer the 

RQ of this thesis from a quantitative perspective.  

7.1.1. Descriptive Statistics 

This section will briefly introduce the data set and the relevant distributions and condensation of the 

data prior to hypotheses testing.  
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Frequency Distributions 

The data collection terminated after two weeks, with a complete sample size of 60 participants across 

the two groups. With no missing data, the frequency distribution of the participants is equal across 

the two groups, as visible in Fig. 10, along with some basic information on the variables for each 

group. The participants were of both female and male gender orientation, however the frequency 

distribution here is slightly skewed, with more participants identifying as female than male. For future 

research, gender differences may be investigated, however, as there is no hypothesis regarding the 

gender distribution in this paper, the discrepancy is not assumed relevant in this specific context. 

Further Data Condensation 

Previously, the UTAUT for Mobile Shopping Services has been tested and validated through 

Structural Equation Modelling (SEM) by Yang (2010, p. 265). Assuming the statistically inferred 

validity of the model, this study will restrict itself to conducting regression analysis on the collected 

data to infer possible, directional correlations between the variables in the specific environment of 

AR in Mobile Shopping Marketing, while the application to DC will function as a baseline for 

comparison. The previous presentation of the statistical results of the model included regression 

coefficients (Yang, 2010), from which the researchers predict this to be an appropriate analytical 

measurement.  

The type of variables extracted are all categorized as ordinal variables (Agresti & Finlay, 2009; 

Mehmetoglu & Jakobsen, 2017). This means, they have a fixed set of alternatives, where going from 

lower numbers to higher numbers is meaningful in some way (Agresti & Finlay, 2009). Practically, 

this means that the answers of the participants measured on a Likert-scale have a significance in 

direction, in which the higher the value, the more positive the association, as described in chapter 6. 

In order to make the data more accessible and comparable, items relating to the same determinants 

were merged in order to solely have one item value for each of the determinants. This means that 

prior to initiating the regression analysis in SPSS the data gathered from the questionnaire was 

collapsed into individual variables corresponding to the seven determinants in this study’s model, as 

can be seen in the following figure. 
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Fig. 10. Participant Frequency Distribution and Data Descriptions Across Experiences 

These seven variables for each group are measured on a scale of 0 - 1, with a higher value (a value 

closer to 1) indicating a more positive response. Each variable has a relatively low standard deviation, 

meaning that most of the responses gather around the mean. 

7.1.2. Outline of Regression Assumptions and Reporting 

This section follows and outlines the assumptions of regression analysis (Agresti & Finlay, 2009; 

Mehmetoglu & Jakobsen, 2017) in relation to the data collected for this thesis. As outlined in the 

previous section and the chapter on methods, all variables in the data set are of an ordinal nature. 

After merging the variables, as described above, they are still continuous within the scale of 0-1. 

Thereby, as all the variables are of this nature, some initial assumptions of simple linear regression 

are fulfilled (Agresti & Finlay, 2009; Mehmetoglu & Jakobsen, 2017). A linear relationship between 

the variables in the association is the third assumption prior to regression analysis. Reliant upon the 

30 years of testing of the association inherent in the model and the subsequent hypotheses, this 

assumption is assumed fulfilled. However, a visual inspection of the scatter plots for each association 
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is conducted and supports the assumption of a linear relationship between the variables in the 

hypotheses.  

Independence of observations can be checked through a Durbin-Watson statistic included in the 

regressions run for the individual hypotheses. Measured on a scale from 0-4, this assumption aims to 

test whether the observations influence one another. If they do not do this, the assumption is fulfilled, 

which is recorded as an outcome value close to 2. As all hypotheses show independence of 

observations (see Fig. 11 and Fig. 12 in the following sections), this assumption is fulfilled. The 

regressions further showed no significant outliers, as can also be deduced from Fig. 10. 

Homoscedasticity was assessed visually for all 14 hypotheses through plots of standardized residuals 

versus standardized predicted values, thusly fulfilling this assumption. The final assumption for the 

regressions concerns the residuals of the regression line, which should approximately be normally 

distributed. This was again assessed by visual inspection of the regression output - more specifically 

the normal probability plot. With all assumptions fulfilled, the following section outlines the reporting 

of the regression values.  

Reporting 

Prior to the regression analysis, the coefficients included will be briefly outlined. In order to evaluate 

the model, the F-score is included. As the F-score derives from the degrees of freedom, these will 

also be included in the overview. The F-score is indicative of the fit of the model and as a rule of 

thumb, the higher the F-score, the better (Laerd, 2019). But this in isolation cannot evaluate the 

outcome of the regression analyses. The Adjusted R2 is therefore also included in the reporting to 

represent the variance explained by the regression model (Laerd, 2019), meaning how much of the 

variance in the dependent variable can be accounted for by the independent variable. When it comes 

to behavioral studies, which this thesis is a part of, an R2 accounting for below 50% of the variance 

in a model is common (Laerd, 2019).  

Finally, the reporting includes the standardized coefficients for each association. When evaluating 

the standardized coefficients - in laymen’s terms described as the strength of the hypothesized 

relationship - a value closer to 1 indicates a stronger correlation of the direction of the relationship 

(Laerd, 2019). Each standard coefficient has a significance, that must be lower than 0.05 for the 

association to be considered significant. This corresponds to the standard of inferring results within a 

95% confidence interval (Laerd, 2019).  
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7.1.3. Hypothesis Testing: Augmented Reality 

The following figure reiterates the hypotheses describes in section 5.2, relevant to the AR group. In 

Fig. 11 below, the independent variables are on the left, with the arrow indicating an effect on the 

dependent variable of that hypothesis. The corresponding coefficients for each hypothesis are 

indicated on the right.  

 
Fig. 11. Results for Augmented Reality Hypotheses Testing 

H1a and H2a: Does Effort Expectancy Matter in AR? 

Following the natural progression of the hypotheses, the first of these is used to predict the effect of 

Effort Expectancy on Utilitarian Performance Expectancy in an AR Mobile Shopping Marketing 

experience. As visible in Fig. 11, Effort Expectancy significantly predicts Utilitarian Performance 

Expectancy (F(1, 28)=8.005, p < 0.01), while predicting 19.5% of the variation in the performance 

of the app. This direction of the association is significant (p < 0.01;  ß=0.472; t =2.829), hence, H1a 
fails to be rejected, as it has a stronger significance level than initially inferred, predicting a positive 

correlation between Effort Expectancy and its effect on Utilitarian Performance Expectancy.  

Effort Expectancy does not have a significant effect on Hedonic Performance Expectancy (F(1, 

28)=2.975, p > 0.05;  ß=0.310; t =1.725). The association is not significant (p > 0.05), and H2a must 

therefore be rejected. This means that Effort Expectancy is not predicted to have an effect on Hedonic 

Performance Expectancy, when tested on an AR Mobile Shopping Marketing app. 

H3a and H4a: What Influences Attitude in AR? 

As depicted in Fig. 11, Utilitarian Performance Expectancy significantly predicts Attitude (F(1, 

28)=18.257, p < 0.001) and accounts for 37.3% of the variance therein. The effect of Utilitarian 

Performance Expectancy on Attitude towards using AR in Mobile Shopping Marketing is both 

positive and significant (p < 0.001; ß=0.628; t =4.272), thus H3a cannot be rejected. Additionally, 

H4a cannot be rejected either, as Hedonic Performance Expectancy is found to significantly predict 
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Attitude (F(1, 28)=75.079, p < 0.001). The association accounts for 71.9% of the variance in Attitude, 

which is the highest Adjusted R2 of all the correlations. Furthermore, Hedonic Performance 

Expectancy is predicted to have an effect on Attitude, also at an acceptable significance level (p < 

0.01; ß=0.853; t =8.665). This latter correlation produced a stronger path coefficient than the previous 

hypothesis, hence it can be inferred that Hedonic Performance Expectancy of AR Mobile Shopping 

Marketing apps is a more critical determinant of user’s Attitude than Utilitarian Performance 

Expectancy of the same AR app. This aligns well with the theoretical predictions for the split of these 

two variables, which argue for the importance of including Hedonic Performance Expectancy into 

studies of technological acceptance in Mobile Shopping Marketing of this kind. 

H5a: Does Attitude Matter in AR? 

Having determined a significant effect upon Attitude from both Utilitarian Performance Expectancy 

and Hedonic Performance Expectancy, the association between Attitude and Behavioral Intention is 

next to be tested. H5a predicts Attitude to have a positive effect on intention for the AR experience. 

This association is found to be significant (F(1, 28)=14.064, p < 0.01) and explains 31.1% of the 

variance in Behavioral Intentions. With a path coefficient above 0.5 significant at acceptable level (p 

< 0.01; ß=0.578; t =3.75), this hypothesis is supported and therefore cannot be rejected. Thereby, 

there is a positive association between the variables, showing that in the context of AR experience 

apps, Attitude is a significant determinant of Behavioral Intentions.  

H6a: Does Social Influence Matter in AR? 

Moving beyond the immediate interaction with the AR app, Social Influence is hypothesized to also 

have an effect on Behavioral Intentions, as stated in H6a. The regression output shows Social 

Influence to significantly predict Behavioral Intentions (F(1, 28)=7.979, p < 0.01) but only explaining 

19.4% of the variance in Behavioral Intentions. The association is shown to have a moderately strong, 

but significant, path coefficient (p < 0.01; ß=0.471; t =2.825) and the hypothesis therefore cannot be 

rejected. This indicates a positive association between the Social Influence of the participant and their 

Behavioral Intention towards utilizing AR apps in Mobile Shopping Marketing.  

H7a: Do Facilitating Conditions Matter in AR? 

The final determinant predicted to influence Behavioral Intention in the theoretical model applied 

within an AR context is Facilitating Conditions. Facilitating Conditions is shown to have a significant 

influence on Behavioral Intentions (F(1, 28)=9.720, p < 0.01) and explains 23.1% of the variance in 

Behavioral Intentions. Facilitating Conditions has a positively correlated effect upon Behavioral 

Intentions within the parameters set and is tested significant (p < 0.01; ß=0.508; t =3.118). Thereby, 
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the study fails to reject H7a, as it shows that the influence Facilitating Conditions exerts upon 

Behavioral Intentions to employ AR apps in Mobile Shopping Marketing is significant.  

Paradoxically, when comparing the numbers, the only non-significant association (H2a) and the 

strongest association in terms of path coefficients (H4a) involve the same variable - namely Hedonic 

Performance Expectancy. This indicates some discrepancies when it comes to this variable, which 

will be further investigated through the qualitative data collected along with other possible insights 

in section 7.2.  

7.1.4. Hypothesis Testing: Digital Catalog 

The hypotheses for DC are positioned similarly to those concerning the AR experience. As in the 

previous section, the following figure summarizes the hypotheses and the corresponding coefficients 

for the regression analysis for each.  

 
Fig. 12. Results for Digital Catalog Hypotheses Testing 

H1b and H2b: Does Effort Expectancy Matter in DC? 

As mentioned previously, the direction of the hypotheses for the digital catalog (DC) experience 

follow the same structure of those pertaining to AR. Therefore, it is also natural that the first 

regression analysis should focus on the association between Effort Expectancy and Utilitarian 

Performance Expectancy (H1b) and Hedonic Performance Expectancy (H2b). H1b predicts a positive 

correlation in the effect of Effort Expectancy on Utilitarian Performance expectancy. Effort 

Expectancy is found to significantly predict Utilitarian Performance Expectancy (F(1, 28)=39.868, p 

< 0.001) and explains 57.3% of the variance in Utilitarian Performance Expectancy. With a significant 

path standardized coefficient of 0.766 (p < 0.01; ß=0.766; t =6.314), this hypothesis cannot be 

rejected. Similarly, H2b cannot be rejected as Effort Expectancy is shown to significantly predict 

Hedonic Performance Expectancy (F(1, 28)=8.449, p < 0.01). Also, it predicts 20.4% of the variance 

in Hedonic Performance Expectancy. Its path coefficient is of moderate strength at 0.481 and is shown 



69 of 243 

to be significant (p < 0.01;  ß=0.481; t =2.907). This means that the Effort Expectancy of the 

participants has a significant effect on both Utilitarian Performance Expectancy and Hedonic 

Performance Expectancy when it comes to the DC experience in a Mobile Shopping Marketing 

setting.  

H3b and H4b: What Influences Attitude in DC? 

Turning the gaze to the variable Utilitarian Performance Expectancy, it is predicted to have a positive 

effect on the Attitude of the participants relating to the DC. Utilitarian Performance Expectancy 

significantly predicts Attitude (F(1, 28)=14.135, p < 0.01) and accounts for 31.2% of the variance in 

Attitude. This association proves significant (p < 0.01;  ß=0.579; t =3.76), with a moderately strong 

path coefficient and thereby H3b fails to be rejected. The positive correlations continue when 

analyzing the regression outcome from H4b, which cannot be rejected either. Hedonic Performance 

Expectancy significantly predicts Attitude (F(1, 28)=23.789, p < 0.001) while it explains 44% of the 

variance in Attitude. With a path coefficient of 0.678 and proven significance (p < 0.01; ß=0.678; t 
=4.877), the association between Hedonic Performance Expectancy and Attitude proves even stronger 

and more significant (if even just by 0.001) than the association between Utilitarian Performance 

Expectancy and Attitude.  

H5b: Does Attitude Matter in DC? 

The inclusion of Attitude in the model was a welcome return of the variable, as proved by the 

coefficient overview presented in Fig. 12. H5b poses the prediction that Attitude will have a positive 

effect on Behavioral Intentions for the DC. Attitude shows significant predictive abilities for 

Behavioral Intentions (F(1, 28)=43.181, p < 0.001) and it explains 59,3% of the variance in 

Behavioral Intentions. With a standardized coefficient for the path at 0.799, the association is 

significant (p < 0.01; ß=0.799; t =6.571), and thereby this hypothesis cannot be rejected. The 

association of Attitude to Behavioral Intention has the highest path coefficient along with the highest 

significance level (though it is not the only association with such a significance), showing that 

Attitude is the strongest determinant of Behavioral Intentions in this specific model.  

H6b: Does Social Influence Matter in DC? 

H6b is the first of the two hypotheses that focuses on factors beyond the immediate experience of the 

participants’ experience with the DC. This hypothesis states that Social Influence has a positive effect 

on Behavioral Intention for the DC. Following the regression analysis it is shown that Social Intention 

significantly predicts Behavioral Intentions (F(1, 28)=9.263, p < 0.01) while it explains 22.% of the 

variance in Behavioral Intentions. A positive association between the two variables is determined, 
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with a moderately strong path coefficient shown to be significant (p < 0.01; ß=0.499; t =3.044). 

Therefore, hypothesis H6b fails to be rejected, as a correlation between the Social Influences and the 

Behavioral Intentions of the participant is determined for the DC in Mobile Shopping Marketing.  

H7b: Do Facilitating Conditions Matter in DC? 

Lastly, the final determinant of the model is Facilitating Conditions. H7b predicts that this has a 

positive effect on Behavioral Intentions for the DC. Facilitating Conditions significantly predicts 

Behavioral Intentions (F(1, 28)=12.370, p < 0.01). It accounts for 28.2% of the variance in Behavioral 

Intentions. The regression output shows a moderately strong correlation for this association, 

significant within the set boundaries (p < 0.01; ß=0.554; t =3.517). With that, H7b is cannot be 

rejected, as Facilitating Conditions is proved to exert a positive influence upon the Behavioral 

Intentions of the participants use of a digital catalog in Mobile Shopping Marketing.  

To recapitulate, none of the hypotheses for the digital catalog are rejected, as all are shown to be 

significant (p < 0.01). In this context, the strongest path correlation is found in H5b with Attitude 

exerting a strong influence upon Behavioral Intentions, while the least strong association is found in 

H2b between Effort Expectancy and Hedonic Performance Expectancy.  

7.1.5. Augmented Reality versus Digital Catalog 

This section will take its starting point in the above tested hypotheses and compare the outcome of 

these for both the AR experience and the DC. For an immediate overview of this comparison, see 

Fig. 13 below, in which the hypotheses and their corresponding values are inserted into the model 

from the Theoretical Framework.  
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Fig. 13. Standardized Coefficients for Augmented Reality and Digital Catalog Hypotheses Testing 

A brief look at the hypotheses comparison overview on the right indicates that mostly all correlations 

are stronger for DC than AR. This is to be expected, as the model from Yang (2010), which the 

Theoretical Framework relies upon and slightly elaborates on, has previously been tested and 

validated in a Mobile Shopping Services environment with positive results thereof. This, in 

combination with the generally lower F-scores and Adjusted R2 for the AR in comparison with the 

DC, indicates that the relationships posited in the model behave differently in an AR experience 

context than in a traditional Mobile Shopping Services context.  

Two main differences pertaining to the AR context are visible in this analysis. Firstly, the association 

between Effort Expectancy and Hedonic Performance Expectancy proved non-significant and thereby 

irrelevant for AR, as opposed to DC. Secondly, the associations between Utilitarian Performance 

Expectancy and Attitude and Hedonic Performance Expectancy and Attitude are stronger in the AR 

context (i.e. H3a and H4a). Especially, Hedonic Performance Expectancy’s effect on Attitude, which 

has the highest path coefficient of all the hypothesized associations, is worth noting, as it indicates a 
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fitting hypothesis for this relationship. Thusly, the model does predict certain elements of interest, 

even though it falls short in comparison to the DC results.  

7.2. Qualitative Insights 

The discrepancies discovered in the quantitative analysis regarding the model trigger a curiosity 

within the researchers behind this thesis. This paper therefore proceeds to analyze the qualitative input 

so as to elaborate on the determinants in the model and their relationships. The intention is to explore 

the content of the determinants more in-depth from the point of view of the consumer to gain a more 

holistic perspective on AR in Mobile Shopping Marketing. The examples are drawn from the Coding 

Matrices of Observations and Interviews, for both AR (Appendix 6) and DC (Appendix 7). 

7.2.1. The Role of Effort Expectancy  

As before underlined, Effort Expectancy refers to “(...) the degree of ease associated with the use of 
the system.” (Venkatesh et al., 2003, p. 450) and is explained as the participant’s anticipated and 

experienced degree of complexity of the AR app. 

In the quantitative analysis, the results show Effort Expectancy to be a relevant category, specifically 

when it comes to Utilitarian Performance Expectancy of the AR Try Out app. A similar outcome is 

equally highlighted in the qualitative research conducted. Through the observations, both groups - 

AR and DC - show indications that the complexity or simplicity of their understanding of the app has 

consequences for their experience. This is further elaborated in the in-depth interviews and will be 

elucidated below. 

While performing their task, most participants from the AR group express their thoughts and actions 

towards the Real Time Guidance and Support given by the interface to execute the task and the 

process of placing the virtual objects in their space. P1, P20, P22, P45, P60 verbally assert their 

appreciation for the instructions given in the app. Some examples of this line of thought are: “The 
app really helps me, these instructions are so good” (P22) and “[the app is] user friendly with the 
tips” (P60), while P1, P2, P3, P7, P11, P19, P20, P21, P22, P30, P34, P40, P46, P49, P53, P54, P58, 

P60 have physically shown to follow these same instructions in an effortless way, with practically no 

bottlenecks. Only P5, P11, P19, and P43 have shown minor issues, of which only P5 claims “It’s 
difficult with the phone” (P5) and asks for the help of the facilitators. Overall, there is a pattern of 

rapid learning which shows the simplicity and clarity of instructions and their real time display along 

the natural flow of the process: “uuuh, now I know how to delete things” (P8); “Oh now I get it!” 
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(P21). All three interviewees, who completed the task with AR, also emphasize this aspect, e.g. “It’s 
helpful with all the instructions it gives you while you are doing it and you think: Okay, then the 
problem isn’t the app, it's actually me who has to make these moves for the app to work correctly" 

(I1); “it gave me instructions on where to point the camera and how to move around so that the app 
could recognize the space. And then I got the hang of it." (I3).  

As quoted, I1 underlines how important the real time guidance and the indications of why the user 

needs certain conditions e.g. better lighting, led to a forgiving mindset towards the speed of the app 

when placing virtual elements in the space. I1 further expresses how such instructions and support 

are “crucial with these new technologies” (I1). The AR interviewees further elaborate on the need 

for such clear guidance in order to have a pleasant experience “if it's not helping the smooth way you 
expected, then you start being a little bit annoyed."(I1); “I didn't really need to think about anything 
but to enjoy, the app already guides you."(I2); “it was pretty much straightforward, then it's just a 
matter of playing with different products." (I3). These findings might slightly contradict the low 

correlation between Effort Expectancy and Hedonic Performance in the quantitative analysis, proving 

there is a need for further research on the hypothesis H1a. 

Moreover, the interviewees emphasize the same need in order to be able to complete the task without 

“losing” time on understanding how to work with it: “we all don't want to waste our time in learning 
things“ (I1); “I needed, what, like 30 seconds with it to understand exactly what it does and the 
complexity of what it can do (I3). This indicates the connection between Effort Expectancy and 

Utilitarian Performance Expectancy, as this paper’s Theoretical Framework suggests and the 

quantitative analysis supports. 

Another aspect which reflects on the overall ease in completing the task is the speed of the app and 

the process itself, which shows to be relevant, e.g. “wow this is faster than I thought” (P17); “wow 
it’s so surprising how quickly it installs in the room” (P20). Most participants show to follow and 

understand the process quite rapidly and intuitively. However, when facing any barrier to the natural 

flow of the task, they express frustration and disappointment, which is in itself an indication of how 

any effortful action might indirectly lead to the non-acceptance of the Try Out AR app.  

In line with the importance of reducing the time invested in performing the task with AR, P29 and 

P44 verbally express their need for Categorization in the display of the product choices “It would 
be nice to categorize into big or small before [placing it into the space]” (P29); “I think the overview 
of speakers should be categorized though” (P44). All interviewees made their points on that topic, 

by claiming e.g. “they should organize it in different segments so I don't have to lose time on figuring 
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that” (I1); you had no division between speakers so it’s a bit confusing, because I couldn't have 
clicked on the floor speakers right away” (I2). Likewise, in the DC experiment, the participants 

express this need for categorization, as exemplified: “would be nice to divide it into categories” (P4). 

Another crucial point is the information overload expressed by most of the DC participants (P4, P9, 

P10, P13, P15, P18, P26, P27, P28, P31, P33, P37, P42, P48, P51, P56, P59), as opposed to the AR 

ones who, due to AR’s visualization and augmentation nature, do not face practically any written text. 

This is reflected on the effort needed to complete the task, which is in general perceived as more 

“annoying” by the DC participants, e.g. “This is very overwhelming, they have too much text” (P48); 
“It’s a lot of text so I will lose interest before I'm done” (P56). This also indicates a relationship 

between Effort Expectancy and Utilitarian Performance Expectancy. 

Although some AR participants express a desire for more categorization and some feel minor 

irritation towards lighting problems, the predominant opinions about the AR app fall into adjectives 

such as “amazing” (P20), “straightforward” (P53), “easy to use” (P23, P30, P57; P60); “very 
intuitive (...) very simple." (P23, P58). Contrarily, most DC participants and interviewees characterize 

it as confusing, not so intuitive nor easy to navigate (P3, P12, P26, P28, P51, P56) and blames it on 

the overwhelming text information and scrolling needed (P4, P9, P10, P13, P16, P15, P18, P26, P27, 

P28, P31, P33, P37, P42, P48, P51, P56, P59). The DC interviewees draw upon that by stating “the 
whole flow was weird for me.” (I6); lots of scrolling, scrolling, scrolling." (I4). 

The dominant difference between AR and DC participants and interviewees when it comes to Effort 

lays on the inequality of novelty between the systems which affects their expectations and thus make 

them more forgiving towards AR e.g. “I expected it to not work that well” (I2). I1 clarifies this 

difference by stating: “if, for example, you're trying to see a digital catalog and the page takes longer 
to open the whole catalog, that annoys you and then you have a tendency of leaving the catalog 
because it's not working as you expected it to, but augmented reality is new so you don’t have this 
tough attitude towards it, you’re more forgiving." (I1). Additionally, the effort expected and 

experienced throughout the AR task, which differentiates it from the DC task, can also be explained 

by what I1 claims: “because you’re more entertained you forgive the flaws and you don’t give up on 
it” (I1). 

Thus, the expected and experienced effort are different between AR and DC in a way that they are 

both relevant but the user of AR is more forgiving due to the novelty of technology along with its 

interactive and entertaining nature. Such reasons might also explain the quantitative results in which 
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Effort Expectancy has a higher correlation to Hedonic and Utilitarian performance in DC, compared 

to AR. 

Furthermore, the emotions towards the effort captured by the observers during the experiments with 

AR were in general surprise (by the ease of use and the instructions), ease, and initial confusion (when 

facing any issue). In the DC experiments annoyance and unease stand out among the participants. 

Such emotions underline the relevance of Effort. 

To sum up, the importance of Effort Expectancy as one of the foundations for Behavioral Intention 

towards the Try Out Mobile AR app usage is refined by the qualitative findings of this research, 

particularly by the characteristics found to compose effort in the specific case: real time instructions 

and guidance and categorization 

7.2.2. The Role of Utilitarian Performance Expectancy  

Referring back to theory, and as explained in the Theoretical Framework of this thesis, the notion of 

Utilitarian Performance Expectancy is taken from Yang (2010) specifying that “when mobile 
shopping services help consumers save shopping time, compare product, and get relevant information 
in their hands at user pinpoint locations, consumers are expected to have a positive attitude toward 
using mobile shopping services” (Yang, 2010, p. 264), and is also reflected by “flexibility of use, 
consideration of time and place, personalization, and shopping effectiveness” (Yang, 2010, p. 263). 
With a more experiential perspective in mind, this analysis combines such definition with Mathwick 

et al.’s (2001) experiential value of ROI, which reflects the consumer’s return on time, behavior, and 

mental investment in acquiring rewards and benefits from the Try Out AR app, compared to the DC. 

The quantitative results show Utilitarian Performance Expectancy to be highly correlated to Attitude 

in both AR and DC participants, especially in AR. In order to understand what underlies this, the 

observations and interviews will be analyzed below. 

In terms of observed interaction, participants who partook in the task with the AR app were intensely 

moving around the space in order to test the dimensions and colors of each speaker and their 

suitability with the surrounding space (P1, P2, P5, P11, P17, P19, P21, P25, P29, P30, P32, P34, 

P39, P40, P43, P44, P45, P46, P49, P53, P54, P57, P58, P60), e.g. “really helps to see what would 
be better in the room” (P34); “Oh that speaker doesn’t fit, not practical either there”(P40). They 

tested multiple speakers (P1, P2, P5, P11, P17, P19, P21, P25, P29, P30, P32, P34, P39, P40, P43, 

P44, P45, P46, P49, P53, P54, P57, P58, P60), e.g. “I think I have 4 or 5 speakers in the room now” 
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(P32), and multiple different placements around the room e.g. tables, floor, walls (P1, P2, P5, P7, 

P19, P21, P25, P29, P30, P32, P40, P45, P49, P54, P57, P58, P60), e.g. “This looks good on this 
table, awesome color pick as well” (P49). Contrarily, the DC participants had no physical interaction 

or orientation with the room around them, solely focusing on the phone (P3, P4, P6, P9, P10, P12, 

P18, P13, P26, P27, P33, P35, P37, P38, P42, P47, P48). 

Furthermore, AR participants and interviewees were in general quite impressed and surprised by the 

visual augmentation quality and virtual alignment with the reality, which gave them an utmost 

understanding of the dimensions, the colors and details in order to make their choice and complete 

the task more efficiently (P1, P7, P11, P17, P19, P20, P21, P22, P23, P25, P29, P30, P32, P34, P36, 

P39, P40, P43, P44, P46, P47, P49, P54, P57) e.g. “Wouldn't it make it [shopping] so much 
easier?”(P60). All interviewees support this by stating “it makes your shopping more efficient, ‘cause 
you can choose better and be more certain about your choices” (I1); “this app is amazing to help 
you choose and try out in your place” (I3). DC participants, on the other hand, were solely attentive 

towards the mobile phone screen and were mainly confused, overwhelmed with information, and 

unimpressed by the DC throughout the task (P4, P9, P10, P13, P15, P18, P26, P27, P28, P31, P33, 

P37, P48, P51, P55, P56, P59) e.g. “This is very overwhelming, they have too much text” (P51).  

The most notable verbal reactions from the AR participants are towards the Visualization of 

Dimensions displayed in the virtual objects once placed in the room e.g. “Sh*t that’s huge, didn't 
expect” (P29); “Damn that’s cool cause I'd never guess the size” (P30); “this is awesome for 
understanding how big ones fit permanently in your room"(P54). This was then underlined by all AR 

interviewees: “it helps so much instead of imagining in your room or taking the measures" (I2); “if 
you tell me about a 40 inch TV and a 48 inch TV I’ll have no idea what that means(...) that's when 
I'm going to look for an Augmented Reality app" (I3). Oppositely, the majority of DC participants 

encountered substantial difficulties in understanding the dimensions of the products e.g. “It’s hard to 
understand if they’re big or small” (P9); “They all seem to have the same sizes, it's not clear” (P27). 
Some used body parts to understand the length and height of the products with the purpose of 

choosing items that would fit the space (P4, P9, P14, P16, P31, P41, P52). However, due to the hassle, 

they mainly “assumed the dimensions” (P4) and made their choices solely based on their preferred 

product design without trying different colors. The DC interviewees give further insights on this, 

pointing out the scarce use of visual content which could be useful and more efficient than reading 

the text e.g. “that [video content] would definitely be more helpful." (I4); “One of the things that I 
did miss was pictures of the product relative to something” (I5). 
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Likewise, the Virtual alignment with reality and the details are constantly praised both by the AR 

participants and interviewees e.g. “I really have the feeling the speaker is in the room with me” (P29); 
“Really love that you can go around and see it from all the perspectives”(P20); “whenever I went 

closer and to understand how it is, materials and everything, they were so detailed, it was insane” 
(I1). They mainly consider this useful for the process of choosing the speaker most suitable to the 

space and see all the details necessary to find the preferred speaker and reach a decision. However, 

one can notice that there is a connection between the utility of AR and its hedonic performance, 

as most participants and interviewees characterize the “realness” of virtual objects as e.g. “cool” (I2), 
“insane” (I1), “amazing” (I3), “awesome”(P57), and express its entertaining nature with e.g. “it’s 
here [laughs]”(P2, P7); “oh sh*t” (P5); “magic happens” (I3). 

Another important utilitarian aspect of the AR experience is the Personalization it allows for e.g. “I 
could do the customization part which I think is really a highlight" (I3). Participants and interviewees 

were impressed by the fact that they could change and visualize different colors and customize certain 

features (P1, P8, P22, P23, P45, P49, P54, P57, P60). Similar to the reactions towards the alignment 

and realness of the virtual items, the expressions and opinions concerning customization both point 

at its usefulness in choosing their preferences and suitability with the space, as well as the hedonic 

side of their experience e.g. “It’s really cool that I can also customize the color" (P54); “I do really 
love the customizing part" (P60). 

Finally, the AR interviewees also share their thoughts on how the Try Out AR apps can increase 

Efficiency both in the online and in the overall (off and online) shopping process. According to 

them, this efficiency is obtained by the AR apps’ ability to, first of all, reduce the time usually spent 

in reading textual information or obtaining that information in the physical store e.g. “I would 
definitely use this app to actually decide on the product at least before going to a store and getting 
all the information that I would usually get either there or written in the website, and that takes so 
long” (I3). Second of all, it allows for reducing the times and effort in taking measures and 

imagining the products fitting in the chosen space e.g. “I think it’s for sure something you should 
include in your decision, because it helps so much instead of imagining in your room or taking the 
measures" (I2). Last but not least, Try Out AR apps can increase efficiency by reducing the chances 

for returning the purchased products, which often happens due to lack of suitability with the space 

e.g. “Well even though you can always return the products (...) it’s such a waste of time" (I1). Overall 

all AR interviewees agree on the fact that AR “just make the shopping easier" (I3). Additionally, they 

mention a need for more categorization in the B&O AR app, which can increase efficiency when 

choosing a product through a Try Out AR app e.g. “they should organize it in different segments, so 
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I don't have to lose time on figuring that” (I1). This aspect has been previously addressed through the 

perspective of Effort Expectancy, however it becomes important to underline its consequence for 

Utility. 

As a final note, and as touched upon before, there is a certain tendency to connect the usefulness 

of the app with the pleasantness of the experience and the whole customer journey. Not only do 

the AR participants verbally express such connection while performing the experiment, but also all 

AR interviewees, who draw upon how efficiency leaves space for pleasure and vice versa e.g. “I 
would say that it’s very much the fact that it makes your shopping more efficient, ‘cause you can 
choose better and be more certain about your choices, that also influences how much fun you are 

having with it, because you have more time to enjoy the fun parts of it instead of spending time with 
measuring things in your room or trying to picture things on your mind" (I1). This will be further 

analyzed at a later point. 

Although the Utilitarian Performance of AR and DC yield different reactions in the participants’ 

general task fulfilment, they both prove to be highly linked to the Attitude towards the app and 

ultimately its acceptance or rejection.  

7.2.3. The Role of Hedonic Performance Expectancy 

To reemphasize the theoretical backing for this determinant, Hedonic Performance Expectancy 

(Yang, 2010) is connected to the notion of perceived enjoyment (Davis et al., 1992; Rese et al., 2017) 

and highlights entertainment aspects of Mobile Shopping as a critical determinant of service use 

(Yang, 2010). Simply put, this determinant revolves around how pleasant the participants view the 

experience of using either the AR app or the DC.  

As a determinant, Hedonic Performance Expectancy is an interesting one as it is involved in both 

significant and non-significant relationships in the quantitative analysis. There, the association 

between Hedonic Performance Expectancy and Attitude for the AR group yielded the strongest 

correlation of all the hypotheses, thus cementing its relevance in inquiry into AR acceptance in Mobile 

Shopping Marketing. This connection is further reflected in the qualitative data analyzed below. 

Again, the AR group exhibits a more positive experience, whereas the participants in the DC group 

are less explicit about their experience and mostly carry passive or even negative connotations to their 

tested technology. These tendencies are also reverberated in the interviews that further elaborate on 

the experience of the participants.  
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As a general note, while evaluating their experience, all interviewees comment on it within the context 

of a customer journey. In regard to the hedonic aspects of shopping, one interviewee explains: 

“Because you have a longer decision-making process in buying speakers or let it be TVs or something 

like that. And you kind of compare different offers more, different sizes, all those features, you know. 
So you want this to be as nice as possible and not make the boring way of measuring and checking it 
out” (I2). This further serves to demonstrate the appreciative value of hedonism in the overall 

experience and indicates a direct connection to its utility. This overlap of utility and hedonism 

warrants more exploration as the division amongst them seems blurry when it comes to the qualitative 

insights. This will be touched upon in a later section in this chapter. 

During the task, the most verbal group is the AR one. A popular phrase is how ‘cool’ the experience 

is to them e.g. “Wow, cool!” (P17); “It’s bloody cool!” (P23), which spans almost all participants in 

this group (P1, P5, P7, P11, P17, P19, P21, P22, P23, P25, P30, P32, P34, P36, P39, P40, P43, P44, 

P45, P46, P49, P53, P54, P57, P58, P60). Comparatively, the DC participants have no similar 

utterances and are in general less elaborative when it comes to expressions characterized as hedonic. 

However, the facilitators detected a certain level of boredom in the facial expression from several 

participants (P3, P4, P6, P9, P12, P13, P26, P27, P28, P33, P35, P38, P52, P55, P59) during the test 

even if they were commenting positively on an aspect of the app. This is in stark contrast to the AR 

experience, in which multiple participants were recorded as having audibly laughed (P1, P2, P7, P17, 

P19, P20, P21, P22, P23, P25, P29, P30, P32, P34, P36, P39, P40, P34, P44, P45, P49, P53, P54, P57, 

P60) through the experience. 

The following sections will examine the data in relation to the experiential values included in this 

determinant. However, it should be noted that many of these overlap and intertwine and the reader 

should therefore not view these codes as mutually exclusive. It is not the purpose of this paper to fully 

discern the differences between these experiential values. Rather, this paper utilizes these as 

guidelines when interpreting the data to gain a more holistic understanding of the experience from 

the point of view of the participants. 

Sensory Experience (SENSE) 

The sensorial aspect of the hedonic experience was expressed in the AR participants’ view of the 

augmentation within the app. During the test, one participant eagerly exclaimed: “This is not really 
here but it's here [laugh]” (P2), underlining not only the believability of the augmented visuals, but 

also showing how this believability elicits a more fun (i.e., affective) response from the participant. 

It also spurs some curiosity, as exemplified by one of the participants: “[it’s] Really tempting to touch 



80 of 243 

it” (P32), whereby the quality of augmentation incites further interaction and engagement from the 

participant (P32, P44, P49, P53, P57). In relation to the DC, the lack of augmentation opportunities 

made the participants rely on the stagnant visuals presented here. This elicits a variety of responses 

from the participants in this group - many of the DC participants search for visual representation (P13, 

P14, P15, P16, P18, P24, P31, P33, P35, P37, P38, P47, P50, P52, P59) throughout the experience, 

commenting on the aesthetics and the sensation it inspires (P10, P24, P31, P33, P37, P47, P52, P55, 

P59), while often also complaining about the ratio of visual to text (P9, P47, P48). This final element 

relates back to the effort expectancy and the utility of the catalog itself. One participant even 

highlights: “I like the pictures, and they do seem very high-end and designer pictures, but not useful" 
(P59).  

The importance of visuals naturally transcends to the AR experience, as this is directly connected 

with the three characteristics of Augmented Reality (augmentation, interactivity and registration) as 

defined by Azuma (1997). These characteristics are also elaborated on by the interviewees e.g. “Yes, 
they [the augmented visuals] definitely look real and they seem to be standing right there with you 
which is awesome! [laughs]" (I1). Here, all three characteristics are present in that the augmented 

items appear and register as believable in the real world, simultaneously with the interviewee. Another 

interviewee states: "I mean, it looks pretty real because it interacts and merges with your real space, 
even when you move your phone and then you move the camera back or around the speaker and it’s 
there, as if it was there in real life and you just looked away and then looked back at it. [laughs] So 
that's nice and it’s pretty funny!" (I2). Both quotes highlight the sensorial aspect provided by the app, 

which furthers the entertainment and the pleasantness of the interviewees’ experience. 

Affective Experience (FEEL) 

The affective response from the participants in the AR group was strong, with participants even 

testing more than what was required by the facilitators; “Just for fun I put some more speakers there” 
(P2). The aspect of fun appears to be a repetitive response, as participants were observed as being 

very playful with the technology (P1, P2, P5, P7, P8, P11, P17, P19, P20, P22, P23, P29, P32, P43, 

P53, P57). One participant divulged: “I’m really digging playing with this [laughs]” (P54) indicating 

an almost childlike affective approach to this experience.  

The DC participants have few utterances which can be described as affective. One participant refers 

to the colors in the catalog as “Darned boring background color” (P51). As previously mentioned, 

the facilitators coded ‘boredom’ as one of the primary affective responses from participants. This, 

along with the absence of affective outbursts from the participants in this experience, shows their lack 
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of engagement. However, one interviewee, who partook in the DC experience, comments: "Yeah, it’s 
[mobile browsing] exciting, it's playful and super visual!" (I5), when asked about her general 

experiences of Mobile Shopping, which once again highlights the importance of the visuals for the 

users of the technology. 

The elements of fun, playfulness, and entertainment embedded in the affective experience are also 

mirrored in the AR interviews, where one interviewee explains: “Hmm, well yeah, I’m not sure what 
you mean by adding some more value but it definitely also makes it more fun. I mean, you just saw 
me playing around with it and making my masterpiece [laughs]" (I2). Another interviewee elaborates: 

"Then, yeah, I just played around with more and more and more speakers” (I3). Both of these 

interviewees elicit some element of surprise in combination with their playfulness in their response 

towards the app. This playfulness and entertainment is further emphasized when one interviewee 

evaluates the experience: “So I would actually say I felt pretty entertained, almost like I was in a 
game. Also, it was good for me to make a break in my studies to come play around with this” (I1). 
All this goes to further show how the presence of all three characteristics of AR (Azuma, 1997) elicit 

an Affective Experience with the participant.  

Creative Cognitive Experience (THINK) 

In this specific context, Creative Cognitive Experience relates to the triggering of users’ intellect by 

providing experiences, which engage them creatively (Schmitt, 1999). This aligns with a study from 

(Rauschnabel et al., 2019) which posits that participants may experience inspiration and curiosity 

through AR. Furthermore, it also includes the cognitive efforts it takes for the participant to envision 

the chosen product in the space and determine its dimensions.  

As previously highlighted, the AR participants find the visuals believable and it can therefore be 

assumed that the dimensions aspect of this experience can be fulfilled. This is especially visible with 

the participants, who go beyond the task set by the facilitators (P8, P17, P22, P49, P58). “Well I want 
a television as well! I know you want sound but believe me, this is going to look awesome” (P36) is 

an example of the opportunities provided by the AR app triggering participants’ curiosity to blossom 

and play around with multiple functions of the app. This is highlighted by an interviewee evaluation 

of the experience: “But I was just pretty much curious to try the rest. (...) And I wanted to see, not 
only in terms of sound systems, but also what else could be cool to try. This app also kind of makes 
you dream, right?" (I3). This further amplifies the hedonic aspect of the AR experience (Javornik, 

2016b), as the characteristics of the technology are fulfilled (Azuma, 1997) and therefore do not pose 

an issue for the participant’s exploration of the app and its opportunities.  
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However, it appears to be different for the DC participants when it comes to dimensions. When 

prompted on how well the dimensions of a given product translate into the mind of the participants, 

one replied: “I don't want to look at the dimensions numbers - I would have to transfer the information 

- if it says 20x20 I would have to find a reference object or translate it into for example by A4 notebook 
and that’s just boring” (P27). This statement shows how the practicalities of translating dimensions 

into the surrounding space make the experience turn in a negative (i.e. boring) direction, while also 

indicating a loss of utility when it comes to determining the dimensions of a chosen product with the 

DC.  

Additionally, an aspect that also incites creative thinking is the customizable options present in both 

the AR and DC. “Its really cool that I can see how it looks in the room and I can also customize it" 
(P54) exemplifies the connection between these two functions. “I love the personalize option, it 
always makes it more fun" (P34) also indicates how it further resonates on an affective level for this 

participant. These sentiments are echoed by the DC participants e.g. “Nice, I can choose the colors” 
(P52). However, the responses to this appear to be of a more utilitarian nature for the DC participants 

rather than hedonic. The creativity is thus more apparent for the AR participants. One of the 

interviewees responds to this feature: “It definitely makes me want to try the different colors and get 
a bit more creative than always going for black like I do all the time” (I1). The interviewee continues 

to evaluate the experience: “I think that of course helps you be more creative (...) it’s good to already 
think whether you’d have to move any furniture in your room, and how it would look better" (I1). The 

quote shows that the creativity incited by AR enhances its utility in the eyes of the participant.  

7.2.4. The Role of Attitude 

As a reminder to the reader, Attitude refers to participants’ positive or negative feeling towards 

behavior (Yang, 2010). It does thereby have a natural direction that points beyond the immediate 

experience. 

From the quantitative analysis, Attitude is proven significant in its effect on Behavioral Intention, 

thus favoring its inclusion in the model and the further analysis. The AR groups’ participants attitude 

towards usage reflects both the technology’s utilitarian and hedonic purposes, as could be expected 

from the outcome of the statistical analysis. The DC participants, however, refer to the technology as 

an element in an overall buying process, indicating that attitude towards an already accepted 

technology, such as the DC, or its likeness, stretches beyond the immediate interaction and is an 

ingrained part of the customer journey.  
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As Attitude is exogenous to the researchers’ observance skills during the test, no observation notes 

could be coded into this category. Therefore, the further analysis of this determinant will focus on the 

interviews, in which the interviewees were able to elaborate on their experience and thereby their 

attitude. In the interviews, the Effort Expectancy and both Utilitarian and Hedonic Performance 

Expectancy, as elaborated on in the previous sections, aid in creating this Attitude. This directional 

relationship was tested significant for both determinants in the quantitative analysis and is further 

elaborated on in the qualitative data. This is especially underlined by the interviewees in the group 

with the AR experience. For instance, when asked about the intention to continue using AR after the 

test, I3 asserts: “Oh, for sure. Yes, I would definitely use it again. Because it just makes the shopping 
easier and entertaining." and continues: “I think this is the future of retail" (I3). When evaluating the 

experience, another interviewee states: "I think it was super interesting" (I1); "Yes, of course, I would 
use this again” (I1). This goes to show a general positive attitude towards behavior in the case of the 

interviewees.  

Comparatively, the DC participants had other opinions. To exemplify, one interviewee summizes: 

“Yeah, I think it is alright, like the visuals are nice, the pictures are nice, but the usability and the 
user experience it's not really there. (I6), once again drawing upon both performance expectancies to 

describe the final attitude. The interviewees appear to hold some disappointment towards the 

experience with the DC, pointing at a negative opinion on usage. Another DC interviewee refers to 

the experience in a more positive way: “I would always do my initial research online. And that's why 
I was really pleased with this experience. Yeah dimensions were off, but with the type of product I 
looked for, it was pretty useful. You can determine it by the size of the hand or imagination." (I5). 
Here it becomes clear that she views the experience as an informative introduction to the brand, 

indicating a customer journey rather than mere technology use.  

This customer perspective is also present with the AR participants. When asked about the experience, 

one AR interviewee comments: “I really think these apps are very important and they have something 
to give you" (I1) and another interviewee further clarifies: “So I think it definitely makes a lot of sense 
and would be very important [when one is deciding on big investment products]" (I2). The final part 

of that sentence also highlights the context of this app, as it solely relates to high involvement products 

or investments. In such a situation, the Try Out app becomes an informative and fun step in the 

customer journey. This is also reverberated by another interviewee, who states: "I think it’s for sure 
something you should include in your decision, because it helps so much instead of imagining in your 
room or taking the measures...But it’s not a final thing, you wouldn't just look at this and click 

purchase, you’d want more." (I2). Here the interviewee compares the functions of the AR app to those 
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of the DC, underlining how helpful the AR is in comparison. This could indicate that the interviewee 

views AR as a replacement to the traditional marketing tool in the customer journey.  

These comments on Attitude towards the experience and subsequent usage can hold implications for 

companies trying to implement AR into their customer journey, as it interlinks with the relationship 

of the consumer to the brand. These considerations will be further addressed in the upcoming 

Discussion chapter.  

7.2.5. The Role of Social Influence 

Based on Venkatesh et al. (2003), Yang (2010), in his study on the UTAUT for Mobile Shopping, 

defines Social Influence as “the degree to which an individual consumer perceives how important 
others believe he or she should adopt mobile shopping services (...) Further, due to its service 
newness, consumers are expected to be more likely to be interdependent with important others’ 
perceptions of mobile shopping services capabilities and qualities”. As previously explained in the 

Theoretical Framework of this thesis, Schmitt’s experiential value of Social Identity Experience 

(RELATE) (Schmitt, 1999) is included in this analysis as an elaboration on the original determinant. 

Such expands beyond the private sphere of the individual, by relating to others, thereby creating a 

sense of self-improvement and thus keeps the experiential marketing viewpoint of this paper on the 

model of acceptance of AR.  

The quantitative results have confirmed both H6a and H6b, meaning that the participants have shown 

that their Behavioral Attitude towards utilizing AR and DC apps in a Mobile Shopping context is 

motivated by Social Influence. The qualitative results from the interviewees enforce this idea and 

allows for a deeper understanding of what composes their social sphere of influence. Note that this is 

a category from the Theoretical Framework which cannot be observed in the 60 experiments 

conducted, and thus is only analyzed through the in-depth interviews.  

All AR interviewees conclude that social influences would perhaps be the main factor influencing 

their behavioral intention towards Try Out AR apps: “I think that would be the most important factor” 
(I1); "possibly the most important trigger for me [friends telling me to try the app]" (I3). Contrarily, 

DC interviewees have not praised social influence as something important, with only I5 stating that 

because she trusts her boyfriend and he shops online with digital catalogs she feels “so much more 

prone to doing it” (I5). Thus, this analysis will only reflect on the results from AR interviewees. 
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Three main components of Social Influence arise from the AR interviewees: Friends/Peers/Family, 

Online Reviews, Community Seeking. All interviewees talk about Friends/Peers/Family as one of 

the biggest triggers for possibly using AR apps e.g. “if they talk about it I definitely want to check it 

out" (I1); “ if my friend would tell me (...) I would try” (I2); I think if a friend tells me about that app 
(...) there's kind of that sense of ‘Oh, well, really?! that exists?’ and then I'm going to try it" (I3). Not 

only do the interviewees state that they would surely be influenced by their friends, but they also 

claim they would share their experience and recommend it to their peers. One interviewee explains: 

“we always tend to share new cool techy experiences with our friends" (I1); "Oh most definitely, 
that’s usually how we get into new technologies, people start using it and show you, and then you use 
it and show it to other people” (I1). This is in agreement with another interviewee: “I would show 
them the app and tell them how good it is” (I2). However, all interviewees claim that there would 

need to be a convenience aspect leading them to recommend and talk to peers e.g. “if someone is 
actually wanting to buy a new speaker I would for sure recommend them” (I1) “if they would be 
interested in speakers for example (...) I would show them the app” (I2). 

All three AR interviewees praise Online Reviews as another crucial aspect influencing their intention 

to use the AR apps e.g. “we always want reviews from people” (I1); “if I read the reviews of other 
people about the app, then I’ll downloaded it, that’s for sure" (I3). It seems almost as if Online 

Reviews act as a trust assurance towards the AR app, more important than their trust in the brand or 

the sales employees. 

Another influencing factor that stands out among the AR interviewees is the seeking towards being 

part of a Community e.g. "you want to be part of it because it’s an innovation and people might start 
using it all the time" (I1). This shows that their intentions to use AR apps in a Mobile Shopping 

context are also driven by the sense of being part of the community and staying up to date with the 

apps used by such a community. 

Additionally, I1 mentions Social Media Influencers to have a trigger on her intentions to use specific 

apps: "If some influencer talks about an app that I'm actually interested in or I'm looking to buy 
something in that app or from that brand, I would use it" (I1). Although there is no pattern amongst 

other interviewees, this shows that there might be other components of Social Influence which are 

not captured by this study. 

However, although Social Influence is said to be a crucial trigger for the Behavioral Intention to use 

an AR app, the interviewees stress that despite their willingness to try the app without needing it, they 

would only properly use Try Out AR apps if they felt the utilitarian need for it (e.g. if they want to 
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buy speakers or furniture), as exemplified: "I mean, like, of course if a friend tells me about it, I'm 
definitely going to try it. But I think definitely using the app again has to be with the actual purpose. 
of the app, so looking for something" (I3). Nonetheless, Social Influence shows to be highly relevant 

for consumers’ intentions to use AR apps within a shopping context.  

7.2.6. The Role of Facilitating Conditions 

As Venkatesh et al. (2003) state, facilitating conditions are defined as the degree to which an 

individual believes he/she has sufficient support from a technical infrastructure to use the technology. 

Thus, when consumers have an internet-enabled mobile phone, with sufficient camera and storage 

capabilities and an interface enabling them to explore both digital catalogs and AR mobile apps they 

are expected to be more likely to adopt it. 

From the quantitative data, both H7a and H7b were supported, meaning that Facilitating Conditions 

positively influence the Behavioral Intentions of the participants to use AR Try Out apps and DC in 

Mobile Shopping. As this factor cannot be addressed during the experiments, which were conducted 

with one of the researchers’ smartphone (with the necessary conditions for the use of both DC and 

AR), the factor has only been examined in the questionnaire and solely mentioned once in the AR 

interviews. I1 states: “Yes, for this, yeah. I have a lot of space so I can download whichever one [app] 

I want. I mean nowadays who doesn’t? We have a million apps, one won’t make any difference." (I1). 
Thus, one could assume that these conditions are almost taken as “granted” within the sampled 

population in the underlying research. Moreover, since all AR interviewees have said they would 

install the app e.g. “I’ll instantly downloaded it, (I3); I would download the app (I1), they seem to 

believe they have the conditions and will thus be more likely to adopt it. On an opposite end, but also 

showing the importance of facilitating conditions, DC interviewees have often pointed out that the 

phone and especially its small screen does not facilitate search on a DC as much as the wider screen 

of a computer e.g “on the phone, it's just way too much [page and text too long]”(I6); “for that the 
phone is not that functional." (I5); “it's nicer to, to see it on a bigger screen” (I2).  

7.3. Inductive Insights from the Qualitative Analysis 

In addition to the above outlined insights, the analysis of the collected data also yielded new insights 

on the model for AR and the elements in it. This section presents these discovered insights, thereby 

elaborating on the tested model. 
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7.3.1. Discovering the Hedonic-Utilitarian Loop 

The division of Performance Expectancy into two determinants - Utilitarian Performance Expectancy 

and Hedonic Performance Expectancy - is supported by AR studies (section 2.3.3) and by Technology 

Acceptance theory (Yang, 2010). In this thesis both tested mostly significant in their relationships to 

other determinants in the model from the Theoretical Framework. However, through the 

observational notes and the interviews, specifically in relation to AR, these two determinants appear 

to be more interconnected than initially anticipated. Therefore, the researchers propose an analysis 

into a potential loop between the two determinants, with a starting point in the qualitative data.  

Utilitarian Impact on Hedonic Experience 

During the qualitative analysis, it became apparent to the researchers that the experience described 

by the participants often included overlapping hedonic and utilitarian values. One example of this 

occurs when the participants initially superimpose the augmented items into the space: “Its like its 
'really there' even if you move around” (P7); “This is awesome, you can see the real size, and it looks 
real” (P57) are just two comments that highlight the playful element to the utilitarian purpose of the 

AR app. Here, the utility lies in the perception that the participants can superimpose the image into 

the real world and interact with it, as they move around the space in order to complete the task (P2, 

P7, P17, P20, P29, P32, P57). Furthermore, the quotes add onto the utilitarian purpose of determining 

the dimensions of the objects in question, which proved useful for the participants (P1, P7, P11, P17, 

P20, P21, P22, P23, P25, P29, P30, P32, P34, P36, P39, P40, P43, P44, P46, P49, P54, P57). 

Additionally, it also draws upon the believability of the augmentation, which resonates in a hedonic 

response from the participants in that they want to play with it and touch it (P20, P32, P44, P49, P53, 

P54, P57). Thereby, the hedonic elements are stimulated through the Utilitarian Performance 

Expectancy of the experience with AR.  

Moreover, when discussing spending additional time and effort on understanding the augmented item, 

an interviewee responds: “Whenever I went closer and to understand how it is, materials and 
everything, they were so detailed, it was insane... so cool and such good quality of the image" (I1). 
The quality of the AR makes it useful and informative to the interviewee, while also providing an 

element of fun into the interaction. Thusly, it once again engages both determinants, taking a starting 

point in the utility of the app. The above indicates, that when initial utility is fulfilled, hedonic values 

overtake the experience and thus the two determinants are connected in this direction.  

Hedonic Impact on Utilitarian Experience 
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The researchers also view Hedonic Performance Expectancy as influencing the usefulness of the app, 

again basing this conjecture on the qualitative data of this study. For instance, the hedonic experience 

is highlighted in the following quote: "I mean, it looks pretty real because it interacts and merges 

with your real space, even when you move you phone and then you move the camera back or around 
the speaker and it’s there, as if it was there in real life and you just looked away and then looked back 
at it [laughs] So that's nice and it’s pretty funny." (I2). Here, the interviewee explains the purpose of 

the app from a hedonic starting point, as exemplified in her laugh and final comment about the 

experience and the augmentation being fun. The experiential values (SENSE, FEEL, THINK) as 

presented by Schmitt (1999, 2010) are embedded in this participant’s experience and interacts with 

the three elements of AR (augmentation, interactivity, and registration) as outlined by Azuma (1997) 

and Javornik (2016b) to cement this as a highly hedonic experience. Additionally, the interviewee 

further elaborates on the AR app: “So it’s such a help to actually be able to visualize things and then 
go to the store already knowing more or less what you want and just check out other feature like the 
touch or something like that." (I2), encasing this hedonic experience into the more utilitarian context 

of a customer journey. The hedonic elements prevalent in this experience thereby supports the utility 

of the app itself, hence suggesting that the hedonic experience adds more utility to the experience in 

its entirety.  

The observations also add to the analysis above, especially when it comes to the customizable 

function offered by the app. While many participants, who discovered the customization function, 

agree that it is fun and exciting (P1, P8, P22, P23, P30, P34, P36, P45, P49, P54, P57, P60), they also 

found this feature very useful. The hedonic aspect is first commented on by a participant: “It’s really 
cool that I can also customize the color!" (P49) while another elaborates on the fun aspect by saying 

that the feature: "really helps to see what would be better in the room” (P34). Thus, the apps 

usefulness springs from a hedonic experience of the features the app offers and the researchers 

therefore elicit influential elements stemming from Hedonic Performance Expectancy and exerted 

upon Utilitarian Performance Expectancy.  

The Hedonic-Utilitarian Loop 

As can be discerned from the utilized quotes in this analysis and from further investigation into the 

observation notes and interviews, these two determinants often overlap and intertwine during the 

participants’ experience. Drawing on both directional influences as analyzed above, this section 

combines them and suggests a full loop between the two. However, it must be underlined that the 

researchers view these as interlinked on a loop, with no natural starting point, other than what is 

chosen by the researchers themselves for analytical clarity.  



89 of 243 

To exemplify, when evaluating the experience, one interviewee describes her attitude towards usage 

in the following way: “But if it's only for fun, I wouldn't download it. If I'm not looking for that 
product, I wouldn't download the app" (I1). For this interviewee, the lack of initial purpose, i.e. the 

lack of usefulness from the outset, results in no usage of the app. However, if this purpose exists, the 

hedonic aspect becomes important and through its functions furthers the utility of the experience: 
“Oh this makes the shopping process much more pleasant (...) and definitely much more fun than the 
traditional online one” (I1). Hedonic use thereby leads to usefulness, which further spurs a return to 

hedonic experience. Thereby the values are once again connected. 

In sum, this part of the analysis proposes a loop between the determinants of Utilitarian Performance 

Expectancy and Hedonic Performance Expectancy specifically applicable for the acceptance of AR 

Try Out app in Mobile Shopping Marketing. 

7.3.2. Inductive Categorization of Trust 

The qualitative data extracted from the interviews has shown one extra factor which the Theoretical 

Framework did not predict. The framework predicts Social Influence and Facilitating Conditions as 

the two elements outside the immediate interaction with AR influencing its acceptance by consumers. 

However, a third element emerges as potentially crucial: Trust. Although this should be further 

analyzed quantitatively, the researchers found substantial indications from all interviewees 

participating in the AR experiment that their trust in the brand or company, which the AR app belongs 

to, influences their trust and acceptance of the app itself.  

As previously cited in section 1.3.2, it seems suitable to go back to what Shankar et al. (2010) have 

studied in the Mobile Marketing context. The authors research key issues in Mobile Marketing in a 

Retailing Environment and state that one of the key enablers/inhibitors of mobile usage in the retailing 

environment is Trust. More specifically “trust with the application, service provider, and the 
retailer”, which the authors claim to enable “wider and deeper adoption of mobile devices and 
applications” in the shopping context (Shankar et al., 2010, p. 9). Thus, because the Try Out AR 

mobile apps in study are part of this context of Mobile Shopping Marketing, there is an alignment 

between Shankar et al. (2010) and the underlying thesis in viewing trust as a suitable determinant 

influencing the acceptance of such apps. 

Moreover, Persaud & Azhar (2012), in their study on consumers’ willingness to accept marketing 

through their smartphones, state that: “In mobile marketing, consumers are the trustors and marketers 
are the trustees (...) consumers’ mobile marketing behavior is a reflection of their overall assessments 
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of the marketers’ reliability and integrity”. Furthermore, Persaud & Azhar (2012) review a study 

from Jayawardhena, Kuckertz, Karjaluoto, & Kautonen (2009) on the factors which influence 

consumers to accept permission based mobile marketing. Jayawardhena et al. (2009) finds one of the 

main factors to be personal trust. Personal trust is then defined as emerging both from the customer’s 

relationship with the company providing mobile marketing (which is a reflection of previous 

experiences with the company) and the social influence experienced by the customer from individuals 

in his or her social network (based on the experiences that people in the customer’s social network 

have had with the company and pass on to the in form of recommendations or narratives). The present 

thesis will borrow this definition of trust given by Jayawardhena et al. (2009) as it is found suitable 

for the findings expounded below. 

All AR interviewees point out that they were unsure whether the B&O Try Out AR app would have 

presented them with all the purchase options. There seems to be a lack of trust stemming from no 

previous relationship with the brand, e.g. "But I’m also not sure if that is the whole catalog, nothing 
guarantees me Bang&Olufsen displays everything there. I don’t know the brand that well so..." (I1); 
“when you don’t know the brand you’re also not sure if all the products are there." (I2); “I’m not 
sure if they have all the speakers in there, I’d also have to make sure of that” (I3). Other than the 

relationship with the brand, the need for trust is also attributed to the scarcity of online reviews or 

peer recommendations, e.g. “I mean [if] it’s a more “techie” brand you trust more, naturally. But I 
would be more concerned with the reviews people make about the app." (I2); “If they don’t have any 
reviews and you also don’t know anyone who has tried it, you are still not sure if it's a good [app]” 
(I1). The attentive reader notices that these two elements leading to lack of trust go hand in hand with 

both factors pointed out as crucial by Jayawardhena et al. (2009) - relationship with the brand and 

social influence. 

Interestingly, the DC interviewees have not shown the same kind of trust issues, with only I6 

defending that one needs to trust the company in order to trust its Mobile Shopping Service “What if 
I just miss-click something or click something twice and then they charged me twice?" (I6),  and 

mentioning reviews as a trust prompter “There was just one review, which was a bit weird (...) seemed 
like it wasn't even legit” (I6). 

Consequently, the level of trust appears to be more directed towards novel apps, in the sense that both 

DC and AR interviewees have shown to trust that the Digital Catalog would have all items displayed. 

Indeed, AR interviewees mention they would have gone to the catalog in order to assure that the AR 
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Try Out app was aligned. Hence, one might interpret from these results that trust is only a crucial 

factor to AR, due to its novel insertion into Mobile Shopping Marketing. 

In conclusion, it appears relevant to add this new factor to the Theoretical Framework of AR 

acceptance, due its lack of applicability for DC. 

8. Discussion 

This discussion will be divided into three parts. Firstly, a new model derived from the Empirical 

Findings and Analysis will be proposed within the context of AR Mobile Shopping Marketing. 

Secondly, the Theoretical Contributions will be discussed in connection with the existing literature 

previously explored in the three Pillars of Theory. Lastly, the Managerial Implications of those 

findings will be addressed in order to provide marketers with the right guidelines for a successful 

implementation of Mobile AR Try Out apps. 

8.1. Unified Theory of Acceptance of AR Try Out Apps 

Both quantitative and qualitative empirical findings and analysis allow the writers of the present thesis 

to answer their RQ: 

How are Augmented Reality Applications accepted by consumers in a Mobile Shopping 

Marketing context, in comparison to more traditional Digital Catalogs? 

From this research, AR Try Out apps is shown to create an immersive and engaging experience due 

to the Hedonic Performance - meaning the positive sensory, creative enhancing, and affective 

experience - and the utility embedded in the technology from the point of view of the participant. The 

latter is further increased by the low effort required to work with the app tested in this thesis. 

Moreover, such Utilitarian Performance of the AR app is shown, from the qualitative insights, to 

be triggered by Virtual Alignment with Reality (e.g. suitability to surrounding space, details, and 

color), Visualization of Dimensions, Personalization, and Efficiency in both the online and overall 

shopping process. The Virtual Alignment with Reality is demonstrated to have a big impact on the 

participants’ assessment of the products’ suitability to the surrounding space in terms of size, design, 

color, and details, which is additionally perceived as useful for the process of evaluating the choices. 

The Visualization of Dimensions displayed in the virtual objects placed in a real space is emphasized 

by the participants and interviewees on their perceived usefulness of the app. This shows to be a 

pivotal point of divergence between the benefits of AR and DC. Moreover, the Personalization option 
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of AR Try Out is also praised for helping users customize the items to their preferences, thus 

enhancing the utilitarian benefits of the app in the evaluation process, while adding to the 

entertainment aspect of customization in real time. Lastly, the Efficiency in the online and overall 

shopping process is said to be heightened as the time usually spent in processing textual information 

or obtaining the equivalent information in the physical store is reduced by using the AR app. 

Opposingly, participants using the DC spent much time searching for relevant information and 

experienced difficulty in determining dimensions from the information provided. The AR app also 

reduces the time and effort of taking measurements, hence further lowering the chances for returning 

the products. These elements all work to further trigger the utility of the app from the perspective of 

the user.  

As suggested, the utility and hedonism of this experience ‘feed’ into one another in a manner the 

authors of this thesis have deemed as a ‘Hedonic-Utilitarian Loop’. This again supports the 

connection between the two performance expectancy determinants, even as they have previously been 

separated and tested significant in several quantitative studies, including this thesis, specifically in 

relation to attitude in the quantitative analysis earlier. The determinants are therefore still considered 

as two separate entities, but their connection is illustrated through the proposed loop. These two 

elements of the experience subsequently influence Attitude towards the app. This Attitude, along 

with Social Influence, Trust, and Facilitating Conditions in combination influences the consumers’ 

Behavioral Intention to use the app. Through the analysis of Facilitating Conditions, its value is 

validated. However, due to the sampled population of this study, these conditions are essentially 

viewed by the interviewees as a “given”.  

Social Influence, which is thoroughly highlighted by the interviewees, is composed by three main 

parts of the user’s social sphere: 1) Friends/Peers/Family, 2) Online Reviews and 3) Community 

Seeking. Through the Qualitative Insights, this shows to be of greater cruciality than previously 

expected, due to the lack of theory addressing this specific determinant (e.g. Huang & Liao, 2015; 

Rese et al., 2017). Trust is added to the model as an outcome from general concerns expressed by 

AR participants, as opposed to DC ones. Such Trust appears as a reflection from previous experiences 

with the AR provider (e.g. B&O) and can emerge from social influence. 

These abovementioned findings are visualized in Fig. 14 below, which thusly represents a revised 

model of the UTAUT specifically suited for Mobile AR Try Out Apps as derived from this thesis and 

its theoretical and empirical arguments. 
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Fig. 14. Unified Theory of Acceptance of AR Try Out Apps 

However, as the perforated line in the above visualization suggests, Usage Behavior requires 

longitudinal insights in order to better understand it. As this paper relies on assumptions when 

evaluating Usage Behavior, a longitudinal study could aid in determining whether there is a gap 

between the intention and the actual usage of the AR app and how this should be addressed. In line 

with this, to prompt actual usage behavior, AR Try Out apps in a Mobile Shopping context must be 

strategically and successfully integrated within consumers’ shopping journey. In the following 

sections some of these managerial implications will be addressed, along with the thesis’ contributions 

to the academia in AR Marketing, beginning with the latter. 

8.2. Theoretical Contributions 

The present thesis contributes to the research into consumers’ acceptance of AR Try Out apps within 

a context of Mobile Shopping Marketing. Among other authors, it follows Javornik’s (2016a) call for 
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further conceptualization and empirical studies within AR research in Marketing, and how AR can 

reshape mobile shopping experiences (Shankar et al., 2016). With a foothold in Yang’s (2010) 

adapted theoretical model from the original UTAUT to Mobile Shopping Services, the researchers of 

this thesis have conceived a new suitable framework of determinants influencing the acceptance of 

AR in such Mobile Shopping context - see Fig.14. This framework distinguishes itself from other 

previously constructed ones and thus the following question will be discussed: 

How does the new model in Fig. 14 from Empirical Findings and Analysis contribute and 

respond to theory? 

As mentioned throughout the paper, Rese et al. (2017) and Huang & Liao (2015) study the acceptance 

and sustainable relationship behavior towards AR, taking their point of departure in the original TAM. 

By using the UTAUT for Mobile Shopping Services (Yang, 2010) as the basis for inquiry, instead of 

the TAM, this thesis pertains the wide spectrum of models which constitute its foundation (as 

specified in section 4.3). In that sense, the UTAUT presents itself as a more concise model in that it 

merges behavioral, technology, and innovation theories (Venkatesh et al., 2003). Moreover, it allows 

the writers of this thesis to construct a revised model which takes into account a more exogenous 

view - outside of the immediate AR experience - of the acceptance of AR by including Social 

Influence and adding Trust as determinants of Behavioral Intention to use these apps. Indeed, the 

underlying findings support, both quantitatively and qualitatively, that Social Influence is a crucial 

determinant of Behavioral Intention to use Try Out apps. Hence, this determinant should not be 

overlooked by academia when studying AR acceptance, as it was in Rese et al. (2017) and Huang and 

Liao (2015). Such can affect the managerial outcomes of the model, by leaving marketers blind to the 

importance of promoting social connectivity. Within this topic of Social Influence, Hilken et al.’s 

(2017) and Javornik’s (2016a) view point on the need for a deeper understanding of social 

connectivity proves the relevance of such determinant. The authors discuss (but do not study 

empirically) how lack of social connectivity allowed by AR apps can pose a limitation to its use 

(Javornik, 2016a), which could be mitigated by e.g. “customers could share live feeds of their virtual 
mirrors with others to obtain ratings and reviews” (Hilken et al., 2017, p. 900). 

Moreover, the present study focuses solely on one type of AR apps - Try Out. Rauschnabel et al. 

(2019) claim that the difference in utilitarian and hedonic motivations can be traced to the type of AR 

app. Thus, by solely devoting itself to Try Out apps, the thesis avoids falling in the fallacy of creating 

a generalizable model which would not be suitable for AR apps designed for different purposes. 
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Following Rauschnabel et al.’s (2019) logic, other types such as the Try On might yield different 

outcomes. 

Additionally, the new model is constructed taking into account Rese et al.’s (2017) suggestion for the 

use of a control group performing the same task with non-augmented reality technology, in order to 

better assess the effects of AR. Thus, by including two groups performing the same task with a Digital 

Catalog and an AR Try Out app, the analysis allows for unveiling the main determinants of acceptance 

of AR which vary from an already established technology in Mobile Shopping context. One of the 

main differing findings is that Effort Expectancy solely influences Utilitarian Performance 

Expectancy in AR. In DC it influences both Utilitarian and Hedonic Performance Expectancies. This 

might indicate that due to AR’s novelty, as opposed to the more traditional catalogs in Mobile 

Shopping, consumers will forgive more effortful actions and thus the pleasantness (hedonism) of their 

experience will not be affected by that. On the other hand, because there is a Hedonic-Utilitarian loop, 

effort can primarily influence utility, and indirectly hedonic expectancies.  

Another advancement included in the revised model meets Dacko’s (2017, p. 245) call for the “need 

to examine more deeply both utilitarian and hedonic qualities in Mobile AR shopping apps”, given 

the diverse findings in literature and the usual reliance on quantitative findings rather than qualitative. 

In that sense, the underlying paper contributes to disclose the most critical qualities underlying 

utilitarian and hedonic aspects of mobile AR apps for Shopping purposes. Furthermore, the loop 

between Hedonic and Utilitarian values carries consequences for both research and practice in AR 

Marketing. The latter one concerning practice will be addressed in the following Managerial 

Implications section. To research, this Utilitarian-Hedonic loop poses a new ramification of empirical 

testing for the Acceptance of AR in Mobile Shopping and perhaps other types of interactive 

technologies (e.g. VR). Studies in AR which separate these two topics (e.g. Dacko, 2017; Hilken et 

al., 2017; Javornik, 2016a; Rauschnabel et al., 2019; Olsson et al., 2013) could be revisited to 

understand whether the relationship would pose theoretical or practical implications. 

Finally, consistent with Scholz & Duffy (2018), the underlying thesis’ qualitative analysis of Effort 

Expectancy shows that people are willing to forgive certain flaws in AR Try Out apps. Not only 

because of its novelty, but also due to its interactive and entertaining, thus hedonic, nature. Moreover, 

the findings from 60 experiments and 6 in-depth interviews reveal a tendency towards a loop between 

Hedonic and Utilitarian Performance Expectancy. This is per se an indication that if users find the 

experience useful, they might perceive it as more pleasing and vice-versa. Such loop can be an 
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explanatory factor behind the forgiving attitude towards some imperfections that would have 

otherwise been significant, if the satisfaction of hedonic and utilitarian aspects is not balanced. 

An interesting point is whether this forgiving attitude would apply differently in a replication of this 

research on AR Try On apps (in which users see the virtual items overlaid on their own body). Here, 

because it might affect users’ self-concept or sense of self (Scholz & Duffy, 2018), any flaws in the 

AR rendering could potentially damage the acceptance and use of such apps. 

The above analysis elicits yet another question, as authors have recently pointed out the need for more 

research on how AR impacts the brand and brand-consumer related outcomes (Rauschnabel et al., 

2019; Scholz & Duffy, 2018). Thus, from the findings, and the need expressed in literature to 

elaborate on brand issues of AR, the following question seems to be important to discuss: 

Can AR Cognitive Creative Experiential value affect user’s perception and relationship with 

the brand in a Mobile Shopping context? 

An interesting finding from looking at the experiential values (Schmitt, 1999) included in the Hedonic 

Performance determinant of the model in Fig. 14, is the cognitive creative one. The Try Out app 

triggers creativity from the participants, which is then elaborated on by the interviewees. Although 

AR literature has researched affective (e.g. Javornik, 2016b) and sensorial (e.g. Huang & Liu, 2014) 

values of AR, creativity-enhancement values, which Schmitt (1999) considers crucial, have only been 

slightly touched upon by Rauschnabel et al. (2019).  

The Empirical Findings and Analysis of this thesis have revealed a general positive reaction from the 

experiments and interviews towards the hedonic value of AR - affective, creative, and sensorial 

(Schmitt, 1999) - contrary to the DC. This not only confirms findings from Javornik (2016b) on AR’s 

enhancement of affective responses, but also from Rauschnabel et al.’s (2019) on AR’s enhancement 

of user inspiration - hence, creative - which is yet very underexplored in AR research within 

Marketing. This sets a good point of Discussion on whether the creativity-enhancement value of AR 

apps within Mobile Shopping could lead to consumers perceiving the brand as more creative and 

innovative in itself. As Fournier’s (1998) paradigm shift in brand management underlines, the brand 

embodies human characteristics and, hence, consumers perceive brands as viable relationship 

partners. Thus, the brand will have a human Personality and it is the holistic experience with it that 

will affect consumer’s perception of and relationship with it. Moreover, this is intensified by an 

exchange between the brand and the life of the consumer (Fournier, 1998). It is interesting to merge 

this brand theory with Scholz & Duffy’s (2018) findings that when consumers use AR apps in the 
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“intimate, familiar, casual, and relaxing atmosphere of their own homes” they can “interact with a 
brand in ways that feel personal and supportive of self-expression and experimentation” (Scholz & 

Duffy, 2018, p. 20). Following Fournier’s (1998) ideas, by being allowed and motivated for self-

expression and creativity, the consumer might perceive the brand as having a more creative and 

innovative personality as well. Although Scholz & Duffy (2018) study the AR integration of branded 

content onto the users’ own facial features, their findings can be replicated in AR integration of 

branded content into the users’ own home. The Try Out App studied in this thesis is usually pitched 

for home-use, consequently, this integration, along with the interactions with the app and the virtual 

objects displayed, can bring together both relationship partners - brand and consumer. This can be 

further supported by Scholz & Smith (2016), who claim that AR can be an optimal technology for 

creating deeper consumer-brand relationships, due to its ability to introduce branded content in 

consumers’ own environment. 

Finally, with a more long-term strategic marketing goal perspective, Scholz & Duffy (2018) assert 

that “AR apps at home, and what consumer-brand relationships can arise from these activities, 
provides mobile marketers with inspiration for what long-term and sustained forms of customer 
engagement via mobile devices are possible, beyond geo-targeting advertising and internet search 
on the go” (Scholz & Duffy, 2018 p. 21).  

Thereby, Cognitive Creative Experiential value could affect users’ perception and relationship with 

a brand in a Mobile Shopping context, potentially spurring consumer connotations of creativity and 

innovation towards the brand offering the AR app.  

8.3. Managerial Implications 

As suggested, this thesis also holds implications for managers to consider when deliberating their 

possible employment of AR Try Out apps. The implications are structured following the natural 

progression of creation and implementation, beginning with ideation of AR Experience to the creation 

of it and its deployment into a grander marketing strategy. 

Determining the Purpose of AR Experiences 

As underlined through Pillar 1 of the Theory of this thesis, AR is a technology gaining more traction 

within the field of Marketing (e.g. Javornik, 2016; O’Mahony, 2015; Yaoyuneyong et al., 2016; 

Farshid, 2018) and especially in Mobile Shopping Marketing (Dacko, 2017; Scholz & Duffy, 2016). 

Therefore, an essential first step into any creation of an AR experience in this field is determining the 

purpose and the proper appropriation of such an application (O’Mahony, 2015; Huang & Liao, 2015). 
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This is crucial from a managerial perspective, as failure in this context could result in emotional 

dissonance with potential users (O’Mahony, 2015). “Consumers are likely to become jaded towards 
the phenomenon if its implementation is perpetually ill-conceived; this precipitates the development 

of cognitive filters or barriers which inhibit AR stimuli, regardless of their technical merits” 
(O’Mahony, 2015, p. 234). This is supported by the empirical data from this study, in which 

interviewees commented how the lack of purpose from the viewpoint of the user could result in the 

app being perceived as a gimmick. To mitigate this, the purpose of the app must be clear to both the 

managers and to the end users. 

When establishing the purpose, managers must also consider the features inherent in an AR 

experience. From the qualitative insights it becomes clear that there is a potential loop between the 

utility of the app as perceived by the user and the hedonic aspect of the experience itself. Aligned 

with this, Javornik et al. (2016) argue that playfulness and perceived augmentation are potential 

predictors of purchase intentions. However, the authors also highlight the convenience (present in 

this thesis as a part of Utilitarian Performance Expectancy) as strongly correlated to the intention to 

use an AR app of this kind, go through with a potential purchase thereof, and finally communicate 

the experience to peers (Javornik et al., 2016). The social element pertaining to this argument is 

threefold: firstly, it echoes the quantitative findings, which show Social Influence as correlated to 

Behavioral Intentions in regard to adopting the AR app. Secondly, from the qualitative insights, it is 

made clear that the convenience (i.e. utility) of the app spurs sharing amongst users. Lastly, one of 

the biggest triggers which interviewees have pointed to as motivating their initial use of AR apps is 

the social aspect of stemming from recommendations from peers.  

Hence, when determining the purpose, managers must consider both the purpose of the AR app in a 

company setting, but also regarding the user. For the latter, it is not enough to merely look at the 

utilitarian purpose. Managers must look beyond it to connected factors from the users’ point of view 

to fulfill and understand the purpose and possibilities of the technology.  

The following topics are hereby highlighted for managerial consideration when evaluating the 

purpose of an AR experience:   

➢ Establishing a clear purpose of the AR experience is crucial, as the technology could otherwise 

be seen as misappropriated and subsequently alienate potential consumers.  

➢ When it comes to AR experiences, the interdependency between the hedonic and utilitarian 

aspects of the app are vital when it comes to intention to use. Hence, marketers must find a 

strategic balance amongst these, as they naturally feed into each other.  
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➢ Social elements prove to be decisive factors upon initial interaction with the technology. 

Managers must therefore acknowledge these and their relationships when outlining the 

purpose of the AR experience.  

Designing the AR Experience 

Parallel to the purpose of the employment of the AR experience, managers must consider the design 

opportunities offered by this technology. Huang & Liu (2014) advocate the importance of narrative 

in the design of an AR experience; “owing to that compelling narrative allows users of ARIT to more 
fully enjoy an interactive shopping environment and perceive a more experiential value in the 
experience” (Huang & Liu, 2014, p. 101). To illustrate, by utilizing this in the context of AR Try Out 

apps, managers can trigger a narrative experience for the users by enabling them to view products 

superimposed into their own space, such as the B&O app does. Of the AR participants in this study, 

many had experiences which can be seen as the beginning of a narrative. An example is the observed 

surprise in many AR participants upon discovering that they could place multiple speakers within the 

space simultaneously and thus build upon the space, creating a sense of story line within the set task. 

Some even mentioned that they would like certain products in their own personal space, hence 

indicating a narrative effect forming in their mind as a result of the experience.  

In this narrative component of the design, managers should also account for the shaping effect 

stemming from the sense of control users should have when it comes to the interface of the AR 

experience (Shapiro et al., 2006 in Huang & Liu, 2014). This is specifically related to the interaction 

the users have with the simulative system (i.e. augmented items in AR Try Out apps) and the 

autonomy this brings to them (Shapiro et al., 2006 in Huang & Liu, 2014). In this thesis, the AR app 

used in the task allows participants to independently control the virtual elements. This condition 

prompts a highly interactive relation with the app, resulting in participants controlling the suitability 

of the augmentation with the surroundings, the visualization of dimensions, the alignment with 

reality, and the details of the superimposed items, including the customization option. Accordingly, 

managers should acknowledge the autonomy of the users regarding control of the interactivity of the 

AR and place them as similar to a protagonist within the overall narrative of the AR app.  

Another important aspect for managers to pay close attention to in the design of an AR Try Out 

experience is the speed at which the app can operate (Huang & Liu, 2014) and the speed at which 

users can perceive information (Shapiro et al., 2006 in Huang & Liu, 2014). These two must be 

aligned, otherwise managers can risk creating an experience environment that is perceived as 

inauthentic (Huang & Liu, 2014). Practically, this means that the rendering of the virtual objects 
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should neither be too fast nor too slow, as this may cause discomfort with the users. Concerning the 

newly proposed model (Fig. 14) this holds consequences for both the hedonism, due to its effect on 

the pleasantness of the task, and the utility, given that the purpose of the app becomes distorted. 

However, it should be noted that the interviewees of this thesis show more forgiveness towards 

potential flaws in the design of the app, if it has an already cemented purpose clear to the user and 

holds high hedonic value for the user as well.  

From the empirical results, the following topics are highlighted for managerial consideration for the 

design of the AR experience:   

➢ Managers must ensure user centrality when designing the AR experience, as placing the user 

as the protagonist of the experience narrative will heighten the autonomy and sense of control 

they feel during the interaction.  

➢ In order to avoid a loss of hedonism, designers must be very aware of the speed of the AR 

experience. This is crucial for managers to be aware of, as neglect in this area can spur 

discomfort with users.  

➢ With both purpose/utility and hedonic value, users are more forgiving towards flaws in the 

AR design. Therefore, managers must ensure the presence of these two factors before 

launching their AR experience.  

Integration of AR Experience into Marketing Strategy 

Building on the established purpose and the chosen design elements, managers must finally focus on 

the implementation of the AR experience into their marketing strategy. As indicated on multiple 

occasions, the customer is a very important constituent in the overall appropriation of AR in Mobile 

Shopping Marketing, since the field is so customer-centric.  

One question managers will therefore inevitably face in the integration of an AR experience into their 

marketing strategy is where in the overall customer journey it should be situated (Shankar et al., 

2016). The positioning of the AR experience in the customer experience can result in different 

benefits (e.g. Bulearca & Tamarjan, 2010; O’Mahony, 2015) and this placement should therefore be 

carefully considered by managers employing this type of technology in their marketing strategy. 

Many participants in this thesis present the possibility of using the AR app for additional information 

search, in a pre-purchase phase. 

The need for proper integration of AR in a customer journey is emphasized by the focus on 

multichannel interplay by the participants in this thesis. What is meant by multichannel interplay is 
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a connection between utilized media channels, such as social media platforms, digital catalog, and 

AR apps, in which users can seamlessly be directed to their preferred channel. This connection 

between AR and other media platforms utilized is asserted by not only the interviewees who tested 

the AR app, but also participants in the DC experience. The possibility of an interplay between 

channels seemed intriguing to most participants in this study. Overall there appears to be an empirical 

backing of the integration of AR into a multichannel interplay, as vaguely suggested by Dacko (2017), 

which further aligns with O’Mahony’s (2015) argument for the integration of AR into a larger 

marketing strategy.  

Following this integration, both utility and hedonism can be heightened, as suggested in the analysis 

of the Hedonic-Utilitarian Loop. But managers must not fall into the trap of merely focusing on these 

two when settling on their integration strategy - Social Influences and Trust should not be overlooked 

when assessing this, as both are also key to the interviewees in this study when it comes to initial 

contact with the AR experience and the continued usefulness of it.  

For the successful integration of an AR experience into a larger marketing strategy, this study suggests 

managers consider the following:  

➢ The entirety of the customer journey should be accounted for in order to determine the optimal 

placement for the AR experience.  

➢ The efficiency offered by the AR experience in relation to the collective shopping process (on 

and offline interaction) must be optimized. The insights presented in this study indicate AR 

experiences as information search elements, potentially best leveraged through multichannel 

integration.  

➢ This multichannel integration should comply with the overall marketing strategy of the 

specific company, wherein users can be redirected towards the AR experience via the brand’s 

already established channels.  

➢ Managers should not exclude factors outside the immediate context of the AR interaction, as 

these are also crucial for the adoption of such an approach from a user perspective.  

To recapitulate, this discussion has highlighted the managerial considerations embedded in the 

appropriation of AR in Mobile Shopping Marketing, covering the need for an experience driven 

purpose, to the experiential design, and the implementation of AR with respect to a multichannel 

interplay in the customer journey. It should be noted that the above highlights elements from this 

study applicable to managers and outlines some general points of interests for managerial 
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consideration. However, these do not constitute an exhaustive list and managers should modify it to 

suit the individual instances of inclusion of AR experiences into their company’s marketing strategy. 

9. Limitations and Further Research 

In this chapter, the limitations of the foregoing paper will be addressed along with suggestions of how 

this can be mitigated in the future. Additionally, propositions for further research beyond the scope 

of this paper is presented in order to more explicitly understand acceptance of AR apps.  

9.1. Further Research: Unified Theory of Acceptance of AR Try Out Apps  

Regarding the proposed model (see Fig. 14), it needs to be further tested in order to ensure its validity. 

Therefore, a scaling of this study should be conducted in order to fully detect whether the tendencies 

discovered in this thesis are prevalent on a larger scale, especially with consideration to the proposed 

Hedonic-Utilitarian Loop and the new determinant Trust. Previous research indicates the presence of 

both hedonic and utilitarian values (see section 2.3.3) yet the relationship among these two has not 

been studied in an AR context until now. Moreover, Persaud’s & Azhar’s (2012) and Jayawardhena 

et al. (2009) find trust to be one of the most influential variables in Mobile Marketing, which has also 

yet to be studied in an AR context. Therefore, these newly introduced associations in the proposed 

model should be directly tested to heighten both the validity and reliability of the findings of this 

thesis.  

Authors, e.g. Rauschnabel et al. (2019) and Scholz & Smith (2016) refer to studying phenomena, like 

AR, in a natural setting to that in which it would be employed by users. Olsson et al. (2013) furthers 

this argumentation with emphasizing the importance of authentic contexts and actual experiences in 

studies of this kind. In order to make direct comparisons between participants and groups, the research 

underlying this thesis specifically studies the acceptance of AR in a constrained environment 

determined by the researchers. Therefore, further research should acknowledge the importance of 

context and environment in their studies and account for these in their research design and subsequent 

inquiries. Through this, the complexity of the research would be heightened, but the results may exude 

more validity than in an unnatural testing environment. 

Potential Moderating Variables  

An even more consumer centric approach could be applied in future studies in order to further 

understand any moderating factors influencing AR adoption. The presented revised model does not 
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visually include any moderators, as it has yet to be tested on empirical data. However, from previous 

theory it has been found that gender, age, experience, and voluntariness (Venkatesh et al., 2003; 

Venkatesh et al., 2013) have worked as moderators and any use of the above model should therefore 

have these in mind during its application and further testing. Huang & Liao (2015) studies the 

moderating effect of cognitive innovativeness in its participants, suggesting differentiating 

understandings of users exhibiting high cognitive innovativeness and those with low cognitive 

innovativeness. As research has showed consumer needs and personal characteristics to be of high 

importance when studying the adoption interactive technologies (Hoffman & Thomas, 1996 and 

Sharps, Rogers, & Preece, 2007 in Huang & Liao, 2015), the inclusion of cognitive innovativeness 

as a potential moderator could be beneficial in future studies. 

Behavioral Intention-Usage Gap 

One of the main assumptions of this thesis is the direct correlation between Behavioral Intentions and 

Usage (Appendix 2 and 3). Even with this assumption firmly rooted in literature (Davis et al., 1989, 

1992; Venkatesh & Davis, 2000; Venkatesh et al., 2003) and somewhat included in the Theoretical 

Framework (Venkatesh et al., 2003; Yang, 2010), it has also been pointed at as a gap in studies of 

similar nature to this thesis, which is why further research should address it.  

This thesis relies upon these assumptions and interviewee responses to determine Behavioral 

Intentions, but the Usage (and thereby the actual adoption) is not directly studied. Few studies have 

addressed this association through longitudinal studies (Venkatesh & Davis, 2000; Venkatesh et al., 

2003; Olsson et al., 2013), with the assumption that this will provide sufficient evidence of usage 

behavior. In order to mitigate this limitation, the authors behind this thesis recommend looking 

beyond the immediate theoretical sphere of Technology Acceptance and apply research from other 

disciplines, such as Behavioral Economics, into the context of acceptance of AR. Additionally, as an 

intention-behavior gap is a topic researched on multiple occasions, studies specifically addressing 

usage as a result of intention may highlight some interesting correlations and discrepancies. Authors 

such as Bagozzi (1993), Ajzen (1991, 2011), and Kahneman (2002, 2011) have addressed this in their 

work, which can potentially be a source of inspiration and utility for future researchers in the field of 

AR acceptance. 

9.2. Further Research: Elaborations and Areas of Interest 

The specificity of this thesis allows for it to make more valid predictions and assumptions on the topic 

at hand. However, the results should also be extrapolated to test other types of AR apps. For instance, 
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this thesis empirically tests a high-quality branded AR app, which coincidentally displays typically 

high involvement products, as outlined in section 1.3.3. AR experiences characterized as handling 

low involvement products could potentially elicit a slight difference in results from the thesis at hand 

(Zaichkowsky, 1985; Clarke & Belk, 1979). 

Try On Apps 

In extrapolating the study and testing different types of AR Mobile Shopping Marketing, one kind 

holds many similar characteristics as the one tested in this thesis and could therefore naturally be the 

next topic of testing. This type of AR app is called a Try On app (i.e. Try On users’ own body or parts 

of it) and is already accelerating its use in Mobile Shopping Marketing, as exemplified in the overview 

in 1.1.1, where Native Branded Apps from L’Oréal, Sephora, and Rayban make use of this type of 

AR. Since this type is already in use, it therefore also warrants study in order to fully understand its 

potential. As explored by Scholz & Duffy (2018) this type of app presents more difficulty, as the user 

becomes an integrated part of the augmentation itself, thus presenting issues concerning consumer 

characteristics, such as self-identity and self-concept. Belk (2013) and Walks & White (2007) present 

theories on technology as a new dimension of self-extension and self-expressive identity, as explored 

in section 1.3.1, which could potentially be of interest for studies on this.  

Consumer Characteristics 

When studying AR, regardless of the type, the authors of this thesis propose a closer study of the 

consumer characteristics prevalent in AR usage. Specifically, when it comes to interactivity, such as 

offered by AR, literature suggests that consumers’ subjective perceptions play a vital role in 

interacting with the technology (e.g. Newhagen, Cordes, & Levy 1995). Newhagen et al. (1995) insist 

that a sense of interactivity cannot be experienced without an individual's motivation to participate in 

interactive media. Thereby, motivation becomes a topic of interest in relation to consumer 

characteristics. In line with the proposed model and its use of hedonic and utilitarian values, literature 

suggests that consumers with higher hedonic motivation are more likely to engage in interactive 

aspects of shopping (Childers, Carr, Peck, & Carson, 2001) as their motivations are strongly driven 

by hedonic fulfillment, such as experiencing fun, amusement, fantasy, and sensory stimulation (Babin 

et al., 1994). Adding to this, Arnold & Reynolds (2012) argue that consumers with stronger hedonic 

motivations who seek hedonic experiences appear to find them and experience them more strongly. 

In studying these consumer motivations, researchers could be able to bring insight upon the adoption 

of the technology of different types of consumers and thereby add another layer to the understanding 

of technology acceptance in the 21st century.  
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But as AR continues its massification, consumer concerns, such as privacy, also become relevant 

topics of consideration in research. Concerns about privacy have previously been deemed a drawback 

of AR use (Dacko, 2017) and as such serve as a boundary conditions to future studies of AR adoption 

(Hilken et al., 2017). 

En masse, this chapter has sought to enlighten the reader and future researchers on topics of interest 

for studies following in the direction of this thesis. Simultaneously, this chapter has addressed some 

of the limitations of this study and ways to mitigate them. Future researchers can use these suggestions 

and reflections to guide their own research into the growing field of AR acceptance.  

10. Conclusion 

Augmented Reality is on a rapid path towards massification, gaining traction in multiple fields of 

research and use. For this study, its appropriation within the field of Marketing, more specifically 

Mobile Shopping Marketing, is the subject of interest. Currently, one of the most applicable AR types 

of use in this context is the Try Out one, which this thesis dedicates its attention to. Although the 

interest of research on AR in Mobile Shopping has intensified, some gaps remain to be filled. As 

outlined in the Problem Statement, this thesis sets out to explore exactly what leads to AR Try Out 

acceptance by consumers, fulfilling the needs in research to address this by way of a more 

comprehensive technology acceptance model. This model should thus cover the gap through the 

inclusion of more exogenous, non-app centric, determinants of acceptance. Furthermore, as per AR’s 

inherent experiential qualities, the need to encompass a more experiential perspective is met. With 

consideration to the theoretical backing for this area of interest, understanding AR acceptance in 

relation to a control group testing more traditional marketing tools is called for. This thesis therefore 

employs a digital catalog to use as a baseline for inquiry.  

Responding to the RQ of this thesis, the researchers make use of three pillars of Theory on the topics 

of AR, Experiential Marketing and Values, and Technology Acceptance. These all support the 

building of a Theoretical Framework as the basis for inquiry, in which the UTAUT for Mobile 

Shopping Services is elaborated on through the inclusion of experiential values deemed relevant for 

AR. To explore the acceptance of AR as outlined by the Theoretical Framework, the authors apply 

an abductive logic to research through a sequential, three-step, mixed methods study. 60 participants 

were sampled with an even division of these amongst the AR group and the DC control group. By 

operating with a control group from the outset, the conditions of the research elements are controlled, 

thereby enabling this thesis to make concurrent comparisons between the two groups. This makes the 
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comparisons in the quantitative and qualitative analyses more relevant within the context of AR 

acceptance.  

As a result of the above outlined research processes in combination with theoretical backing, the 

authors of this thesis propose an adapted framework for inquiry into AR Try Out acceptance termed 

Unified Theory of Acceptance of AR Try Out Apps. This model builds on the previous 30 years 

of inquiry into technology acceptance, furthering its relevance within the topic of this thesis.  

This newly adapted framework for AR concludes that Behavioral Intentions to use Try Out apps are 

influenced by four main factors, namely Attitude, Social Influence, Facilitating Conditions and Trust. 

Attitude is in itself influenced by both Utilitarian and Hedonic Performance Expectancies. Through 

the quantitative analysis it becomes clear that only Utilitarian Performance Expectancy is influenced 

Effort Expectancy. It thereby differs from Digital Catalogs, in which Effort Expectancy has 

significant effects on both Utilitarian and Hedonic Performance Expectancies. As opposed to the 

traditional technology acceptance models, the proposed adaptation for AR, arising from the 

qualitative elements of inquiry, also includes a loop between Utilitarian Performance Expectancy and 

Hedonic Performance Expectancy. In addition, the new determinant of Trust is shown to be a crucial 

topic for all interviewees and is often asserted as a potential indicator of Behavioral Intentions from 

the point of view of the consumer. Social Influence is also shown to be a pivotal determinant for 

interviewees, potentially being the biggest trigger of Behavioral Intention and thus calling for further 

research. The authors thereby make use of insights arising from the collected data again supported by 

theory in order to further the understanding of AR acceptance in Mobile Shopping Marketing. 

Based on the discovery of the Unified Theory of Acceptance of AR Try Out Apps, this thesis 

discusses its implications for academia and within a managerial context. Academically, the newly 

elaborated model contributes to research in that it furthers the conceptualization of factors pertaining 

to studies on AR. By elaborating on the UTAUT for Mobile Shopping Services, new factors have 

emerged which add to previously built frameworks in AR. An important factor for research is this 

thesis’ addition of Social Influence, which has been widely ignored within AR in Marketing. Another 

factor is the Hedonic-Utilitarian loop, which has until now been neglected by literature in both AR 

and Technology Acceptance, posing the need to revisit such theories. Furthermore, a discussion point 

is raised on the potential brand effects of the Creative Cognitive Experience triggered by AR (which 

is found to constitute one of its hedonic qualities). As addressed in the Introduction, most companies 

use AR primarily for brand related purposes. Thus, it becomes crucial for research to deepen the 
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consequences of AR Creative-enhancing stimuli in consumers’ perception of a brand and their 

relationship with it, in light of established brand theories. 

In employing AR, it is crucial for managers to consider the purpose underlying their appropriation of 

the technology, its experiential design, and its integration into the company’s overall marketing 

strategy. The purpose is of utmost importance to this technology from the outset, as it has 

repercussions for the deployed app in its entirety. This purpose should be aligned with the design of 

the app, in which the elements of narrative, sense of control, and speed are highlighted as points for 

consideration in order to heighten the consumer experience. For the integration of an AR app into a 

wider marketing strategy, multichannel interplay is suggested as a relevant application. The interplay 

amongst already existing and used media channels and the deployed AR app need to seamlessly 

navigate users from one to the next. Hence, without thorough consideration allowed to each of these 

elements, the users may perceive the launched AR app as a gimmick and thereby render it useless in 

the eyes of consumers.   

Altogether, with the growing interest in AR, research such as the underlying thesis proves important 

in furthering the understanding of acceptance of such technology. By drawing upon multiple 

theoretical disciplines along with triangulation in data collection, this thesis is able to provide new 

insights, while elaborating on pre-existing viewpoints. Thus, this thesis takes a stance in what is 

conjectured by many to be a prevalent component of consumption in the near future, namely the 

massification of AR and its acceptance in a Mobile Shopping context. 
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Appendix 4 – Experiment Manuscript 
 
Verbal consent*:  
Before we start, I’m just going to inform you, that your participation in this is voluntary. Should you wish to, 
you can always withdraw your participation with no institutional repercussions.  
 

Information on Experiment 
This is a part of a shopping simulation. You will be asked to perform a task on a smartphone (which I will 
present to you in a little while). During the task we ask you to please speak out loud - any thoughts whatsoever 
are welcome. Afterwards we ask you to do a self-report by answering some questions through a questionnaire.  

• Any questions so far? 
 
We will be sitting in this room with you. When you’ve finished the task, please let us know and we will then 
proceed to the survey.  
 

Task Presentation 
The task is as follows: The head of the marketing department at CBS would like to gather some ideas on 
which sound system to use in this room. And you’ve been chosen to voice your opinion on this.  

However, there are some criteria for the fulfilment of this task: 
A. It should be a sound system that you like 
B. It should be the optimal sound system to fit this room 
C. Additionally, find the product that is most visually attractive to you 

 
Task initiation 
So, to sum up, the task is to choose a sound system for the room you are in. When you’re performing the task, 
again please remember to speak out loud.  
 
Please only use the app that is already open on the phone. If you by accident exit the app or the phone shuts 
off, just let us know. 
 
Before we begin, do you have any questions? (if not) then we will proceed.  
 
 
 
 
 
  

                                                
* This text is adapted from a CBS consent form.  
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Appendix 5 – Interview Guide 
Basic Information 
Interviewee no: 
Technological experience:  
Date: 
Location:  
____________________________________________________________________________ 
 
Topic 1: The Experience of Using the Technology 
Can you please describe your experience to me? 

• What did you think when you were first asked to perform this task?  
• What were your thoughts during the task? 

 
What are your opinions on this app? 

• Did you find it difficult to complete the tasks? 
• Should something be improved?  

 
What did you think of the visuals in the app? 

• Did you find the visuals believable?  
• What were your thoughts on the dimension of the augmented items? 
• With large items, do you think this could be a good way to determine how it fits into your space? Or 

do you have another preference? 
 
Do you think you would use this type of app again when shopping? 

• For instance, what do you most often shop for online?  
• Can AR/DC offer that? 

 
Topic 2: Beyond the Immediate Interaction 
Do any of your friends use this type of app?  

• Would you talk to them about it?  
• What would you think if your friends started telling you about this kind of app? 

 
Now that we have shown you this type of shopping, do you feel like you would use it again? 

• What would have to be in place for you to use this kind of app? 
• Can you think of any situation where you would use this app? 
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Appendix 6 - AR Observations and Interviews’ Coding Matrix 

Appendix 6.1 – AR Interviews Coding Matrix 

 
AR Interviews Coding Matrix 

Determinant Sub-code Main Quotes 

Effort 
Expectancy 

 I1: I thought that was really, really interesting and super easy 
I1: So if that if the app is working well then you're happy, if it starts giving 
you problems and it's not helping the smooth way you expected, then you 
start being a little bit annoyed. 
I1: Because nowadays the thing is that we all don't want to waste our time 
in learning things, we want it to be as easy and intuitive as possible 
I1:Of course, if, for example, you're trying to see the digital catalogue and 
the page takes longer to open the whole catalogue, that annoys you and 
then you have a tendency of leaving the catalogue because it's not working 
as you expected it to, but augmented reality is new so you don’t have this 
tough attitude towards it, you’re more forgiving. 
I1: you also don’t expect it to be 100% perfect, you’re expecting some 
flaws. Because of that you are of course more patient and you're actually 
enjoying the experience because it's your first or second time. 
I1: Also because its more interactive, and because you’re more entertained 
you forgive the flaws and you don’t give up on it. What might happen is that 
you get a bit more pissed when you’re so happy that it’s working well and 
than it crashes and it might enhance even more your feeling of 
disappointment. 
I2: Okay, I found it really interesting, because I expected it to not work that 
well. 
I2: I thought it was quite straightforward, because you don't have that many 
buttons or crazy options, it’s simple and easy. And, I mean, it didn't take me 
like even a minute to figure out where you could choose the products and 
start pointing your camera to place them 
I2: it was quite straight forward, because you have the products, you click 
on it, then you can adjust the color and then you're good to go and click on 
the add button which already leads you to the camera and the instructions 
to place it around you 
I2: those things shouldn’t be out there if they are not working properly and 
then you just get a bad image of what the technology can do. 
I2: This one was completely different, and because I thought it wouldn’t be 
so advanced and in the end it was so easy to use and the quality was also 
pretty good to be honest... There's not that many buttons and it's actually a 
really easy interface 
I2: I mean, we are kind of used to and spoiled because we expect all apps to 
be similar and simple. And this follows the same path… which is good 
because since it’s a completely new technology it could have been harder to 
understand the app. 
I2: But yeah, I didn't really need to think about anything but to enjoy, the 
app already guides you. 
I2: I quickly found everything I needed. 
I3: There was no bottleneck, (...) it was very intuitive (...) it was very simple 
(…) the app is extremely simple and that is awesome. 
I3: So that was very straightforward, very, like, easy to understand. 
I3: So I needed, what, like 30 seconds with it to understand exactly what it 
does and the complexity of what it can do. And that was pretty cool. 
I3: it was pretty much straightforward, then it's just a matter of playing with 
different products. 
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I3: if you throw some technology in the market that is very flawed, people 
will more hardly give it another chance. 

Real Time 
Guidance and 
Support 

 

I1: the other app that I tried didn't explain or help as much as this one, and 
I think that’s crucial with these new technologies 
I1: for example like this one from Bang&Olufsen, telling you that you have 
to move closer, that you have to go more to the back or you need more light, 
while you are using it, it's really helpful. It’s helpful with all the instructions 
it gives you while you are doing it and you think “Okay, then the problem 
isn’t the app, it's actually me who has to make these move for the app to 
work correctly 
I1: The IKEA didn't help that much so I felt like my grandma that can’t use 
technologies and i actually had to ask for help and that annoys a person if 
you're not being able to use the app correctly 
I1: so you know that there are things that won’t work perfectly and you 
accept it (...) But that's the thing, if they tell me that it's because of my 
lighting conditions and I understand they need those conditions for it to 
work perfectly, then you are already in that forgiving mindset and you don’t 
spend time trying and failing multiple times. (...) But if they don't tell you 
that then I would be more easily annoyed by the process. 
I2: But I was really looking forward to see how good it would work and 
interact with the surroundings and I was surprised how good it actually 
worked, both the visuals and also the app, because it helps you so much 
with instructions and you really get into it right away 
I3: And then it gave me instructions on where to point the camera and how 
to move around so that the app could recognize the space. And then I got 
the hang of it. 
 
 

Categorization I1: if I'm looking for a small speaker, they should make it clear which ones 
are small, so they should organize it in different segments so I don't have to 
lose time on figuring that(...) segmenting it into big and small ones for 
example, it could reduce my time in the app, not that it was a waste of time, 
but could be better 
I2: The only...the only disadvantage, really the only thing, was that it was a 
bit confusing what kind of products they were offering because I was 
looking for speakers, and that was fine since they made a category division 
just for speakers, but then, you know, you had no division between speakers 
so it’s a bit confusing, because I couldn't have clicked on the floor speakers 
right away. (...) That's why I'm thinking that was a bit confusing. 
I3: I couldn't really tell completely which speakers were standalone, or 
wall, or portable, which would be nice to have separated. 
I3: I didn't expect it to be that big, so maybe it would be kind of relevant to 
see the size of the speakers in categories, what type of speakers for example 
are big and small 
I3: I think a bit of categorization would have been nicer. But yeah other 
than that, which is not a problem of course, it was easy to complete the task. 
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Utilitarian 
Performance 
Expectancy 

Virtual 
alignment with 
reality 
(suitability to 
surrounding 
space, details 
and color) 

I1: whenever I went closer and to understand how it is, materials and 
everything, they were so detailed, it was insane... so cool and such good 
quality of the image 
I1: it was also very interesting how they have different colors so you can 
actually see what fits better with the room you are in 
I2: But I think it's such a good help in order to, you know, kind of visualize 
how it would look in your home or even you body or skin color if it’s 
clothes. 
I2: I think it's really nice to have that help and then visualize how things 
play together in the room. 
I2: I mean, you can also have headphones, if there was an augmented 
reality for headphones to see how they would look in your head, would be 
awesome. Bang&Olufsen should think about that. Because some are too big 
on your head sometimes and it’s hard to choose. 
I3: So I pressed on it, and I noticed that I could rotate, I could basically get 
it closer to me or put it somewhere else. So that was really nice. And I 
mean, it's really cool that you can actually basically choose the exact 
position on everything. 
I3: it seems the app understands that spatial part. So while I was getting the 
camera closer to the portable speaker, I could see it 360 degrees, with a lot 
of details, I could hide the cover, see it from different perspectives 
depending where i was standing with the phone, everything, which I would 
say it’s pretty important when the idea is to see which products fit better in 
the room, also it’s simply cool [laughs] 
I3: But you can't just try a big speaker or furniture in a store like you do 
with clothes, you have to try them at home because that is where they will 
be placed you know, that’s why i feel like these apps are more valuable for 
that 
I3: I see this product, but how would it fit literally, in terms of dimensions 
and color in my office? Could I actually place it here, will it look too big, 
too small, whatever. So I think the trigger is more that part definitely" I3 

Visualization of 
Dimensions 

I1: I think it’s most valuable [to have an AR app] for bigger things and 
with higher volume, the ones I need more information on dimensions. 
This could make it much more accurate and also fun than the normal 
boring process with these things. 
I2: I thought I got the right measurements, but I didn't in the end so it didn't 
work out. So that's probably when augmented reality can be most helpful. 
I3: the trigger for me to actually download an app like this [IKEA AR app] 
was just because well I moved to a new apartment. And it was a lot about 
my struggle with my spatial notion, I’m really bad at it. So it was really 
about understanding the sizes  
I3: I see this product, but how would it fit literally, in terms of dimensions 
and color in my office? Could I actually place it here, will it look too big, 
too small, whatever. So I think the trigger is more that part definitely 
I3: if you tell me about a 40 inch TV and a 48 inch TV I’ll have no idea 
what that means. So then that's when I'm going to look for an Augmented 
Reality app 
 

Personalization I1:There are some great options for personalizing the speakers and I 
personally think that’s really good when you want to choose something that 
is exactly how you would want it to be and fits well with the room. 
I2: In this sense, also their options to personalize the speakers are really 
nice to choose what goes well in the place. 
I3: So I could do the customization part which I think is really a highlight  
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Efficiency in 
online and 
overall shopping 
process 
 
-reduce the time 
usually spent in 
reading textual 
information or 
obtaining that 
information in the 
physical store;  
 
-reducing the times 
and effort in taking 
measures and 
imagining the 
products fitting in the 
chosen space;  
 
-reducing the chances 
for returning the 
purchased products 
 
 

I1: if I'm looking for a small speaker, they should make it clear which ones 
are small, so they should organize it in different segments so I don't have to 
lose time on figuring that (...) segmenting it into big and small ones for 
example, it could reduce my time in the app, not that it was a waste of time, 
but could be better 
 I1: This [AR try ouy] could make it much more accurate and also fun than 
the normal boring process with these things 
I1: that's why I think these apps are really useful, because you can actually 
see how the product would fit, not only in terms of size but also aesthetically 
in the place you want to put it. And of course, if you don't have the app, then 
you have to guess and it’s never clear. Well even though you can always 
return the products, which is good, it’s such a waste of time 
I1: I think that's the biggest impact that these apps can have. Because if 
you're looking for a speaker and than you have this cool experience with the 
augmented reality option, which helps you choose the one you want, then 
you are more likely to go to the shop and know already which speaker you 
want... imagine if you go to a huge shop with different speakers, you would 
go in and already be focused on the one you tried at home. And that's the 
one you're going first. And if it fits with your expectations, then you don’t 
need to lose time in the store imagining the other options at home, you buy 
the one you saw already in the [AR] app how it fits and it’s done. It's an 
easier process because you can actually do the choice at home. 
I2: Having this three dimensional thing placed in the room makes you take 
more risks as well, because you know it would fit, and you wouldn't then 
have to return it.  
I2: I think it’s for sure something you should include in your decision, 
because it helps so much instead of imagining in your room or taking the 
measures 
I2: But I'm not just thinking about the money in this case, more like how 
boring it would be to have to then return this pair of jeans or this speaker 
after buying it online, because they don’t fit very well. The [AR] app would 
be great to try out things but then go to the store to see them physically, and 
then when you go to the store you already know what you are looking for 
because you tried it in the AR. 
I2: So it’s such a help to actually be able to visualize things and then go to 
the store already knowing more or less what you want and just check out 
other feature like the touch or something like that 
I2: I mean I would not download it necessarily, I would just do that if I 
would really be looking for new speakers, you know what I mean? If it’s a 
bigger investment or the product has to be aligned with your space, your 
furniture, you are more pressured to make the right decision. 
I2: It's clear to me that because it's a different investment, then I would use 
the app with a different purpose, and would probably download right away 
if a friend told me this would help me. Because you have a longer decision 
making process in buying speakers or let it be TVs or something like that. 
I3: And you you kind of compare different offers more, different sizes, all 
those features, you know. So you want this to be as nice as possible and not 
make the boring way of measuring and checking it out. 
I3: it just makes the shopping easier and entertaining 
I3: it's always one thing when I'm trying to look for like a piece of furniture 
or whatever I'm going to put in my home, there's always that challenge of 
actually figuring out “how is this going to go in my place?” right? So of 
course you do the usual traditional way of taking the measures, whatever, 
and then trying to imagine it in your mind. And of course the augmented 
reality just cuts that boring process. 
I3: this app is amazing to help you choose and try out in your place so you 
can then buy it in the store, already knowing how it looks in your room. I 
would definitely use this app to actually decide on the product at least 
before going to a store and getting all the information that I would usually 
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get either there or written in the website, and that takes so long... Maybe not 
in the moment of truth, to buy or not, but in the process of deciding 
I3: the biggest trigger to actually keep using the app would be the need. But 
if you have that need, and a friend tells you “Hey, you should try this”, then 
i’ll instantly downloaded it, that’s for sure. 

Hedonic 
Performance 
Expectancy 

Sense 

(e.g.Visually 
Immersed) 

I1: Yes they [the augmented visuals] definitely look real and they seem to be 
standing right there with you which is awesome! [Laughs] 
I2:They were pretty believable. You can obviously see that it's not real real, 
but again it would be crazy. 
I2: I mean, it looks pretty real because it interacts and merges with your 
real space, even when you move you phone and then you move the camera 
back or around the speaker and it’s there, as if it was there in real life and 
you just looked away and then looked back at it [laughs] So that's nice and 
it’s pretty funny. 
I2: [About an AR app for try-on of make up tha she tried before] But it was 
terrible and so fake. I thought it would be fun, but it was just stupid since it 
did not look real at all 
I3: So yeah, then I just placed it and magic happened [laughs] 
I3: it seems the app understands that spatial part. So while I was getting the 
camera closer to the portable speaker, I could see it 360 degrees, with a lot 
of details, I could hide the cover, see it from different perspectives 
depending where I was standing with the phone, everything, which I would 
say it’s pretty important when the idea is to sense the products in the room, 
also it’s simply cool [laughs] 
I3: I think it was pretty believable, I was pretty amazed it was perfect. 
I3: whenever I went closer and to understand how it is, materials and 
everything, they were so detailed, it was insane...  

Feel 

(e.g.Playfull, 
Entertained, Joyful, 
Impressed, 
Surprised, 
Engaged)  

I1: You feel more engaged 
I1:The experience was very pleasant 
I1: It's always fun to interact with it 
I1: Really funny to shop or to visualize the products 
I1: It’s also funny to try around things even if you don’t have the money to 
buy [laughs] 
I1: It's also a really nice experience 
I1: You always have to picture it in your mind or bring the measure of your 
room with you to the store, that’s why these apps cut down the boring part 
I1: But if it's only for fun, I wouldn't download it. If I'm not looking for that 
product, I wouldn't download the app 
I1: I think it’s more valuable [to have an AR app] for bigger things and 
with higher volume, the ones I need more information on dimensions. This 
could make it much more accurate and also fun than the normal boring 
process with these things 
I1: Oh this makes the shopping process much more pleasant (...) and 
definitely much more fun than the traditional online one 
I1: I would say that it’s very much the fact that it makes your shopping 
more efficient, ‘cause you can choose better and be more certain about 
your choices, that also influences how much fun you are having with it, 
because you have more time to enjoy the fun parts of it instead of 
spending time with measuring things in your room or trying to picture 
things on your mind 
I1: So I would actually say I felt pretty entertained, almost like I was in a 
game. Also, it was good for me to make a break in my studies to come play 
around with this 
I1: So if that if the app is working well then you're happy, if it starts giving 
you problems and it's not helping the smooth way you expected, then you 
start being a little bit annoyed. 
I1: The IKEA app didn't help that much so I felt like my grandma that can’t 
use technologies 
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I1: Also because its more interactive, and because you’re more entertained 
you forgive the flaws and you don’t give up on it. What might happen is that 
you get a bit more pissed when you’re so happy that it’s working well and 
than it crashes and it might enhance even more your feeling of 
disappointment. 
I2: Yeah, exactly, that’s the fun part. You play around with where to put it 
or how to combine it with the rest of the things in the room. 
I2: So this was really cool. 
I2: It's clear to me that because it's a different investment, then I would use 
the app with a different purpose, and would probably download right away 
if a friend told me this would help me. Because you have a longer decision 
making process in buying speakers or let it be TVs or something like that. 
And you you kind of compare different offers more, different sizes, all those 
features, you know. So you want this to be as nice as possible and not make 
the boring way of measuring and checking it out 
I2: it definitely also makes it more fun. I mean, you just saw me playing 
around with it and making my masterpiece [laughs] 
I2: So it makes these buying decisions nicer, because sometimes you get 
pretty lazy to, for example, measure stuff, because it’s so boring, and then 
with this [B&O AR app] you just cut down that boring part. 
I3: Then yeah, then I just played around with more and more and more 
speakers. 
I3: So I pressed on it, and I noticed that I could rotate, I could basically get 
it closer to me or put it somewhere else. So that was really nice. And I 
mean, it's really cool that you can actually basically choose the exact 
position on everything. 
I3: it was really cool, really crazy. Also cool how these a customizable it is, 
so I could choose the color on everything, which was really nice, because I 
think that's really relevant, especially for the kind of room that you have. So 
that's really good. 
I3: it was awesome 
I3: it was pretty much straightforward, then it's just a matter of playing with 
different products. 
I3: it just makes the shopping easier and entertaining 
I3: it's always one thing when I'm trying to look for like a piece of furniture 
or whatever I'm going to put in my home, there's always that challenge of 
actually figuring out “how is this going to go in my place?”. Right? So of 
course you do the usual traditional way of taking the measures, whatever, 
and then trying to imagine it in your mind. And of course the augmented 
reality just cuts that boring process. 
I3: if I don’t have the intention to actually buy it, I would still try this type of 
app just for fun, because it’s a new thing 
I3: it's going back to my very first description of my experience, it's nice to 
dream a little bit, right? So it's nice to see, even though I don’t have an 
intention or don't really need a sound system right now I would probably 
install it anyway, even if it's just to check it out again. Also, because I want 
to take a picture and tell my brother I bought it, make fun of him [laugh] 
I3: play around, send a picture to my girlfriend for advice, maybe some 
other picture to my friends as the “I Pimped My place” joke [laughs] 
 

Create I1: Yes, it does trigger more ideas than a normal online shopping for sure 
(...) And of course, it helps. I tried one of the speakers and I really thought 
the brighter beige color was better than the black one for this room. And 
that was good to see because I'm actually a person that likes more black 
and in a normal online shopping would go for black 
I1: it definitely makes me want to try the different colors and get a bit more 
creative than always going for black like I do all the time 
I1: I think that of course helps you be more creative (...) it’s good to already 
think whether you’d have to move any furniture in your room, and how it 
would look better  



 128 of 243 

I2: Also, I think when I would have gone to the store I wouldn't have 
considered having it on the wall and maybe only the on floor, also because 
it would be a safer choice. Having this three dimensional thing placed in the 
room makes you take more risks as well, because you know it would fit, and 
you wouldn't then have to return it. And then you can make the atmosphere 
better, by the interplay of everything with the speaker you are buying. 
I3: But I was just pretty much curious to try the rest. So like the app was 
pretty cool. And I wanted to see, not only in terms of sound systems, but also 
what else could be cool to try. This app also kind of makes you dream, 
right? 
I3: but yeah it starts looking nice and you’re like “why not also putting a tv 
over there to see what it would look like”, you know what I mean? I got 
curious about it.  
I3: But anyway, then it was pretty much more of the same, playing around 
and adding stuff to see which one would look better in the room. But I had 
to try the TVs, sorry if that took longer [laughs] 
I3: So I actually had to say it's kind of a dangerous app in a way because it 
really makes you think, “oh, what could my actually office look like if I just 
kind of got a sweet service from Bang and Olufsen”. So that was pretty 
cool, even if you can dream about it only. 
 

Attitude  I1: I think it [the experience] was super interesting 
I1: could be better [segmenting the speakers into big and small] 
I1: Yes, of course, I would use this again 
I1: segmenting it into big and small ones for example, it could reduce my 
time in the app, not that it was a waste of time, but could be better 
I1: I do believe that they [augmented reality apps] are a huge help."I1 
I really think these apps are very important and they have something to give 
you 
I1: Of course, if, for example, you're trying to see the digital catalogue and 
the page takes longer to open the whole catalogue, that annoys you and 
then you have a tendency of leaving the catalogue because it's not working 
as you expected it to, but augmented reality is new so you don’t have this 
tough attitude towards it, you’re more forgiving 
I2: I think it’s for sure something you should include in your decision, 
because it helps so much instead of imagining in your room or taking the 
measures...But it’s not a final thing, you wouldn't just look at this and click 
purchase, you’d want more. 
I2: So I think it definitely makes a lot of sense and would be very important 
than [when one is deciding on big investment products] 
I2: I would show them the app and tell them how good it is, how cool the 
technology is actually and how it would help them choose the speaker 
I3: It was awesome.(…) Oh, for sure. Yes, I would definitely use it again. 
Because it just makes the shopping easier and entertaining. 
I3: if I ever need a speaker I’ll remember this for sure and I would 
definitely use it again. (…) Not just a speaker, but augmented reality apps I 
will definitely use them again if I have the need for it 
I3: I think this is the future of retail 
I3: maybe if they find the way to convince me, who knows, maybe I will say, 
“Okay, what what else is there to see in the store, actually?!” you know 
what I mean? So, who knows, I really think that it will be part of the normal 
shopping soon. 
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Social 
Influence 

Friends, Peers, 
Family 

I1: Only if you start using it and start seeing that a lot of different brands 
already use it and your friends are also using it, then you might change 
your mind about it. 
I1: if someone would tell me that this brand has this app, and if I'm looking 
for a product that this brand is selling, of course, I would download the app 
and then would see how it fits. But if someone tells me they have it, then I 
would totally use it. The thing is, I don't know which brands have AR apps, 
and if my friends don’t tell me then I also don't know if it exists. 
I1: Yeah definitely [about mentioning the AR app to someone], I think we 
always tend to share new cool techy experiences with our friends 
I1: And if someone is actually wanting to buy a new speaker I would for 
sure recommend them to use the app to see how it fits to their place and 
also because it’s cool to see the speaker from a three-dimensional 
perspective. 
I1: The second you want to share something new with people and you’re 
looking forward to show them, and it doesn't work, then it can be so 
annoying that you won’t use the app again, which is actually my case with 
the IKEA app. 
I1: Oh most definitely, that’s usually how we get into new technologies, 
people start using it and show you, and then you use it and show it to other 
people. 
I1: if it’s someone I know and trust, like my friends, that recommend it, then 
I feel even more convinced 
I1: That’s tricky, oh god maybe I’m easy to influence but I would try it 
then...Even though you don't need a speaker. But, honestly, I would not 
download the app, I would try it by using my friends’ phone. But yeah if 
they talk about it I definitely want to check it out. 
I2: Yeah, probably even a biggest trigger [if friends tell about the app]" (I2) 
I2:Also it’s cool to share it with someone so that they can give their 
opinion, I think that also makes so much sense because you want to maybe 
share it after with your family or friends and show them and say “hey this is 
what I thought could look good” and then they can help you decide as well. 
I2: But if my friends would tell me there is this H&M app for trying out 
clothes, then I would be “oh my god nice” and then I would try on stuff 
virtually even if I was not intending to buy clothes before. 
I2: I think it depends. I would definitely talk to my flatmates about it. Or 
anyone that I know likes Bang&Olufsen, which happens a lot around 
Denmark [laughs] 
I2: Maybe I will mention it to the friends I’ll be with today but I probably 
wouldn’t meet someone next week on a cafe outside and say “oh this app, 
bla bla bla” if it’s not in context with our conversation. 
I2: I mean, obviously, if they would be interested in speakers for example 
and that topic pops up I would show them the app and tell them how good it 
is, how cool the technology is actually and how it would help them choose 
the speaker. 
I3: "possibly the most important trigger for me [friends telling to try the 
app] 
I3: I'm probably, on the weekend, just install it this Bang&lufsen to show it 
to my flatmates. 
I3: And maybe if we were thinking of getting something like this, to get a 
speaker or something. And then I would just use the app in our place, take a 
picture and send it to her like “Hey, don't you think this looks good?”. So I 
mean, I think it has both sides to it. I think you can kind of do the fun part as 
well, as you can do like as a suggestion or seeking opinions from other 
people. 
I3: I got to try the IKEA one for example, I heard about it in the media but 
then a friend told me and I tried it  
I3: I think if a friend tells me about that app when I don't know about it, 
then there's kind of that sense of “Oh, well, really?! that exists?” and then 
I'm going to try it, you know 
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I3:I mean, like, of course if a friend tells me about it, I'm definitely going to 
try it. But I think definitely using the app again has to be with the actual 
purpose. of the app, so looking for something 
I3: the biggest trigger to actually keep using the app would be the need. But 
if you have that need, and a friend tells you “Hey, you should try this” or if 
I read the reviews of other people about the app, then i’ll instantly 
downloaded it, that’s for sure"  
I3: Of course I would, because it’s cool, I think they would like to know 
there is a better technology than the IKEA one out there [laughs]." I3 

Reviews 
(online) 

I1: Oh most definitely, that’s usually how we get into new technologies, 
people start using it and show you, and then you use it and show it to other 
people. I think that would be the most important factor, also that's why we 
always want reviews from people if we see the app announced in the 
website. Then if you actually see in the website, for example, with Bang and 
Olufsen if you go into the website and they tell you “try our augmented 
reality app”...You’d think “Yeah, could be cool”, but if they have a bunch 
of reviews saying how awesome it is than I’ll definitely give it a chance. 
I1: When you see these things announced in a website and they don’t have 
any reviews and you also don’t know anyone who has tried it, you are still 
not sure if it's a good app or experience or not because you’d still have to 
download the app and try and see for yourself...that’s too much effort" I1 
I2: I mean, I would ask the people in the shop or read reviews about how 
accurate it is as well.  
I2: But I would be more concerned with the reviews people make about the 
app. I mean, if people tell me they already bought stuff and used the app 
and it went well, then yeah, I would trust that more than anything else."  
I2: Would even be cool to have reviews in the physical store, to kind of add 
things on top of the people who work in the store. I trust the employees, and 
I would believe them if they told me to try the augmented reality app 
because it would help me but they are still sales people so it would be good 
to have a mix of customer’s review, people that have used the app, and the 
employees in the store. 
 

Community 
Seeking 

I1: you want to be part of it because it’s an innovation and people might 
start using it all the time 
I2: When people use it, you trust it’s good, and also you dont want to fall 
behind the techy trend [laughs]. 
I3: So yeah, I think there are many people using it. That's how it got to me. 
I3: To be 100% honest, I'm fairly sure that everybody's going to be using 
AR apps, especially for this type of products 
 

 I1: If some influencer talks about an app that I'm actually really interested 
in or I'm looking to buy something in that app or from that brand, I would 
use it 

Facilitating 
Conditions 

 I1: Yes, for this, yeah. I have a lot of space so I can download whichever 
one I want. I mean nowadays who doesn’t? We have a million apps, one 
won’t make any difference. 

Inducted code 

Trust 
(in the 
company 
providing 
Mobile AR) 

Trust as 
reflection of 
previous 
experiences with 
the company 

 

I1: I would maybe buy it [more important things] online, if it's a brand that 
I trust. 
I1: But I’m also not sure if that is the whole catalogue, nothing guarantees 
me Bang&Olufsen displays everything there..I don’t know the brand that 
well so... 
I1: I wouldn't be sure if they have the whole catalogue here. Maybe I would 
also use their online catalogue, they must have one, or go to their website in 
order to understand if what they have in their app is everything they have. 
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I1: I’m not sure they display it all there [in the AR app] honestly. 
I1: But if the catalogue has more products because they couldn't adapt all 
the products in the augmented reality app, then I would maybe rather see 
the catalog in order to know all the options. 
I2: The only thing as I mentioned is that, when you don’t know the brand 
you’re also not sure if all the products are there. 
I2: Yeah, right. Yeah. Would be good to have some way they assure me they 
are accurate. That’s why it would be better to see first in real life, touch it, 
you know, did everything, and then when I use the app at home and I see the 
dimensions are correct, try if it really fits. 
I2: Yeah, I mean it’s a more “techie” brand you trust more, naturally. 
I2: Because I wouldn't just trust the employee's right away for example, I 
would need to have a gut feeling that they know and wouldn't just included 
in their sales pitch because they had to, you know.  
I2: I don't know if Bang&Olufsen has more than these products displayed in 
the augmented reality app, do you know? Because I looked, I mean, I didn't 
scroll through every single product but I saw all the speakers they had 
displayed and it didn't seem they had that much. But I mean, it's also a high 
end brand so they might not have a lot anyway." I2 
I2: Yes, for sure. I mean, again I’m not sure about the catalogue nor if they 
manage to put everything in Augmented Reality, so I wouldn’t trust they put 
it all in the app. Yeah. I would need to check the catalogue to make sure." I2 
I3: Also, I’m not sure if they have all the speakers in there, I’d also have to 
make sure of that. 
I3: "like I said before, I hope they didn’t forget to put any speaker in the 
app, because then if you don’t like my choice you can blame them 
[laughs].(I3) 
 

Trust emerging 
from Social 
Influence 

I1: if they don’t have any reviews and you also don’t know anyone who has 
tried it, you are still not sure if it's a good [app] 
I1: if it’s someone I know and trust, like my friends, that recommend it, then 
I feel even more convinced. 
I2: When people use it, you trust it’s good, and also you dont want to fall 
behind the techy trend [laughs]. 
I2: I mean it’s a more “techie” brand you trust more, naturally. But I would 
be more concerned with the reviews people make about the app." 

 

 

 
 
 
 

Appendix 6.2 – AR Observation Coding Matrix 

AR Observations Coding Matrix 
Determinant Sub-code Main Quotes Observed 

Interaction 
Most visible 
emotion state 

Effort 
Expectancy 

 “wow this is faster than I 
thought”; “wow its so 
surprising how quickly it 
installs in the room”: P17, 
P20 

Minor issues with 
lighting: P1, P11, 
P19, P21, P25, P29, 
P32, P44, P45, P46, 
P49, P58 

At ease with the 
intuitiveness of the 
app: P30, P46, P49, 
P53, P58, P60 
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“The app is amazing”; “This 
is awesome, can't believe I 
didn't know these apps were 
so developed, now i feel old”; 
"this is so well done”; “The 
app works pretty well, it’s 
straightforward”; “The 
interface seems quite 
intuitive”; "It is for me 
extremely user friendly.”: 
P20, P23, P34; P53; P58; P60 
 
"This is easy to use actually"; 
“It’s fairly easy to use”; 
“The app is also quite easy to 
handle": P23, P30, P57 
 
“It's good because it doesn't 
overload you with 
information, so pretty good”: 
P53 
 
“Its difficult with the 
phone(…) can you help 
me?”:P5 
 
“there is not enough light, a 
lot of time trying because of 
the light”: P1 
 
“I got this”: P8 
 
“I wish I could move it with 
my fingers...OH I CAN! 
awesome”: P23 
 

 
Information search 
in FAQ: P22, P54 
 
 
 
 

Surprised by the 
ease of use: P20, 
P53, P57, P60 
 
Confused: P2, P19, 
P21, P29, P43 
 
Irritation: P2 
 

Real Time 
Guidance and 
Support 

 

“good how they help with the 
tips about moving around”; 
“ah if I follow the 
instructions it’s always 
working”; “The app really 
helps me, these instructions 
are so good”; “Nice to have 
these instructions”; “user 
friendly with the tips”: P1; 
P20; P22; P45; P60 
 
“uuuh, now I know how to 
delete things”;“Oh now I get 
it!” (about instructions); “Ah 
okay, now I understand”; 
"“It's going pretty well (...) I 
kind of figured out how to 
place stuff”: P8, P21; P40; 
P58 
 
 

Following 
instructions 
smoothly and 
learning: P1, P2, 
P3, P7, P11, P19, 
P20, P21, P22, P25, 
P30, P34, P40, P46, 
P49, P53, P54, P58, 
P60 
 
Minor issues with 
instructions: P5, 
P11, P19, P43 
 

Impressed: P17, 
P20, P60 
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Categorization “It would be nice to 
categorize into big or small 
before [placing into the 
space]”; “I think the 
overview of speakers should 
be categorized though, if you 
can know already which ones 
are for the floor and which 
ones are for the wall”: P29, 
P44 
 
 

 Confused: P29 
 

Utilitarian 
Performance 
Expectancy 

Virtual 
alignment with 
reality (suitability 
to surrounding 
space, details and 
color) 

“wow I can put them into the 
room”; “Place in my space?! 
nice!”; "you can see the item 
like its actually in the room”; 
“I like how you can place it 
and see how it would actually 
look in this room”; “It’s 
really cool that i can see how 
it looks in the room": P36; 
P43; P44; P53; P54; P57 
 
"super detailed”; “If you go 
really close its so real”; 
“You can see it’s virtual but 
almost real”; “It looks much 
more realistically than I 
expected”; “This is such high 
resolution”; “Ah wow it 
looks real"; “You can see it 
so close, all the details”; “It 
looks even better the closer 
you get”: P1; P32; P44; P49; 
P54; P57; P60 
 
"It fits really well the room”; 
“Oh that speaker doesn't fit, 
not practical either there”; 
"let's see what would fit in 
this room”: P17, P40, P49 
  
“This is not really here but 
it's here [laugh]”; “its like its 
'really there' even if you move 
around”; “All the stuff im 
adding is still here in the 
room!!”; “wow this is in real 
life!!”; “I really have the 
feeling the speaker is in the 
room with me”; “Now I can 
compare all the B&O 
speakers in real life”; "it 
looks real”; "Oh sh*t, it’s 
there”; “Actually looks really 
good, wow looks real”; “This 
is awesome, you can see the 
real size, and it looks real” 
 : P2, P7; P17; P20; P29; 
P32; P57 

Moving in the 
surrounding space 
to test placement of 
the items: P1, P2, 
P5, P7, P19, P21, 
P25, P29, P30, P32, 
P40, P45, P49, P54, 
P57, P58, P60 
 
 

Impressed 
[dimensions, color, 
etc.]: P1; P7; P11; 
P17; P20; P21; P22; 
P23; P25; P29; P30; 
P32; P34; P36; P39; 
P40; P43; P44; P46; 
P49; P54, P57 
 
Surprised 
[dimensions, color, 
etc.]: P19, P20, P21, 
P23, P29, P40, P47 
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“Really love that you can go 
around and see it from all the 
perspectives”; “It’s 
incredibly cool that you can 
move behind it (...) and of 
course that you can put it into 
your intended space”; “I 
think I have 4 or 5 speakers 
in the room now, it's 
awesome that they are still 
there when you turn 
around”; “I want to see how 
it looks like from here”; "I 
can see the speaker from all 
the perspectives, wow”; "it 
adjusted even with me 
moving, like a real 3D 
object”: P20, P21, P32, P45; 
P57; P58 
 
"I think this room deserves 
grey”; “Let me just feel the 
room first"; “the room would 
be lit after that”; "really 
helps to see what would be 
better in the room”; “This 
looks good on this table, 
awesome color pick as well”: 
P22, P23, P30, P34, P49 
 
“Woow, you can hide the 
cover and see what's inside, 
that's pretty nice, you can 
also see it from every angle”: 
P32 
 
 
 
 

Visualization of 
Dimensions 

“this one is the ideal size”; 
“Wow that actually quite big, 
didn’t expect that”; “Wow I 
thought it was smaller”; “I 
think this one is too 
big”;“Woooow this is 
huge”;“Oh that was a bit 
smaller than I thought”; 
“Wow its huge this one”; 
“Wow wow this is huge!!”; 
“This one is too small": 
“Sh*t that’s huge, didn't 
expect”; “Cool, It appears 
right away and the dimension 
seems pretty trustworthy and 
fairly nice”; "you can see the 
size so accurately”; “I think 
the dimensions are quite 

Movement around 
the room for 
dimension testing: 
P1, P2, P5, P11, 
P17, P19, P21, P25, 
P29, P30, P32, P34, 
P39, P40, P43, P44, 
P45, P46, P49, P53, 
P54, P57, P58, P60 
 
 

Impressed 
[dimensions, colour, 
etc.]: P1; P7; P11; 
P17; P20; P21; P22; 
P23; P25; P29; P30; 
P32; P34; P36; P39; 
P40; P43; P44; P46; 
P49; P54, P57 
 
Surprised 
[dimensions, colour, 
etc.]: P19, P20, P21, 
P23, P29, P40, P47 
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accurate"; “[laughs a lot] 
oh, its huge!”; "The actual 
size is quite different than I 
thought!”; “Damn thats cool 
cause i'd never guess the 
size”; “I wouldn't use this 
app to choose portable 
speakers, cause yeah you can 
pretty much place them 
anywhere, but this is 
awesome for understanding 
how big ones fits permanently 
in your room": P1; P7; P11; 
P17; P20; P21; P22; P23; 
P25; P29; P30; P32; P34; 
P36; P39; P40; P43; P44; 
P46; P49; P54; P57 
 
 

Personalization “color is amazing, super nice 
to see the different colors”; 
“Oh I can choose the colour, 
perfect!”; “Oh I want to 
personalize the color”; wow 
this is so customizable”; “Oh 
I get to choose a color, 
nicer”; “Its really cool that I 
can also customize the 
color"; “ohhh, you can 
personalize and change the 
color”; “I do really love the 
customizing part.": P1, P8, 
P22, P23, P45, P49, P54, 
P57, P60 
 
 
 

Tests and 
customizes multiple 
speakers: P5, P11, 
P19, P21, P22, P25, 
P29, P32, P40, P43, 
P44, P49, P53, P54, 
P57, P58 
 
 

Impressed 
[dimensions, colour, 
etc.]: P1; P7; P11; 
P17; P20; P21; P22; 
P23; P25; P29; P30; 
P32; P34; P36; P39; 
P40; P43; P44; P46; 
P49; P54, P57 
 
Surprised 
[dimensions, colour, 
etc.]: P19, P20, P21, 
P23, P29, P40, P47 
 

Efficiency in 
online and 
overall shopping 
process 
 
-reduce the time 
usually spent in 
reading textual 
information or 
obtaining that 
information in the 
physical store;  
 
-reducing the times 
and effort in taking 
measures and 
imagining the 
products fitting in the 
chosen space;  
 
-reducing the chances 
for returning the 
purchased products 

"It fits really well the room”; 
“Oh that speaker doesn't fit, 
not practical either there”; 
"let's see what would fit in 
this room”: P17, P40, P49 
 
“This would be very helpful 
because you don’t need to 
imagine how it fits in your 
place when you are in a store 
or seeing a catalogue”: P54 
 
 
“Its like im in the shop but 
better” (laughs): P20 
 
“I’m a person who could 
never tell what fits in my 
room, this is really cool”: 
P49 
 

Planning to move 
furniture around: 
P8, P32, P49, P54 
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 “I would want the same 
possibility in like every 
shopping aspect of my life, 
like stuff… Wouldn't it make 
it so much easier 
shopping?”: P60 
 
“Amazing way of trying out 
things": P53 
 

Hedonic 
Performance 
Expectancy 

Sense 

(e.g.Visually 
Immersed) 

“Makes you want to actually 
touch it”; “Really tempting 
to touch it”; “I want to touch 
it” (laughs); “Whaaaat, 
almost feels like I can touch it 
ahah”; “I could almost reach 
out with my hand and touch 
it”: P32; P44; P49; P53, P57 
 
“This is not really here but 
it's here [laugh]”; “it’s like 
its 'really there' even if you 
move around”; “All the stuff 
im adding is still here in the 
room!!”; “wow this is in real 
life!!”; “I really have the 
feeling the speaker is in the 
room with me”; “Now I can 
compare all the B&O 
speakers in real life”; "it 
looks real”; "Oh sh*t, it’s 
there”; “Actually looks really 
good, wow looks real”; “This 
is awesome, you can see the 
real size, looks real”: P2, P7, 
P17, P20, P29, P32, P57 
 

  

Feel 

(e.g.Playfull, 
Entertained, Joyful, 
Impressed, 
Surprised, 
Engaged)  

“I’m really impressed by 
that.“; “I’m so impressed”: 
P7, P20 
 
“Oh sh*t” [amazed]: P5 
 
“This is fun!”; "Oh, so fun!"; 
“This is so funny”; “It’s a 
fun thing"; “This is pretty 
fun!”: P5; P19; P20; P43; 
P53 
  
“ah nice!”; “actually really 
nice”; “super cool”; “really 
cool”; “Wow cool!”; “but 
this is so cool!”; “yeeees, 
thats cool!”; “Uh fancy”; 
“It’s bloody cool”; “Pretty 
nice”; "pretty cool!”; " This 
is amazing"; “Ok, this is 
awesome”; "Wow wow wow, 
insane how nice”; “Uh, this 

Plays around with 
the customisation: 
P1, P5, P11, P19, 
P21, P22, P23, P30, 
P36, P40, P44, P45, 
P49, P53, P54, P57, 
P60 
 
Plays around with 
multiple speakers: 
P1, P2, P7, P8, P19, 
P20, P21, P22, P23, 
P25, P32, P36, P40, 
P49, P53, P54, P57, 
P58 
 
Tries something 
outside the task "for 
fun": P17, P19, 
P21, P23, P25, P34, 
P36, P49, P57, P58 
 

Laughing: P1, P2, 
P7, P17, P19, P20, 
P21, P22, P23, P25, 
P29, P30, P32, P34, 
P36, P39, P40, P34, 
P44, P45, P49, P53, 
P54, P57, P60 
 
Entertained: P2, 
P11, P20, P22, P23, 
P25, P29, P30, P32, 
P34, P40, P49, P53, 
P54, P57 
 
Confused: P1, P2, 
P29 
 
Impressed [playful]: 
P1, P2, P5, P7, P8, 
P11, P17, P22, P23, 
P29, P32, P57 
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is so interesting"; “This is 
impressive”; “Uh, that’s 
neat”; “Quite 
extraordinary”: P1, P5, P7, 
P11, P17; P19; P21; P22; 
P23; P25; P30; P32; P34; 
P36; P39; P40; P43; P44; 
P45; P46; P49; P53; P54; 
P57; P58; P60 
 
“Just for fun I put some more 
speakers there”: P2 
 
“color is amazing, super nice 
to see the different colors”; 
“Oh I want to personalize 
the color”; "wow this is so 
customizable”; “Oh I get to 
choose a color, nice”; "I do 
really love the customizing 
part.”: P1, P22, P23, P45, 
P49, P60 
 
“You can turn on the sound, 
it's a fun thing but no 
functionality I guess, but its 
funny you can turn it off and 
on!”; “I think the fact that 
you can turn on the sound is 
a cool feature but more like a 
gimmick, because you can’t 
know the differences between 
the speakers obviously”; 
“Turn on? That’s cool!”: 
P23, P34, P60 
 
“Amazing way of trying out 
things": P53 
 

Movement around 
the room 
[immersiveness]: 
P1, P2, P5, P7, P8, 
P11, P17, P19, P20, 
P21, P23, P25, P32, 
P34, P36, P40, P45, 
P49. P53, P54, P57 
 
 
 
 

Attentive [appears 
immersed]: P1, P2, 
P21, P23, P25, P40, 
P43, P45, P46, P49, 
P58, P60 
 
Smilling: P5, P8, 
P11, P25, P39, P45, 
P58, P60 
 
Playful: P8, P11, 
P17, P19, P21, P45, 
P54, P58, P60 
Excitement: P19, 
P20, P21, P23, P36, 
P44, P46, P53, P57, 
P58 
 
 
 
 
 
 
 

Create "I installed like 5 speakers 
because it looks so beautiful" 
P22 
 
“Oh it also has televisions, I 
want to try”; “I want this, 
and this, and this, maybe I 
want a TV..”; [I tried] the big 
round one and a couple of the 
TV to see if they're all 
compatible.”: P17; P49; P58 
 
“I’m going to fill this room 
with speakers”: P8 
 
 
“What? Of course i wanna 
design my own”: P23 
 

Planning to move 
furniture around: 
P8, P32, P49, P54 
 
 

Curious/Explorative: 
P2, P5, P8, P17, 
P23, P25, P34, P36, 
P44, P49, P53, P54, 
P57 
 
Creative: P8, P17, 
P19, P22, P23, P32, 
P34, P40, P44, P54, 
P60 
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“I think what I did here is a 
masterpiece ahahah”: P22 
 
“Well I want a television as 
well! I know you want sound 
but believe me, this is going 
to look awesome”: P36 
 
“UH, I’m gonna try to build 
something on top of this!”; 
“It’s cool that you can put 
multiple things up 
simultaneously.”: P19, P21 
 
 “Oh I want to personalize 
the color”; “Oh I can choose 
the color, perfect!”; "wow 
this is so customizable”; “Oh 
I get to choose a color, nice”; 
“Its really cool that I can see 
how it looks in the room and I 
can also customize it"; 
“ohhh, you can personalize 
and change the color”; "I do 
really love the customizing 
part.”:  P22, P8, P23, P45, 
P49, P54, P57, P60 
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Appendix 7 – DC Observations and Interviews’ Coding Matrix 

Appendix 7.1 – DC Interviews Coding Matrix 

 
DC Interviews Coding Matrix 

Determinant Sub-code Main Quotes 

Effort 
Expectancy 

 I4: And then I hate when like websites are not responsive enough! If I do 
something and I want to be quick yeah and they’re taking forever to go 
back, I hate that. 
I4: Yeah that's [responsiveness] quite important! 
I4: I mean what I like about online shopping is that it's always the same. 
(...) But then the companies make these apps, where it’s always different. 
(...) It always annoys me. Like if I don't understand, like you know in one 
second, how to use this [I’m annoyed]. 
I4: Whereas for Bang & Olufsen, it was like lots of scrolling, scrolling, 
scrolling. 
I4: Yeah, because I'm always like very past like swiper and scroller. So 
whenever I was too quick like the pictures disappeared. So, this is super 
annoying I think because then you have to wait until it's loaded, then 
sometimes it's not loading again and then you have to refresh the browser. 
You never know if something gets lost that you, I don't know, saved or 
something. That you missed out on something in the catalogue 
I5: it was so easy to scroll through all the products. 
I5: It was very easy to navigate. 
I6: Yeah, like I would expect something that expensive having the most like 
excellent experience, but it wasn’t, not in my opinion at least. 
I6: Yeah, I think it's, it's not that, there is not enough information on the 
phone. You can read it but still it's on the small screen 
I6: So the whole flow was weird for me. 

Categorization I4: But for example, Apple has this really cool feature where - that's where I 
go on online first for example - because they have this feature where you 
can click on all the, let's say Macs, that you're interested in and then they 
give you this table, where you can analyze what's the difference between the 
different Macbooks that you are interested in, for example 
I5: Something like that [filtering] (...) that gives you some impression of 
what kind of product you're looking for 
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Utilitarian 
Performance 
Expectancy 

Visualization of 
Dimensions 

I4: Yeah, that [video content] would definitely be more helpful. 
I4: So I guess if they should make like a bigger thing out of it [360 option in 
digital catalogue]. Or they could, instead of having a simple picture, they 
would already have like a picture that you could turn. Then it would already 
be like a nicer experience. But I think big part is that each app is very 
different in the handling of it, handling the interface of it. 
I5: One of the things that I did miss was pitcures of the product relative to 
something. Because when I was just scrolling through the product, then 
mega edge speaker looked like one of the little portable handheld speakers. 
Yeah. So to me, that created a bit of a fake illusion of what was what. 
I5: The dimensions were completely off! 
I5: And it was quite disturbing for me as well because, initially I thought the 
edge one was a pretty cool speaker. Because I thought it was just stylish and 
small and portable. (...) All I can do a state that the dimension, were 
confusing to me yeah but aesthetically it looks super nice that it was so 
clean. Yeah. But then again, is it a design page, or do they sell a product? 
I5: The dimensions were the only thing that I've found confusing. But I 
visited the product pages. And when I visited the product page, to me 
everything was clear. Yeah, and it was very easy and I found a picture very 
believable. 
I5: And so I think the product pictures are essential, especially when buying 
an expensive product. 

Efficiency 

(e.g. textual 
information 
overload, time 
spent scrolling) 

I4: Like if I don't understand, like you know in one second, how to use this 
[I’m annoyed]. For example, for your app it took me quite a while to see 
this 360 degree option . 
I5:Yeah, exactly. It [information] was not [useful]. 
I4: So, if you were looking for information or more information on 
something, then you would definitely notice this like information sign or 
whatever. Yeah, and then you would probably use it. 
I4: Yeah, because I'm always like very past like swiper and scroller. So 
whenever I was too quick like the pictures disappeared. So, this is super 
annoying I think because then you have to wait until it's loaded, then 
sometimes it's not loading again and then you have to refresh the browser. 
You never know if something gets lost that you, I don't know, saved or 
something. That you missed out on something in the catalogue 
I4: Yeah, because I'm always like very past like swiper and scroller. So 
whenever I was too quick like the pictures disappeared. So, this is super 
annoying I think because then you have to wait until it's loaded, then 
sometimes it's not loading again and then you have to refresh the browser. 
You never know if something gets lost that you, I don't know, saved or 
something. That you missed out on something in the catalogue 
I5: Something like that [filtering] (...) that gives you some impression of 
what kind of product you're looking for 
I6: And then, it felt like it was just like catalogue/sales material text, it 
wasn't like adding value to me it was just saying ‘okay it has a great sound’. 
But why? It didn't have any details so it was just this blank text for me. I 
don't think I learned anything from reading it, you know about the speaker 
so we might as well just delete it. 
I6: there's too much going on, too much irrelevant information 
 
 
 

Hedonic 
Performance 
Expectancy 

Sense I4: Yeah, I was thinking maybe like videos for example could help like 
moving pictures. Because I know they had this - is it called 360 degree? - 
option for you to try out. But I think like a video would have been nicer, also 
where you could maybe listen to the speakers. I don't know if this is possible 
but it would be cool to have a listening option to each of the speakers and 
then hearing the sound differences, kind off, through the app. 
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I4: So I like this video feature [example from other providers]. (...) it also 
makes me feel like as if I was in a store maybe a bit more, as if my friend 
would try it on. 
I5: I love that it showed close-ups and super sharp, clean product pictures I 
love that (...) So all of a sudden you sell more of an experience. (...) these 
pictures matter a lot! 
I6: But I feel like it's more about the visuals for me. I really want to see it on 
the big screen and I really need to make sure that I read through the details. 
It's just more convenient 
I6: Seeing it [the speaker] online wouldn't give me as much pleasure. I 
would really want to see how it actually looks. 
I6: Yeah, I would definitely go [to the store] and see it, like touch it, see 
how it looks, for sure! (...) Listen to the sound too, see how it feels. 
 

Feel I4: [in response to whether video content would be more fun] Yeah, 
probably. Yeah, yeah. I mean, everything that engages the consumer more. 
Yeah, it's more fun for the consumer kind of.  
I4: So I like this video feature [example from other providers]. (...) it also 
makes me feel like as if I was in a store maybe a bit more, as if my friend 
would try it on. 
I4: Yeah, because I'm always like very fast like swiper and scroller. So 
whenever I was too quick like the pictures disappeared. So, this is super 
annoying I think because then you have to wait until it's loaded, then 
sometimes it's not loading again and then you have to refresh the 
browser. You never know if something gets lost that you, I don't know, 
saved or something. That you missed out on something in the catalogue. 
I4: Exactly! I mean, that is something that definitely adds up in my opinion. 
Yeah. And also the quality factor yeah that's maybe something that's also 
nicer and like moving pictures for example, because if you feel like you can 
see the quality better. Yeah, and if it's like, like a purchase like speaker, you 
will probably always want to see it looks as high quality as you think. * 
hedonic elements leading to utility 
I4: Yeah! Yeah, that would be probably something that would draw me 
more. Yeah, and it ties back with the videos yeah exactly this of interacting 
a little more. 
I4: And, yeah, and then also with the pictures I mean, yeah, I said with the 
360 degree. I mean it's a cool feature, and they could advertise it way more 
also like on the first page. So if you click on speakers, they could maybe put 
something on the side saying ‘Experience all our speakers in 360 degree’, 
for example. I mean, it is something that’s outstanding probably from other 
companies. 
I4: I would have very much liked to try out the AR thing in the 360 feature! 
[laughs] 
I5: Yeah, it’s [mobile browsing] exciting, it's playful and super visual! 

Create I4: But I think the other ones for example this big round one on the legs, I 
think that looked like I would also imagine them to look in real life. 
Probably also because they put them in the living room, or whatever. So you 
were also able to imagine it more to be a part of the space. 
 

Attitude  I4: Yeah maybe then I would rather do it, but here I didn't really think it 
gave me value, you know. 
I4: And then it's like more of this situational context I guess. They trigger 
me to do it once, but then after that I'm not like, ‘Oh, yeah, there was like a 
positive purchase so I'm going back there’. Next time I would probably 
again go back to my computer. 
I5: It [information search] was not impossible, but it made it harder to 
access. Yeah, and it would make it harder for me to make my decision and I 
could imagine, some people you know when you just scroll through a ton of 
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pages may end up there being like ‘wait what is what’ and that you don't 
you don't have the capacity to go into it. 
I5: Exactly, yeah not bother to go through that process when you can just 
scroll somewhere different, that shows it. 
I5: I would always do my initial research online. And that's why I was really 
pleased with this experience. Yeah dimensions were off, but with the type of 
product I looked for, it was pretty useful. You can determine it by the size of 
the hand or imagination. 
I6: Yeah, like I would expect something that expensive having the most like 
excellent experience, but it wasn’t, not in my opinion at least. 
I6: Yeah, I think it's all right, like the visuals are nice, the pictures are nice, 
but the usability and the user experience it's not really there. 
I6: there's too much going on, too much irrelevant information 
I6: So yeah I think it's an okay experience, I mean I’ve experienced worse 
apps or worse catalogues, but it's not super enjoyable 
 

Social 
Influence 

Friends, Peers, 
Family 

I4: Yeah, sometimes you talk about it, and they think it's strange [shop 
online] because all of them are not doing it (...)they prefer to go in-store 
I5: Yeeees, so much more prone to doing it [mobile shopping] on my phone 
because he does it. Because he’s techy, he's smart so if he trusts it, I trust it 
to. Yeah, it's pretty silly, but that is how it works. 
I6: Exactly. It definitely wouldn't really impact me if someone says ‘oh yeah 
I buy everything online’, I’d be like well, good, good for you but I'm not 
gonna do it. It wouldn’t make me do it. 
I6: And in general, like people order stuff online, I never ordered clothes 
online because I need to try it. And for me it's like a hassle I don't want to 
rerun it and send it back. And some people are fine with it, they're used to 
and then also again maybe because they've done it before they know the 
process and they're ‘okay, I’ll do it’. For me, I'm just like, I can't be 
bothered I would rather than just go into the store and yet there, and feel it 
and the fabric and stuff. So I think it's definitely like the whole experience 
around it [the company and service] and not if someone else is doing it 
that’ll influence my decision." 
 

Reviews 
(Online) 

I6: And again, with people, because you don't have that much knowledge 
about it, you would want to see reviews."; "So, you like make the awareness 
of it a bit better. So I mean I would add the reviews are like focus on them a 
bit more. 
 

Facilitating 
Conditions 

 I4: And I think, I mean, in Scandinavia you’re all used to this amount of 
data but then the rest of Europe, it's not the same. For example, one of my 
friend she has like 10 gigabyte, she was telling me that she signed this really 
cool new contract and has like 10 gigabytes, and I was like ‘that’s not so 
great, I have a 100 gigabytes’. And it would just be great if it was like that 
in the rest of Europe. 
I4: Yeah, yeah. Because I think, like, in general it's nicer to, to see it on a 
bigger screen that's probably the first - but I mean I have an iPhone X and 
that's already quite big like this. But then I think another point is that lots of 
apps, in my opinion, are not as easy to understand. On the computer I think 
most websites are better structured. So they look and sort of feel better on 
the computer than on the phone in my opinion. 
I5: (...) but if I am to do research I always do it on my computer because 
then I can have multiple tabs open and I’d probably do that here too if I 
were to buy the speaker, you know have this speaker in this tab, this in this, 
compare the different ones, do a bit of research area, and for that the phone 
is not that functional. 
I6: Yeah, I think it's, it's not that, there is not enough information on the 
phone. You can read it but still it's on the small screen 
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I6: Yeah, it felt like it was too long, the page was way too long. Maybe on 
the computer you kind of scroll just a little bit, but on the phone, it's just 
way too much. 
 
 

 

Appendix 7.2 – DC Observations Coding Matrix 

 
DC Observations Coding Matrix 

Determinant Sub-code Main Quotes Observed 
Interaction 

Most visible 
emotion state 

Effort 
Expectancy 

 “Not so intuitive”; “it’s a bit 
confusing”; “The catalogue is 
not very straightforward”; 
"i'm confused”; "overall it 
makes sense and you can 
figure out where to push to 
navigate the catalogue”; 
“This is not really intuitive"; 
“I think the catalogue is not 
that easy to navigate"; “I’m a 
bit confused": P3, P12, P26, 
P27, P28, P50, P51, P56,  
 
“I find it difficult to choose, 
too much info (...) that no one 
will read”; “Its full of 
information so it’s hard to 
understand”; “I don't want to 
read so much”; "too much 
choice and info”; “Too much 
text, I won’t read it”; “There 
so much info on each 
speaker”; “Hmm, now that 
I’m in looking one of the 
speakers, there’s actually too 
much information”; “There is 
too much writing when it 
comes to design”; “I’m not 
interested in reading so much 
text…”; “Oh okay wow, that’s 
too much”; “This is very 
overwhelming, they have too 
much text”; “There is really 
too much information”; “It’s 
a lot of text so I will lose 
interest before I'm done”; “all 
this text sounds all the same 
for me”: P4, P9, P10, P13, 
P15, P18, P26, P27, P28, P31, 
P33, P37, P42, P48, P51, P56, 
P59 
 

Scrolling a lot: P4, 
P6, P9, P15, P16, 
P18, P24, P26, P27, 
P28, P31, P33, P35, 
P37, P38, P41, P42, 
P47, P48, P50, P52, 
P55, P56, P59 
 
Self-conscious about 
skills regarding 
technology: P12, P52 
 
Spend some time 
trying to figure out 
whether the speakers 
chosen can connect 
(too much text): P14, 
P37, P51, P52, P55, 
P56 
 
Points at lack of 
relevant information: 
P33, P42, P47, P48, 
P51, P59 
 
 
 
 

Annoyed: P4, P9, 
P15, P16, P18, 
P26, P27, P35, 
P38, P41, P42, 
P47, P50, P51, 
P59 
 
Confused: P4, 
P10, P12, P14, 
P27, P28, P33, 
P35, P38, P50, 
P51 
 
Overwhelmed 
with information: 
P9, P14, P26, 
P28, P31, P33, 
P48 
 
Disinterested: 
P27, P48, P55 
 
Not at ease (due 
to lack of 
intuitiveness): P4, 
P6, P9, P10, P12, 
P14, P26, P28, 
P35, P41, P50 
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“Not attractive to have 
specific info only at the 
bottom - and not so much easy 
functionality explanations"; 
“You have to scroll very, very, 
very, very far down to find the 
features”; "I have to scroll so 
much to see the sizes...i get 
bored when i have to search 
so much”: P9, P16, P59 
 
“Yeah, it was easy to find 
information, I just scrolled 
through.”; "overall it makes 
sense and you can figure out 
where to push to navigate the 
catalogue”: P24, P42 
 
“There is no video content” 
P9 
 
“I mean I understand if you 
are buying such an expensive 
thing you want a lot of 
information but then you 
should use a computer 
because this is too much 
scrolling”: P26 
 
“Ah finally a picture where 
you can understand the size”: 
P27 
 
“I don't want to look at the 
dimensions numbers - I would 
have to transfer the 
information- if it says 20x20 I 
would have to find a reference 
object or translate it into for 
example by A4 notebook and 
that’s just boring”:  P27 
 
“I can't see how big it is...I 
guess I have to scroll down 
and check, boring (in a 
singing voice)”: P41 
 

Categorization “would be nice to divide it 
into categories - big, small, 
medium speakers”; “There is 
no categories in the 
catalogue, i cannot sort out 
the kind of speaker I want”; 
“Websites for clothing, like 
Zara, have a filtering option 
right at the beginning, so you 
choose specifically what you 
want to look at, right at first, 
without losing time”; "you 
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don't get if its big to put on a 
floor or table”: P4, P41, P50, 
P56 
 
 
 
 

Utilitarian 
Performance 
Expectancy 

Visualization of 
Dimensions 

“Not sure how tall is this one 
(...)I think it would occupy 
more space (...) I just assumed 
the dimensions”; “It’s hard to 
understand if they’re big or 
small”; “You don’t really 
know how big they are (...) the 
pictures aren’t helpful”; 
"seem too big for this room”; 
“Don’t know if these are 
portable actually (...) don't 
understand from the picture 
what this sound system is”; 
“No idea how big it is”; 
“They all seem to have the 
same sizes, it's not clear”; 
"I’m confused with the sizes”; 
“Some product pictures trick 
you in dimensions”; “Would 
make sense to get pictures 
with people or something to 
tell the proportions”; “Well, 
the dimensions are a little 
confusing”; “I guess I can 
just assume if it’s big or not 
from the price, don't want to 
check the size numbers, I'm so 
bad at it”; “The pictures don't 
help because although they 
are super nice and chic, they 
don’t have anything on the 
side to understand the 
dimension": P3, P4, P6, P14, 
P16, P18, P27, P31, P35, P41, 
P42, P48, P51, P52, P55, P56, 
P59 
 
“It was really big... I know, 
because there's a picture of a 
man sitting next to it, which 
helps me a lot because when I 
first looked at it I thought it 
was one of the little speakers 
right there”; “Some products 
have nice pictures where you 
have the speaker next to 
human beings to see 
dimensions but not all"; “I 
like this speaker cause there is 
a man in a picture holding the 
speaker and you can see the 
dimensions, otherwise it 

Lack of orientation in 
the space: P4, P6, P9, 
P10, P12, P18, P13, 
P26, P27, P33, P35, 
P37, P38, P42, P47, 
P48 
 
Difficulties 
determining 
dimensions: P4, P6, 
P9, P10, P12, P13, 
P14, P16, P18, P26, 
P27, P28, P31, P35, 
P38, P41, P42, P48, 
P50, P51, P52, P55, 
P56, P59 
 
Solely focusing on 
the phone: P3, P4, 
P6, P12, P27, P37, 
P42, P47, P48 
 
Using bodyparts to 
attempt to determine 
size: P4, P9, P14, 
P16, P31, P41, P52 
 
 
 
 
 

Attentive [to the 
screen]: P3, P4, 
P6, P9, P15, P16, 
P24, P26, P27, 
P28, P31, P33, 
P37, P41, P42, 
P47, P48, P50, 
P51, P52, P55, 
P56, P59 
 
Confused: P4, P6, 
P12, P27, P28, 
P31, P33, P42, 
P50, P51 
Overwhelmed 
with information: 
P9, P10, P28, 
P31, P33, P48 
 
Unimpressed: 
P14, P28, P37, 
P47, P50, P51, 
P55, P56 
 
Impressed: P16, 
P24 
 
Sceptical: P27, 
P28, P33, P38, 
P51, P56 
 
Annoyed: P50, 
P51 
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looked pretty small”: P24, 
P52, P59 
 
“Ah finally a picture where 
you can understand the size”: 
P27 
 
“The visuals on the website 
give you some idea, but not 
enough”: P28 
 
"how smart, you can see it in 
a 360 degrees picture, very 
useful”; “Ah you can see the 
product from every angle": 
P38, P52 
 
"it's hard to imagine in this 
room...Now I’m going to 
read”; “It’s hard to imagine 
these speakers here”: P27, 
P55 
 
“I still understand that you 
need to have a lot of 
information if you are buying 
such expensive speakers but 
this is too much to read, and 
in these things you are always 
anyway going to the shop to 
talk to someone”: P59 
 
 

Efficiency 

(e.g. textual 
information 
overload, time 
spent scrolling) 

“I find it difficult to choose, 
too much info (...) that no one 
will read”; “Its full of 
information so it’s hard to 
understand”; “I don't want to 
read so much”; "too much 
choice and info”; “Too much 
text, I won’t read it”; “There 
so much info on each 
speaker”; “Hmm, now that 
I’m in looking one of the 
speakers, there’s actually too 
much information”; “There is 
too much writing when it 
comes to design”; “I’m not 
interested in reading so much 
text…”; “Oh okay wow, that’s 
too much”; “This is very 
overwhelming, they have too 
much text”; “There is really 
too much information”; “It’s 
a lot of text so I will lose 
interest before I'm done”; “all 
this text sounds all the same 
for me”: P4, P9, P10, P13, 
P15, P18, P26, P27, P28, P31, 
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P33, P37, P48, P51, P55, P56, 
P59 
 
"Not useful": P4 
 
“Right away i can see I’d 
have to spend a lot of time 
here”: P26 
 
“would be nice to divide it 
into categories - big, small, 
medium speakers”; “There is 
no categories in the 
catalogue, i cannot sort out 
the kind of speaker I want”; 
“Websites for clothing, like 
Zara, have a filtering option 
right at the beginning, so you 
choose specifically what you 
want to look at, right at first, 
without losing time”; "you 
don't get if its big to put on a 
floor or table”: P4, P41, P50, 
P56 
 
 
 
 
 

Hedonic 
Performance 
Expectancy 

Sense “There is no video content”: 
P9 
 
“Would be better to have 
more visual stuff”; “Oh, I 
don’t understand what this is 
from the visuals"; “Picture 
are the most important”: P9, 
P47, P48 
 
“I like the aesthetics of the 
catalogue”; “This looks super 
nice.”; “It is a really 
aesthetically appealing 
page”: P10, P24, P33 
 
“I like that they have videos”: 
P31 
 
“Nice, so many pictures”; “I 
mostly look at the pictures”; 
“Let me check the picture”; 
“Photos are nice (...) just 
gives inspiration"; “I like the 
pictures, and they do seem 
very high-end and designer 
pictures, but not useful": P31, 
P37, P47, P55, P59 
 

Seeking visual 
stimulation: P13, 
P14, P15, P16, P18, 
P24, P31, P33, P35, 
P37, P38, P47, P50, 
P52, P59 
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Feel “Darned boring background 
colour” (P51) 
 
"Yeah, it’s [mobile browsing] 
exciting, it's playful and super 
visual!" (I5) 
 

Disappointed when 
not allowed to go 
engage with the AR 
option in the 
catalogue: P10, P16, 
P52 
 
 

Bored: P3, P4, 
P6, P9, P12, P13, 
P26, P27, P28, 
P33, P35, P38, 
P52, P55, P59 
 
 

Create “Nice, I can choose the 
colors”: P52 
 

 Inspired: P15 
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Appendix 8 – Observation Notes 
________________________________________________________________________________ 

Participant 1 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“ah nice!”; “actually really nice”; “super cool”; “really cool” 
“you can see where the device connects to speaker, super detailed” 
“good how they help with the tips about moving around” 
“there is not enough light, a lot of time trying because of the light” 
“this one is the ideal size” 
“this looks really good” 
“color is amazing, super nice to see the different colors” 
 
Most visible emotional states:  
Furrowed brows 
Laughing 
Entertained 
Confused about the big one cause it doesn't show how to turn on and off - doesn't have the same 
details as the previous ones 
Impressed by the size; by how real it looks; by how many details it has; by the instructions -  
Enjoying trying different colors 
Very attentive - appears immersed 
 
General notes on interaction: 
moving around a lot, searching for the place 
trying a lot of different speakers 
Very careful with the dimensions 
Issues with lighting 
NOTE: We had to stop because the app crashes - she asked my help and I just turned off the app 
and opened it again 
 
________________________________________________________________________________ 

Participant 2 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“the shapes are so weird” 
“I have no technical understanding” 
“I should have taken a mandarin class or something” 
“I saw this in movies, but never in reality” 
“just for fun i put some more speakers there” 
“This is not really here but it’s here [laugh]” 
 
Most visible emotional states:  
Confusion 
Attentive 
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Intrigued/eager 
Impressed 
Irritation 
Relief 
Curious/Explorative 
Amazed 
 
General notes on interaction: 
Walking around a lot 
Wondering where to place the speaker 
Taking notice of the space around him, but not immediately through the app 
Reading more info about the app - instructions maybe 
Found a better place for the speaker, says the sound would be better and fits better in the table 

● Trial and error interaction 
 
Tries to change the place but gets annoyed because he’s not understanding how -> figures out and 
gets relieved 

● Technical limitations to creative thinking in terms of placement 
Getting the playful aspect now - testing out the different functions to understand how the app 
actually functions.  
 
Shape and colour are the primary determinants for the visually stimulating. The corner was chosen 
for the utilitarian placement. “Just for fun, I put another one there” (points to a corner) 
 
________________________________________________________________________________ 

Participant 3 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“So expensive”  
“Not sure how tall is this one” 
“I think it would occupy more space” - not certain when it comes to dimensions 
“I just assume the dimensions” 
 
Most visible emotional states:  
Straight face 
Bored 
Passive 
 
General notes on interaction: 
Very attentive towards the mobile. Sits still 
Doesn’t look so much at the room 
Doesn’t walk around or anything 
Has thoughts on the visual aspect of it and placement → visual elegance, attractive, sophisticated.  

● Didn’t change the colours 
Thoughts on sound amplification, as it is rounded at the edges. Thinks a lot about space, but more 
vertically oriented.  
 
“Note: in the end she says she assumed the dimensions!!” (when talking to us) 
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________________________________________________________________________________ 

Participant 4 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Not so intuitive” 
“not used to shop for speakers online” 
“I find it difficult to choose, too much info” - no proper order in the way they display the products 
“would be nice to divide it into categories - big, small, medium speakers” 
“It’s hard to understand if they’re big or small” 
“They have some beautiful shapes” 
“So expensive” 
“Too much unneeded info that no one will read” 
“Not useful” 
 
Most visible emotional states:  
Looks annoyed/bored 
Complacent  
Confusion 
Not so sure about the features - thinks its stupid to have some descriptions but not other 
Makes him feel stupid 
 
General notes on interaction: 
Attentive to the mobile phone but not with the room 

● Stares at the phone 
Takes 1 look around only 
Lacks utilitarian purposes 
Does information search on the website and finds it difficult 
Looks confused when it comes to the dimensions, but answers with certainty 
Not sure about the size - goes and check the dimensions but not sure if its the “size of the palm of 
the hand” 
 
________________________________________________________________________________ 

Participant 5 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“This is fun!” (repeatedly) 
“Can you help me?” 
“Wow cool!” 
“Oh sh*t” (Amazed) 
“Its difficult with the phone”  
“The instruction disappear quite quickly so you have to do the error again for them to pop up again” 
 
Most visible emotional states:  
Amazed 
Relief 
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Looks curious 
Frustration 
As soon as the augmentation kicked in, he started smiling → previously complacent 
Looking quite impressed  
 
General notes on interaction: 
As a first thought uses his own usual taste “I like having it on the ceiling or in tight corners” 

● Usability and placement 
 
Interacts a lot with the phone and the space around him 
Having trouble with completing the instructions  
Tries more than one in more than one place in the room 
Moving around a lot 
Picks two! - hard to choose 
 
His criteria on dimensions - he chose one first, then it didn’t look quite like he thought so he 
changed 
Aesthetics are taken into consideration - but more the entirety of the room - talks about the colors 

● Discovers the customisable color part of the app. 
● Continues testing out the look - plays around with the customisation prior to making his 

final choice 
 
________________________________________________________________________________ 

Participant 6 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“hmm, hmm, hmm” 
“You don’t really know how big they are”  
“Not showing very well the dimensions, the pictures aren’t helpful” 
 
Most visible emotional states:  
Confused/a bit bored 
Attentive 
having a hard time with the dimensions with the final choice 
unsure where to put 
 
General notes on interaction: 
Very focused on the phone 
*Technical difficulties - language options on Danish. Interface changes every time you go online 
Scrolling down a lot in the screen  
Not intuitive to navigate 
Dimensions of the room are commented on multiple times - only one speaker, doesn’t care for 
“dolby surround sound” 
Doesn't look at the room around - only looks once he has chosen his favorite two in the catalogue 
Doesnt know which one to choose between two because he says he would have to see in real life 
(dimensions) 
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________________________________________________________________________________ 

Participant 7 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh that quite cool. That’s really cool!” 
“I’m really impressed by that.“ 
“Wow that actually quite big, didn’t expect that” 
“really cool” plenty of times 
“its like its ‘really there’ even if you move around” 
“Nice design, visually pleasing” 
 
Most visible emotional states:  
Really Impressed  
Impressed with choosing the colors 
Laughing  
 
General notes on interaction: 
Moving around, stands up right after looking at the first choice 
Following instructions, reads them aloud 
Plays around with the app and multiple speakers 
When choosing he says where exactly he would put it and what color - very specific 
Compares to the other ones - he says their design are nice but not as optimal  
His choice is VERY based on the environment - he says he would choose something else for other 
environments, e.g. “house environment” 

● Scrolling - habitual movements, already delimiting with his mind to what type of aesthetics 
would fit into the space prior to trying it.  

 
________________________________________________________________________________ 

Participant 8 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh I can choose the colour, perfect!” 
“Aaaaah” - smiling 
“I feel like an old man with the app” 
“I got this” 
“I’m going to fill this room with speakers” 
“uuuh, now I know how to delete things” 
 
Most visible emotional states:  
Playfull 
Laughing (quite a bit) 
Confidence 
Impressed with choosing the color 
Entertained 
Creative 
A little disappointed because the wall mount didn’t work → less energy following this.  
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Explorative - (!!) 
 
General notes on interaction: 
Moving around a lot 
Really engaged with the app and the space around him 
Playing around with a lot of speakers - wants to “fill the room” with speakers 
Very playful relationship to the app/experience  
Learning along the way 
Using interaction to try and facilitate putting the speakers on the wall → Doesn’t appear to be 
working well, because of the white walls 
Considers the placement at the end - complains about the fit of the room.  
Creative thinking - already planning to move furniture around! 
 
________________________________________________________________________________ 

Participant 9 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Some of them seem too big for this room” 
“Its full of information so it’s hard to understand” 
“I don't want to read so much” 
“Not attractive to have specific info on the bottom - and not so much easy functionality 
explanations, too focused on design” 
“I’d prefer to have an overview of the functionalities before” 
“There is no video content” 
“Would be better to have more visual stuff”, “too much text”, “overwhelming” 
 
Most visible emotional states:  
Attentive 
Blank facial expression 
Annoyed 
Bored 
Overwhelmed 
 
General notes on interaction: 
Very attentive to the phone.  
Browsing/scrolling through the website to get an overview.   
Finds the layout weird → shop button is before the products 
Places the phone on the table and looks around a few times 
Considerations about the size of the speakers and the number of them - information search is 
lacking a little 
Context oriented - aesthetics goes against the use/purpose of the setting  
Gets annoyed because he lost the one he choose and has to go back into the main catalogue page 
Spends more time to read the information 

● Feels “overloaded” by information - even “too much for a phone”, has to scroll too much 
and get 

Lacking notion of dimension - looks for info, gets confused by so much info 
Not sure how much is “64 cm”, tries with his arms’ 
Quite practically oriented - power sources, outlets, sound quality and so on.  
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________________________________________________________________________________ 

Participant 10 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“hmm” 
“there too much choice and info” 
“Hmm, interesting” 
“I like the aesthetics of the catalogue, looks nice” 
“The colour options are really nice” 
 
Most visible emotional states:  
Not so much at ease finding the speakers section 
Confusion/confounded 
A little overwhelmed → many choices 
 
General notes on interaction: 
Generally positive about the visuals → sensory advertisement 
Trouble with navigating the website/DC 
No prices visible to the user immediately (indicative of high involvement purchase) 
leaning on the phone a lot - reading 
Slower interactions with the screen.  
Aesthetic fit - colours especially - actually chooses the default color.  
Double up on speakers (symmetry)  
Doesn’t know the dimensions - doesn’t describe the size.  
Hard to choose where to put the item choice in the room because it’s not easy to understand the 
dimensions 
She clicks on AR display by accident and instantly gets excited that she could see the dimension 
(but the researchers stopped her - can only use DC) so she gets a bit disappointed.  
 
________________________________________________________________________________ 

Participant 11 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“no way, it will appear here?” (reference to the screen) 
“ah okay...no...okay!” 
“This is cool” 
“oh, I don’t understand” → I’ll try another one 
“maybe im super bad at this but when i follow the instructions the item is not appearing” 
“but this is so cool!” 
“I think this one is too big” 
Mentions how she cannot listen to the sound which would be important to choose a speaker → “if 
you go to the store you listen to the sound” → would need to check the sound in-store (multi-
channel) 
 
Most visible emotional states:  
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Smiling 
Entertained 
Impressed to see how “real” it is, and how she can see it as if it is a real object when she moves 
around with the phone 
Playful 
Disappointing sighs at times 
 
General notes on interaction: 
Moving around 
Following directions smoothly 
Has some technical issues with the lighting.  
Self-conscious about her skills with technology 
Engages in customisable options + likes turn on option!!  
Tests multiple products 
Plays with colors 
Criteria for choice: where it fits in the room 
Compares the turn on option (turn on sound) to the real speakers’ one - real store and the sound 
experience she gets there.  
 
________________________________________________________________________________ 

Participant 12  – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I’m gonna take an overview of what they have first”  
“there’s a lot of options and pictures” 
“it’s a bit confusing” 
“It’s more about the quality of sound for me” 
“they all look very stylish” 
“seems like the text is the same for all, features are similar to all speakers” → “it’s more just about 
design here if I’m correct” 
 
Most visible emotional states:  
Confused, puzzled 
Skeptical (Furrowed eyes) 
Making an effort  
Bored (!!) 
 
General notes on interaction: 
Was worried about skills when it comes to sound systems (lack of knowledge) 
Likes the design of the website - calls its scandinavian and minimalistic 
Opinions: Many options, many pictures, a lot of information, looks high quality 
Interaction with the catalogue is non-intuitive 
Design is key - similarity 
First looks at pictures, then information search to view different options 
Looking at the features of the products - more focused on the sound 
Doesn’t look at the room around her - very (!) tied to the phone and the interface. Looks at the 
facilitators to justify choices.  

● Functionality over design!  
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● Need oriented 
Looks into the features of the products - both design (material) and sound 
Tries to estimate how big - but since it’s on the ceiling and she has a lot of space it didn’t matter 
that much 
 
________________________________________________________________________________ 

Participant 13 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“these look really nice and expensive” 
“For me de design is more important” 
“Too much text, I won’t read it” 
 
Most visible emotional states:  
Bored - just wants to complete the task quickly 
Complacent 
 
General notes on interaction: 
Focuses on the phone - immediately goes for size.  
Functionality with the room in mind 
More of one product to get a better sound experience.  
The design of the speaker is important - high tech because it has an exclusive layout.  
Not reading descriptions 
Purpose of the speaker is very important to her → music or lectures.  
Comparative sizing - uses visual references for dimensions. Not so sure about the size 
 
________________________________________________________________________________ 

Participant 14 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Don’t know if these are portable actually” 
“Dont understand from the picture what this sound system is” 
“Trying to find if its possible to connect two speakers to put one on each side of the room” (spends 
some time trying to figure this out) 
“I think somewhere it says something about size, but I’m not seeing it...oh found it, it’s at the 
bottom” 
 
Most visible emotional states:  
Unimpressed 
Confused 
 
General notes on interaction: 
Immediately interacting with the phone. Solely focused on the screen.  
But quickly looks around the room.  
If visuals are not satisfactory, he goes back. Does it multiple times and selects one type of speaker 
that he prefers.  
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Information search (immediately after choice) - reads the text, as a way to mitigate lack of physical 
experience. Focuses on features.  
Unsure of size and suitability 
Reading general descriptions but doesn't want to reading more 
Functionality - more than one device creates a better sound experience 

● Doesn’t want to overload himself with information on topics he doesn’t have much 
knowledge about 

● Pictures as visual references on size 
Tries to guess the size with the hand - “I think it fits” 
 
________________________________________________________________________________ 

Participant 15 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“There’s so much to look at” 
“There so much info on each speaker” 
“Omg, they have sounds from above, so you can put it in the ceiling” 
“Maybe these are a bit too big” 
“These look kinda big, but I guess if we can alter it it would be fine” 
 
Most visible emotional states:  
Attentive 
Bland 
Gets annoyed because goes back a looses the item she wanted - so has to scroll over the catalogue 
again 
 
General notes on interaction: 
Has previous experience with the website.  
Quickly notices the amount of information and the diversity in the products 
Really focused and scrolling down - but not enjoying 
Focused on size, particular to the room and its purpose 
But also focused on the design  

● Difference in what she would chose for her home 
Comments on the visual references (photograph), gets inspired by the photos on the website 

● Inspired (by the visuals) 
Feels slightly limited by the room. But finds information on the different sizes and a visual to 
support her idea.  
Aesthetics focused - but looks big! Has ideas about customising, but doesn’t seek the information. 
But think the customisable speakers are cool.  
Likes the personalized speakers because then “I guess you could fit them anywhere when you 
choose” (she doesn't want to be bothered to look at dimensions) 
Confused with sizes - “I think it would be fine” 
 
________________________________________________________________________________ 

Participant 16 – Digital Catalog 
________________________________________________________________________________ 
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Most frequently used expressions: 
“And because I have no idea about speakers, that [price] is my first criteria” 
“You have to scroll very, very, very, very far down to find the features” 
“In general I’d go to customisable ones but not now because I dont get how to do it” 
“No idea how big it is” and starts laughing 
 
Most visible emotional states:  
Concentrated/attentive 
Impressed  
Bored 
Annoyed  
Disappointed  
 
General notes on interaction: 
Very close to the phone - makes use of the table to support it 
Looks at prices to check for quality / high price=high quality (because “I don’t know that much 
about speakers”) 
Criteria 

1. Price 
2. Features (says this should actually come first in the app but only comes after the 

descriptions on the design and designer) 
3. Design  

 
The sizing in the visuals is tricking you, until you look on the visuals where it is placed somewhere.  
Highlights the utility and functions of the products - they should be described first, rather than the 
design.  
Information and features are located too far down - scrolling far far far far down. Features should be 
in focus rather than the designer, who came up with it. → there is a lot of information (marketing 
language) 
Design versus dust collector.  

● Impressed by checking that the size was not at all what she expected 
● Bored - too much scrolling and info 
● Annoyed - wants to customize but cant find how 
● Disappointed when she sees she is not allowed to use the AR option in the catalogue 

Looks a bit broken, but the interface is kind of intuitive, even though the menu should be following 
the movements. Lots of scrolling, both due to the features of the app but also because of the amount 
of information.  
Would always go for customisable features, because it is fun and you feel like you have something 
personalised → but she struggles with where to do this.  

● Goes into the AR option and when the facilitators tell she cannot she says “That would be 
the fun part!!” 

She spends a lot of time searching for information and wants more, because she is not familiar with 
the language 
Only looks around at the very end when she remembers she actually needs to find an optimal one 
for the specific room.  
Only person who uses the live option in the app.  
Has no idea if the speaker would fit. Tries to go back and find it. Looks bigger on the pictures than 
she imagines the dimensions (expects it to be bigger).  
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Tries to make the size with her arms  
 
________________________________________________________________________________ 

Participant 17 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Wow this is faster than I thought” 
“A lot of different models” 
“I prefer bigger ones” 
“Yeeees, thats cool!!” 
“I can also take a picture of it to show my friends! I just saved it now eheh” 
“Wow I thought it was smaller” 
“Oh it also has televisions, I want to try” 
“Oh when I move around it stays there” 
“All the stuff im adding is still here in the room!!” 
“I really like the shapes, and it fits really well the room” 
 
Most visible emotional states:  
Laughing when she sees the speaker for the first time 
Really entertained 
Explorative - tryin a lot of items 
Having fun 
Creative 
Playful 
 
General notes on interaction: 
Quickly trying  
Also wants to see the televisions - getting creative around the room 
Moving around a lot 
Decided for two - one on the floor and one on the wall - tries to place the one on the wall in other 
places of the room because she’s not sure 
Chooses based on the design and on how it “feels right” in the room 
 
________________________________________________________________________________ 

Participant 18 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Uh, I really like this wall mount” 
“I feel like the website is kinda walking me through it.” 
“Looks quite intuitive” 
“I think this can be on a table… Or maybe on the little shelf.” 
“Hmm, now that I’m in looking at one of the speakers, there’s actually too much information” 
“I want something that looks good but is functional at the same time” 
 
Most visible emotional states:  
Smile 
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Contemplation 
Annoyed 
 
General notes on interaction: 
Picks up the phone, casual interaction with only one hand. 
Uses search function to find it 
Contemplates the space and its uses when deciding on a product 

● Shys away from surround sound 
Praises function and form, but the practicality of the product is key  
Easy interaction with the catalogue → uses the filter function 
The dimensions are not easily found, even with the visuals available 
The extra features on the products and being portable are plusses for her. But the charging is not 
good, when it comes to a shared space (people will forget to charge it). 
With closer look, she thinks there’s too much information (when searching for one specific speaker) 
Choice for product: She finds important to choose something aesthetically pleasing and functional 
at the same time. Uses visual stimuli (to determine size) → tries to figure out the size of the speaker 
→ scrolling away for information.  
Doesn’t look around much. Looks at the facilitator but not the room.  
The picture is not helpful to determine size!  
 
 
 
 
________________________________________________________________________________ 

Participant 19 - Augmented Reality 
________________________________________________________________________________ 
 

Most frequently used expressions: 
“Uh fancy” 
“How do you do it?” 
“Oh I did it wrong, I’ll try again” 
“Oh, so fun!” 
“That’s proper cool” 
“Wow, now that’s standing there below the other one” 
“It’s almost like a wall painting”  
“UH, I’m gonna try to build something on top of this!” 
“It’s bloody cool” 
 
Most visible emotional states:  
Confused 
Looks excited 
Creative 
Playful 
Fun  
Laughing 
 
General notes on interaction: 
Picks up the phone and looks at the room through the phone 
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Walks around the room 
Tries to scan multiple places 
Lighting issues 
Moves around 
Takes a picture of it so you can save and share 
Wants to test out multiple speakers 
Testing out multiple colours → customisation elements 
Comments on facilitations and information. Likes the guiding elements 
Dimensions are surprising at times 
Resets multiple times to try different types of speakers 
Very engaged with the phone - both using the phone to look at the room and looks at the room 
without the phone.  
Tries a lot of different things 
Very engaged with the dimensions and uses the augmentation to determine size and look of the 
speaker. Uses the picture function multiple times.  
The speaker is customised multiple times 
Uses the turn on function as well.  
Very engaged with the space and the sound. 
Playful with the functions of the app 
 
 
________________________________________________________________________________ 

Participant 20 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I like the tall ones a lot” 
“This is so funny” 
“wow this is in real life!!” 
“uhhhh there is one i can put on the wall” 
“this is so nice because it’s not occupying a shelf, you just mount it on the wall” 
“ah if i follow the instructions it’s always working” 
“Wow its so surprising how quickly it installs in the room” 
“Damn now I have the hipster speaker right in front of me” 
“The app is amazing” 
“I’m so impressed” 
“I really have the feeling the speaker is in the room with me” 
“Woooow this is huge” 
“Now I can compare all the B&O speakers in real life” 
“Really love that you can go around and see it from all the perspectives” 
“I actually think...it looks real” 
“Its like im in the shop but better” (laughs) 
“It’s like a game!” 
“You can get really convinced to buy these with this app...I want one” 
 
Most visible emotional states:  
Very entertained 
Laughing a lot everytime she sees the real sizes (non expected) 
Excited and adding more than one speaker in the room 
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Impressed by how good the app works 
Impressed by how it’s perfectly displayed in the room and so aligned with reality 
Surprised by how the technology is developed and easy to use 
 
General notes on interaction: 
Walking around a lot 
Laughing a lot when she first puts a speaker and sees how tall it is 
Tries numerous ones 
She is laughing throughout the whole experiment  
Choice criteria: 

1. Fits perfectly to the room 
2. Has an amazing design 
3. Big enough for a great sound 
4. Adds value to the room in terms of visuals 

Keeps trying new items after choosing the one she wants! 
 
 
 
 
________________________________________________________________________________ 

Participant 21 - Augmented Reality 
________________________________________________________________________________ 
 

Most frequently used expressions: 
“Okay that’s quite cool” 
“Hmmm” 
“Looks very cool from here” 
“That’s a bits cooky” 
“The phone’s getting a bit warm now” 
“Oh now I get it!” 
“Ah, you can do that as well” 
“That’s quite a fun idea” 
“Oh that was a bit smaller than I thought” 
“It’s incredibly cool that you can move behind it (...) and of course that you can put it into your 
intended space” 
“It’s cool that you can put multiple things up simultaneously.” 
 
Most visible emotional states:  
Excited 
Stares at the phone 
Confused 
Laughs 
Concentrated/Attentive 
Playful 
Surprise 
 
General notes on interaction: 
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Picks up the phone quickly, testing some things  
Goes straight to TV, tests out the customisation 
Moves around 
Moves the item around in the app 
Discovers the ‘hide-covers’ function 
Moves around the item he’s places. Very focused on the augmentation. Orients himself in the space 
through the app 
Takes picture to show his partner and resets.  
Also figures out that there are some things the app cannot do - issues with putting things on white 
walls.  
Moves further into speakers 
Says the app is quite intuitive, but that the screen is just too small 
Dimensions are surprising to him, especially with the speakers that come in pairs 
Discovers better walls, etc.  
Discovers design your own functions as well 
At times more difficult to navigate, especially with customisation 
Continues to test out all the different sizes  
Especially the dimension of the BeoLab are surprising! 
Some issues with the app (when it comes to lighting)  
Prior to making his choice, he continues to walk back and forth to test out the all around design of 
the inserted speakers 
The app crashed... 
 
________________________________________________________________________________ 

Participant 22 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Ah it pops up!!” 
“Oh I want to personalize the color” 
“Cool! I think this room deserves grey” 
“Wow its huge this one” 
“The app really helps me, these instructions are so good” 
“Ah this goes against the wall, I thought it was for the ground” 
“Ahaha I installed like 5 speakers because it looks so beautiful and I could have all of these” 
“Ah I can take a picture to share with people? That’s amazing! I could ask my friends if they agree 
with me” 
“I think what I did here is a masterpiece ahahah” 
 
Most visible emotional states:  
Laughing 
Entertained 
Impressed 
Creative 
Confident  
 
General notes on interaction: 
First thing she does in going into the FAQs - just to know if there is anything she should know - 
sees too long texts so she just goes to choosing the speakers 
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Walking around and looking to the room through the phone 
Tries many different ones 
 
________________________________________________________________________________ 

Participant 23 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Pretty nice” 
“Let me just feel the room first to see where i think it would be cool  
“I don't know the sizes from the list” 
“I’m going for dark grey. wow this is so customizable” 
“That's pretty cool!” 
“I wish I could move it with my fingers...OH I CAN! awesome” 
“I want to take a picture of this, can you send me after?” 
“Wow wow this is huge!!” 
“This is so smart that you take a picture and you can right after contact the store to know more!” 
“What? Of course i wanna design my own” 
“This is awesome, can't believe I didn't know these apps were so developed, now i feel old” 
“You can turn on the sound, it's a fun thing but no functionality I guess, but it’s funny you can turn 
it off and on!” 
“B&O doing it right” (laughs) 
“This is easy to use actually, and I really like that you can see which store is closest to you if you 
want to go or contact them” 
 
Most visible emotional states:  
Laughs 
Really entertained  
Impressed when seeing the sizes in “real life” 
Excited 
Explorative/Curious 
Attentive 
Creative 
Surprised 
 
General notes on interaction: 
Looking at the room and then looking at the room through the smartphone 
Very attentive when checking the app feature 
Going around the speaker to see how “real” the different perspectives are 
Trying many different items - gets creative with all the colors he can choose through the 
customisation function in the app 
Starts trying TVs just for the fun of it 
Choice criteria 

1. “I chose the one that really goes well with the room and that you can customize the most (bo 
sound shape)” 

 
________________________________________________________________________________ 

Participant 24 – Digital Catalog 
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________________________________________________________________________________ 
 
Most frequently used expressions: 
“They are very classy and I’m not that classy” 
“I like the size of it” 
“I have never had an electronics page that does this for me [with the visuals] so I am stoked about 
that” 
“It was really big. Yeah. I know, because there's a picture of a man sitting next to it, which helps me 
a lot because when I first looked at it. I thought it was one of the, the little speakers right there” 
“This looks super nice.” 
“Yeah. I always need a lot of images for visualisation” 
“The fact that they have a picture of it in a room is so helpful to me, and that they have a picture of 
both the gray one and the black one makes a big big difference.” 
“Yeah. And also because I am not techie at all and usually when I attempt to show any type of tech 
I'm very overwhelmed.” 
“And I really liked these little tips they have down here, like little fast notes on what is actually 
going on with the sound, the controls, materials, performance, charging.” 
“Yeah, it was easy to find information, I just scrolled through.” 
“The catalogue is super useful” 
“You know it seems like a lot of information that has to be there for this kind of product.” 
 
Most visible emotional states:  
Concentrated 
Blank face 
Attentive 
Excited 
 
General notes on interaction: 
Sits with phone, up close and continues to be seated 
Very focused on the phone, not the space around her 
Uses pictures as visual references for dimensions 
Portable, usability is highly important when it comes to the product 
Situational pictures are highly important for dimensions and design 
She keeps scrolling  
Easy to find the information about the functions/qualities 
Initially, the dimensions are not easy to discern 
The visuals are really important to set the scene - finds inspirations in this and they also help 
determine the dimensions 
The visuals emanate emotions which resonate with the user 
 

________________________________________________________________________________ 

Participant 25 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“This one only works on the floor so maybe not that optimal for this” 
“This one is too small, we need something bigger” 
“Let’s just put it on the wall” 
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“We can move this one anywhere so that would be optimal” 
“Super cool, you can simulate how you wanted with more than one because the ones you have 
added stay there” 
“This one look really cool as well” - 
“Let’s see what else they have” 
“It’s very cool” 
 
Most visible emotional states:  
Smiling 
Laughing 
Entertained 
Concentrated/Attentive 
Explorative/Curious  
 
General notes on interaction: 
Starts on the phone, while seated to check the items list 
Begins to look around the room to orient himself and begins moving around 
Checks surroundings more through the app with the augmentation 
Uses augmentation to determine the optimum speaker → one stands on the floor, which in his 
opinion does not make it optimal 
Augmentation is used to determine the dimensions of the product.. 

● Issues with the white walls + lighting 
● However, uses it to spark imagination and creative thinking  

 
Continues to use the app - not discouraged by the failure of the wallmount 
Realises that the products stay in place, even when you place new products 
Tries many different items 
Chooses two speakers but continues to check out the the products 
Gets the wall mount to work and combines it with the two previous speakers for optimal sound in 
the room 
Explores the TVs even though that is not the task 
Wants to show what he has chosen - multiple items including a TV  
 
________________________________________________________________________________ 

Participant 26 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I’ll try to understand the product” 
“There is too much writing when it comes to design” 
“wow so much info” 
“This is a bit hard on the phone with so much text” 
“The catalogue is not very straightforward” 
“Right away i can see I’d have to spend a lot of time here” 
“I mean I understand if you are buying such an expensive thing you want a lot of information but 
then you should use a computer because this is too much scrolling” 
“I would have said these speakers are small” (they are actually not in real life but she did not even 
want to check dimension” 
 



 168 of 243 

Most visible emotional states:  
Attentive  
Annoyed 
Bored 
 
General notes on interaction: 
Starts by exploring only the speakers section of the catalogue 
Sitting and Leaning on the phone the whole time 
Holding her head because bored 
Only at the end she checks if the one she chose was big enough 
________________________________________________________________________________ 

Participant 27 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I’m a bit confused, cause they have a video first” 
“They all seem to have the same sizes” 
“It’s not clear which ones are big or not” 
“I know this one because I've seen it once, but i think it's way bigger than people might think from 
this catalogue, it wouldn't fit very well in this room” 
“It would be nice to see it in real life because it's hard to imagine in this room...Now I’m going to 
read” 
“Ah finally a picture where you can understand the size” (it is standing right beside a person in a 
picture” 
“It would be nice to have reviews, i usually always look at what people say...I mean looks nice but 
the info is not enough” 
“I don't want to look at the dimensions numbers - I would have to transfer the information- if it says 
20x20 I would have to find a reference object or translate it into for example by A4 notebook and 
that’s just boring”  
“It gives the dimensions and weights but I’m just going to skip that” 
“I’m not interested in reading so much text…” 
“It would make sense if the text was small and right beside the pictures, I feel like I lose sight of the 
speaker I was seeing and have to scroll up” 
 
Most visible emotional states:  
Bored  
Attentive 
Annoyed (that she has to swipe so much back and forth) 
Sceptical 
 
General notes on interaction: 
Starts exploring the catalogue  
Scrolls through the pages 
Is seating and leaning a lot towards the phone 
Doesn’t look at many items, checks in general and then chooses  
Has not given a look at the room, only at the very end. 
Decides for the speaker based on how small it is because it would anyway fit the room 
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________________________________________________________________________________ 

Participant 28 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“There’s a bit too much going on here” 
“Oh okay wow, that’s too much” 
“I don’t get [it], it’s confusing” 
“I’m confused” 
“Hmm...let me see if there’s reviews (sees there are none) well that’s too bad” 
“This is not intuitive at all!” 
“The visuals on the website give you some idea, but not enough” 
 
Most visible emotional states:  
Bored 
Attentive 
Excited (when she talks about design) 
Sceptical 
Annoyed → continuously because the price is not visible in her chosen product 
 
General notes on interaction: 
Focuses on the phone, does not look around the room at all 
Chooses speakers 
Very practically oriented, focused on the utilisation of the final product 
Scrolling through the website 

● Is not impressed by the products due to experience, which seems to transpire into her 
experience with the digital catalogue 

There’s a lot of pictures and text, which is confusing for her. There’s too much unwanted 
information and it is lacking some relevant information (like price).  

● Follows the “intuitive” customisation part but it continues to get more complicated - contact 
shop, design yourself, experience in store.  

● Not able to put it into her basket - she is still trying to find the price 
Scrolls on to find information from reviews - this indicates a social element of information search. 
But it is not clear who the review is from and does not create a feeling of trust towards the brand.  
The price element is really annoying to this participant - inconsistent with the rest of the catalogue 
and defies expectations in a negative way.  
Has previous experience with this sound system and therefore has an idea of its dimensions.  
 
________________________________________________________________________________ 

Participant 29 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Wait how big is the thing” 
“Sh*t that’s huge, didn't expect” 
“It would be nice to categorize into big or small before [placing into the space]” 
“Uhm, it’s a little tricky” 
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“Ah, customise...okay” 
“Did I put it somewhere now? Oh sh*t, it’s there” 
“It would make sense to have sections like “TV speakers” “table speakers”, now it’s basically all of 
them and you can’t see right away” 
 
Most visible emotional states:  
Confused 
Laughing 
Impressed 
Overwhelmed 
Disappointed when the “turn on” option does not work as expected 
Entertained 
Surprised 
 
General notes on interaction: 
Starts by scrolling through the speakers section to see which ones he likes 
Starts walking around the room 
Self conscious about his skills with technology 
Uses interface on mobile to orient himself in the room  
More speakers added, tries to move it around the room 
Continues to use both the interface and “reality” to move around 
Tries more items and places them where he would prefer 
Tries to turn it on, but the function seems to not be working 
Goes back to reconsider his choice of speakers 
Dimensions are off and it is difficult for the participant to determine it (perhaps due to dim lighting 
in the room) 
Chooses first because of how they look, second on the room setting and where it would make sense 
in terms of sound and looks 

● Looks and usefulness are all taken into account, but more in terms of placement of multiple 
speakers to create a satisfying sound effect.  

 
Filtering options would better the experience.  
 

________________________________________________________________________________ 

Participant 30 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Cool, It appears right away and the dimension seems pretty trustworthy and fairly nice” 
“Color looks nice but I'm going to try bronze” 
“the room would be lit after that” 
“hmm, maybe this size isn't very good” 
“This one is huge” 
“It’s fairly easy to use” 
“It looks pretty cool” 
“i would use it after knowing it from the store, and then try it at home” 
 
Most visible emotional states:  
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Entertained 
Intuitive 
Laughing 
 
General notes on interaction: 
Starts right away looking at speakers and scrolls to see what items they offer 
Stands up right away 
Sees already in the beginning where he would like to place the speaker 
Tries different colors 
Very efficient using the app and determines dimensions quickly 
Very intuitive usage 
 
________________________________________________________________________________ 

Participant 31 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I like that they have videos” 
“I’m just looking at the specifications” 
“Nice, so many pictures” 
“This is very overwhelming, they have too much text” 
“I’m just going for the looks now” 
“Are these reviews?” 
“This would be the point where I want to go to the proper shop because I’m confused with the 
sizes” 
 
Most visible emotional states:  
Attentive 
Confused 
 
General notes on interaction: 
Goes to the menu and looks for speakers 
Reads through the small descriptions throughout the whole catalogue 
Scrolling up and down a lot 
Tries to understand what options she has 
Checks dimensions and tries to mimic them with her arms 
Chooses the integrated in the wall. Criteria: 

1. Looks cool and I like integrated to the wall 
2. Then reads a bit about the features  

 
________________________________________________________________________________ 

Participant 32 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh sweet, this is cool” 
“Actually looks really good, wow looks real” 
“Oh this one is big, let me check a smaller one” 
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“Works really well, you can see the size so accurately” 
“Makes you want to actually touch it” 
“If you go really close its so real” 
“I want to try out in my room actually, would be nice to add up things there” 
“I think I have 4 or 5 speakers in the room now, it's awesome that they are still there when you turn 
around” 
“You still have to go to the store to touch the speaker and see how it sound” 
“Woow, you can hide the cover and see what's inside, that's pretty nice, you can also see it from 
every angle” 
 
Most visible emotional states:  
Laughing 
Entertained 
Impressed 
Creative 
 
General notes on interaction: 
Starts by looking at the room 
Walks around 
Tries to go as close as possible to the item being displayed 
Problems with the lighting when trying to place the wall mounted speakers 
Gets creative (starts thinking of changing the furniture) 
Chooses smallers ones because they are the most accurately displayed in the table he wants to put 
them in 
After choosing the final one, he goes back and tries more because he wants to check where else he 
could put one 
Walks more around, tries other ones before making his choice 
 
Criteria 

● First he choose on how it looks and then how the size fits where he wants, and then colors 
 

________________________________________________________________________________ 

Participant 33 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“It is a really aesthetically appealing page” 
“They have a lot of options, which can be a bit confusing I guess” 
“There’s a lot of stuff” 
“There is really too much information” 
 
Most visible emotional states:  
Sceptical 
Bored 
Concentrated/Attentive 
Confusion 
Overwhelmed 
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General notes on interaction: 
Very quick to begin scrolling and exploring the app 
Scrolls a lot 
Leans on the table, on her arm while scrolling 
Interface is slightly confusing with its setup 
Lack of relevant information (specifically regarding price and customisation)  
It is not optimised for mobile use - makes it less appealing 
Does not orient herself much around the room 
Grabs her chest when she’s speaking, as if she’s overwhelmed by the amount of information 
Uses the visuals as representation for the dimensions of the product 
The usage is lacking - difficult to determine the sound quality 
 

________________________________________________________________________________ 

Participant 34 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh there it is” 
“You can move it around with your fingers so you don't have to place it again, thats also cool” 
“I love the personalize option, it always makes it more fun. It really helps to see what would be 
better in the room” 
“I think the dimensions are quite accurate but I’d have to make sure in the store. But it definitely 
aligns really well with the real room”’ 
“UHHH, this one is huge, I would have never in my life think this one would be so big, this is so 
well done” 
“If i had to buy speakers, I would definitely use this... I mean before going to the store, cause you 
always have to make such an effort imagining how it looks like with your furniture. But obviously 
it's a high investment so i’d go to the store after, to hear it as touch it” 
“I think the fact that you can turn on the sound is a cool feature but more like a gimmick, because 
you can’t know the differences between the speakers obviously” 
 
Most visible emotional states:  
Laughing 
Entertained 
Impressed 
Explorative/Curious 
Creative about the different places where she could put it 
 
General notes on interaction: 
Starts by looking at which items exist 
Looks at the room  
Starts walking around 
Creative about the different places where she could put it 
Tries multiple items 
Goes around the items to see 360 degrees 
Checks what else the app has to offer, just out of curiosity 
Discovers the turn-on function 
Criteria: 
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1. First she chose the ones that seemed more visually attractive 
2. Second, she chose the big ones 
3. Third, she chose the ones and the colors she saw more fitting to the place where she wanted 

to put it 
 

________________________________________________________________________________ 

Participant 35 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“It’s nice when you scroll and the pictures come up slowly” 
“The small one might not be …” 
“Oh, that’s a Google assist, nevermind” 
“I thought it was small, but it’s...massive” 
“Oh okay, that was bigger than I expected” 
“Some product pictures trick you in dimensions” 
 
Most visible emotional states:  
Looks slightly bored 
Keen to impress 
Confused 
Annoyed 
 
General notes on interaction: 
Starts scrolling, continues to sit and leans on arm on table 
Nice interface with the design 
Visuals are nice, but could be disturbing to older people - i.e. people with less experience 
Functionality within the space is more important, but difficult because she’s automatically thinking 
about shopping for herself 
Uses visuals to determine the dimensions of the product and the sizing comparable to the other 
products 
She wants more intuitive visuals - imagine that there is a similar layout for each product 
Continues exploring the website 
Does not look around the room 
Uses descriptions to determine size as well as the visuals - both help with dimensions (e.g. portable 
w/ a handle)  
And imagination is sparked through pictures  
Pictures are missing - interface is not coping with the mobile, which seems to annoy the participant 
 

________________________________________________________________________________ 

Participant 36 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“wow I can put them into the room” 
“[laughs a lot] oh, its huge!” 
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“I want to personalize” 
“This is so cool! 
“Well I want a television as well! I know you want sound but believe me, this is going to look 
awesome” 
“oh this is awesome”  
 
Most visible emotional states:  
Laughing 
Explorative/Curious 
Excited 
Fun 
Impressed 
 
General notes on interaction: 
Starts by exploring the app 
Stars walking 
Takes a look at the room 
Tries the first one and gets excited 
Starts “singing” words (“oh this is awesome” singing) 
Explorative towards the space around 
Tries 2 more and then discovers she can personalize - gets excited again 
Choice criteria 

1. Because it was fun to play with a customizable one (she choose the wall mount you can 
personalize completely” 

2. The dimensions and how they aligned with the room in terms of color and the placement in 
terms of dimensions 

 

________________________________________________________________________________ 

Participant 37 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I don’t like the large ones so I will search for bigger ones” 
“I’m going for how it looks instead of sound features” 
“I like black speakers so that’s what I want” 
“I like to see pictures with real thing or people so that I have a notion of dimension” 
“I can read about it, but I don’t know anything about that” 
“*clicks tongue*” 
“I mostly look at the pictures” 
“It’s a lot of text so I will lose interest before I'm done” 
“I really need to see how big it is” 
 
Most visible emotional states:  
Attentive 
Unimpressed 
 
General notes on interaction: 
Starts leaning on the table while scrolling (*relaxed*)  
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Very quick to decide on the style she’s going for - design is her way of choosing.  
Does not orient herself in the room - took a quick look before starting the task 
Price is not equal to quality 
Says she is wants black one without noticing its personalizable 
The visuals help determine size, but it’s not easy prior to the in-situ visuals.  
BeoPlay M3 - the design cannot be too loud in this setting (or in any setting. Personal design 
preference is black without colours) 
Chooses one based on how it seems small and how it looks - only then checks the features but its 
too much texts so she is just scrolling quickly 
She looks at the functions of the products - primarily wireless is of interest and not so much the 
sound quality.  
Knows she will lose interest if she reads too much so therefore she does not read the text but only 
uses the visuals 
Intuitive website - her movements are also clear, no direct signs of annoyance so it can be assumed 
she’s had some experience with this.  

1. Criteria: Size 
 
________________________________________________________________________________ 

Participant 38 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“It’s easy to find the speakers” 
“Oh that’s quite cool” 
“I’m just curious to see if they’re in the wall, there’s not really any information about it...oh wait, 
here it is” 
“Oh that one is even worse” 
“It’s the most attractive one - the other looks a bit like a thermos” 
“Whoops! I didn't mean to do that. But how smart, you can see it in a 360 degrees picture, very 
useful” 
“I think the most important thing is that you can get it in multiple colours, so you’re not stuck with 
something in dark brown” 
 
Most visible emotional states:  
Intrigued 
Confused 
Sceptical - Furrowed brows 
Bored 
 
General notes on interaction: 
Start scrolling straight away 
Does not orient himself in the room 
Very quickly finds the speakers 
Intuitive interaction with the interface and discovers his chosen speaker overview 
Descriptions are very attractive to him 
Finds some of the elements boring along with the design of the speakers 
Continues to scroll - but the functionalities required by the space are of high importance, as he 
doesn’t want floorstanding speakers in a conference room 

● Considers whether the room needs a speaker that can be set up to a microphone 
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Changes his mind and wants a floor standing speaker instead after reevaluating the use of the space.  
Uses the visuals to determine sizing - but it’s difficult to determine the actual dimensions  

● The round Beo is the prettiest one - the others look like thermos 
 
Difficult to determine size by the pictures, because it’s only a picture. He could of course read about 
it (his comment) and figure it out. Discovers new functions by reading the text.  
A lot of information and pictures, with a less than optimal layout. Scrolls a lot and want a menu 
where he can more easily access the information on the phone.  
 

________________________________________________________________________________ 

Participant 39 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Kind of futuristic” 
“Alright, that’s too big” 
“Im placing the same speaker on the other side” 
“That’s pretty cool” 
“Woooow that is actually pretty cool” 
 
Most visible emotional states:  
Passive  
Smiling 
Chuckling 
Impressed 
 
General notes on interaction: 
Picks up phone and stares at it - does not start with any interaction, but needs to be prompted by the 
facilitators.  
Looks around the room while scrolling 

● Tries to imagine how they would look rather than trying it out 
 
Then he starts moving around and testing out the augmentation of the speakers 
Moving the speakers around, and continues to walk around the room. Orients himself through the 
app rather than in the room.  
Criteria of of choice: 

1. Size 
2. “Aesthetically pleasing to me” 

________________________________________________________________________________ 

Participant 40 - Augmented Reality 
________________________________________________________________________________ 
 

Most frequently used expressions: 
“First I have to see what the app can actually do” (goes into the options) 
“BeoSound Shape, boom...no idea what that is” 
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“Uh that’s nice”  
“Ah okay, now I understand” 
“This is amazing” 
“Can I save the picture?” 
“Damn thats amazing!” 
“That’s the beautiful part, now let do the practical part” 
“Oh, they are big. Fuck… no, delete” 
“Oh that speaker doesn't fit, not practical either there” 
“I want to see more...one more” 
 
Most visible emotional states:  
Laughing 
Recognition 
Entertained (with following the instructions) 
Amazed 
Concentrated/Attentive 
Creative (playing a lot with personalizing) 
Immersed (zoned out completely when personalizing the speaker) 
Contemplative 
 
General notes on interaction: 
Testing out the app itself - uses the burger menu to figure it out.  
Continues to sit down and does not orient herself around the room 
It is a bit difficult to understand the tech  

● Continues to laugh, even though the tech does not work optimal due to the lighting 
Continues to orient herself around the room via the app - both with measuring the dimensions 
(following the instructions on the app)  
Takes it as a game almost - seeing furniture as obstacles she must “overcome” or work around 
Using the customisable BeoSound shape to create her own speaker - creative thinking in progress 
Takes a picture of it and saves it - this can later be used to share with friends who’s opinion you’d 
might want.  
Very concentrated when it comes to designing her own speaker - stands almost completely still to 
keep it in frame (on the phone) and ensure it’s the right size, colour, shape etc. that she wants it to 
be 

● Goes for the beautiful part first, which is followed by the practical part.  
Continues to add speakers and play around with the app and discoveres the different elements and 
particularly the size of the different products become surprising to her when superimposed into the 
space 
After choosing her final option, goes into the app again to try out something else! 

● Customises and chooses the black - two additional speakers, which she also saves a picture 
 
________________________________________________________________________________ 

Participant 41 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I want something on the wall” 
“There is no categories in the catalogue, I cannot sort out the kind of speaker I want” 
“This one says power and discrete so that would be good in this kind of room” 
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“I can't see how big it is...I guess I have to scroll down and check, boring (in a singing voice)” 
“It’s hard to see the sizes...just one picture of the sound system..It’s quite annoying actually” 
“I guess I would get two of the small ones...but I don’t know for sure how small it is” 
 
Most visible emotional states:  
Attentive 
Annoyed 
Trustful 
 
General notes on interaction: 
Starts by leaning on the phone and scrolling a lot 
Quick to decide what type of speaker she wants - wall mounted, not to large 

● Not able to filter the speaker options 
Functionality is important - multispeakers that can communicate with one another (work together) 
Orienting herself around the room 
Appears to use the descriptions more than the visuals - that’s what she comments on more. Leaning 
towards function over form in this case. 
Only after a while finds out it’s possible to choose categories (like floor standing, or wall mount) 
Difficult to determine the dimensions - keeps scrolling to the bottom to find the information. There 
is no visual information on this (written information says there are two different sizes)  
The interface has an non-intuitive functionality while scrolling.  

● Powerful is a trigger word 
● Large but discrete  

Puts her hands up to show the size she believes it is. She want the small one which is not visualised, 
so it’s a ballpark estimate from her side.  
The criteria is mainly functional and not as much into visual attractiveness - chooses the ones that 
would fit to the room, not so much her own taste 
 
________________________________________________________________________________ 

Participant 42 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“That’s a fun little task” - (gets annoyed right after seeing how much info there actually is) 
“It’s a fine catalogue” 
“Some are a little too modern for me” 
“Could be more appropriate - the size is not easy to get” 
“The pictures work fine on the phone” 
“Gives a good overview… overall it makes sense and you can figure out where to push to navigate 
the catalogue” 
 
Most visible emotional states:  
Attentive 
Annoyed 
Confused 
 
General notes on interaction: 
Very engaged with the phone 
Has previous experience with products  
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Leans on table with phone close to her face 
Slight annoyance at lack of relevant information 
Very manageable with visible prices and colour options, which makes it easier  
Has seen her chosen speaker in real life and therefore knows the size - comments that she’d 
otherwise be in doubt  

● It is not clear to her how to find that information  
● She keeps scrolling 

 
Very quickly looks through the speakers 
There’s alignment between the products and the brand.  
Only orients herself on the phone.  
Criteria: Design. Quality is assumed 
 
________________________________________________________________________________ 

Participant 43 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Place in my space, nice!” 
“Cool!” 
“Shit that’s big” 
“They do look a bit cartoony” 
“It’s a fun thing” 
“Alright, that’s a bit better, a bit cooler!” 
“But it’s quite small I think” 
 
Most visible emotional states:  
Laughs 
Amazed 
Confused 
Concentrated/Attentive 
 
General notes on interaction: 
Sits on the chair and tries to figure out how it works 
Orients herself through the phone  
Does not have her preferred choice of speaker 
Continues to sit down but follows the instructions and tries to place in different areas 
Placement is a bit difficult 
Choses different speakers and tests them out with more success 
The dimensions are a bit easier to determine when using the augmentation 
After making her choice, she continues to test new speakers, which are nicer 
Very concentrated on the mobile and continues to scroll and test out smaller speakers 
Very concentrated on the speaker  
Criteria 

1. Size - works better in this. Floorstand was not so good, but the portableness of the choice is 
good.  

2. Stylewise it fits - spacegrey makes it more minimal and professional.  
 



 181 of 243 

________________________________________________________________________________ 

Participant 44 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Ok, The actual size is quite different than I thought!” 
“Pretty cool you can see the item like its actually in the room” 
“You can see it’s virtual but almost real” 
“Really tempting to touch it” 
“I think the overview of speakers should be categorized though, if you can know already which 
ones are for the floor and which ones are for the wall” 
“It’s actually really cool” 
“It looks much more realistically than I expected” 
 
Most visible emotional states:  
Laughing 
Creativity 
Excited 
Curious/explorative 
Frustrated 
 
General notes on interaction: 
Starts by scrolling the app and checks the overall speakers offerings 
Checks one he likes in terms suitability to the room and then personalizes the colors 
Gives a look around the room and starts walking 
Gets excited when placing the first speaker and seeing “How real it is” 
First time he has a problem with the lighting and the instructions gets annoyed 
Criteria for choice 

1. How it aligns with the room style - in terms of design and color 
2. After trying the first one and seeing the sizes were different than he thought he started 

placing the items he liked in AR and checked which ones would fit where he wanted to put 
them  

 

________________________________________________________________________________ 

Participant 45 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh I get to choose a color, nice” 
“Nice to have these instructions” 
“Would be better to have in the first place some general protocols. Like how the lighting should be 
etc” 
“Ah, that’s actually cool!” 
“I want to see how it looks like from here” 
“Its nice you can contact the store but odd you only have that option when you click to take a 
picture” 
“lets try adding a second speaker” 
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“Yeah it is cool, although the graphic seems too animated” 
 
Most visible emotional states:  
Attentive/Concentrated 
Smiling  
Playful 
Frustrated (!) 
Laughs  
Impressed(when the sound turns on) 
 
General notes on interaction: 
Starts looking, stays seated while choosing his first option 
Experiences customisation and instructions with positive reactions 
Starts walking around a follow the instructions - Positive feedback when it comes to the instructions 
Discovers the marker function, which will help place the augmentation in the room 
Moves around the placed product to view it from multiple perspectives 
Discovers move function  
Continues to experience the surroundings through the phone 
Explores multiple features on the app - hide covers, moving, photo feature, contact options, reset 

● Excuses his lack of knowledge on sound systems, but  
 
Non-intuitive contact function - does not make sense to have it with the photo 
Resets the whole thing and tries to put something on the table instead  

● Difficult to figure out if he’s chosen something that can go on a table or on the floor  
● Tries to determine size in his mind without testing it out first 

 
Annoyed by how the lighting determines the abilities of the app.   

● Turns on the sound  
● Finds it to be a gimmick, but is not convinced by this feature 

 
Has problems with getting it to fit - needs facilitator assistance.  
 
Does not get discouraged and tries multiple times to place another product. Slowly gets more 
discouraged - it’s still cool - but seems annoyed by it.  
 
Places a speaker and a second speaker - continues to have trouble with the placement (theory: it’s 
because of the light) 

● Graphics seem too animated 
● “Let me play” 

 

________________________________________________________________________________ 

Participant 46 - Augmented Reality 
________________________________________________________________________________ 
Most frequently used expressions: 
“Ah, this is not working” 
“Oh here it is” 
“Oh this is nice” 
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“It’s so cool you can do this” 
“I mean it's cool, but it's like is you can tell he's not there. Just like with Snapchat.” 
“That is enormous, super big.” 
“Sometimes the light is a little tricky” 
 
Most visible emotional states:  
Intrigued 
Attentive/ Concentrated 
Disappointed 
Excited 
 
General notes on interaction: 
Stays seated while trying to put something on the wall, but slowly tries to move around 
Seems quite intuitive for her to navigate the app 
Moves around the room to try and work with the app 
Appears disappointed with the visuals - compares them to snapchat and slightly gimmicky features 
Appears happy with one of the features 
Stares at the phone quite a lot 
When she makes her choice, she seems happy with the features, because the ecological validity is 
higher 
Makes her choice - but still wants to try a television 
 

________________________________________________________________________________ 

Participant 47 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“They designed it very well” 
“Oh, I don’t understand what this is from the visuals...Is it a box? It’s a box I guess” 
“There are many products with high level of design qualities but differs in size” 
“Let me check the picture” 
 
Most visible emotional states:  
Unimpressed 
Attentive 
Annoyed 
 
General notes on interaction: 
Leans on the table when going through the phone 
Very intuitively finds the speaker section 
Reasoning is the usage of the room - shouldn’t be too portable 

● This also goes into the design features 
 
Only orients herself on the phone - does not look around the room 
Uses the pictures available on the website to view it in-situ 
Initially has trouble with finding information on the dimensions, but discovers it in the bottom after 
scrolling for a while 
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Criteria for first choice 
1. Division of speakers - functionality 
2. Design as well 

 
Criteria for second choice 

1. Looks good, but it was not easy to discern what it was 
The page keeps disappearing  
 

________________________________________________________________________________ 

Participant 48 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“all this text sounds all the same for me” 
“I want something integrated in the wall” 
“hmm, 1meter x 20cm...well i don't know” 
“Honestly the text is just to salesy” 
“The specifications are not necessary, I guess this is all good quality” 
“Picture are the most important” 
“Would make sense to get pictures with people or something to tell the proportions” 
 
Most visible emotional states:  
Attentive 
Disinterested 
Overwhelmed 
 
General notes on interaction: 
Starts leaning on the phone and scrolling through the whole catalogue. 
Does not orient herself around the room, but only looks at the phone 
Goes to the speakers section and explores what items there are 
Impatient because there is too much info and too much scrolling on the phone, it becomes 
overwhelming to her 
Criteria: 

● Wants smaller ones for functional reasons so focuses on those - but opens one that is big 
● Then chooses by what would make sense in the room - “discrete design” 

 

________________________________________________________________________________ 

Participant 49 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh I get a selection of colors...let's see what would fit in this room” 
“Oh wow it’s gigantic!” 
“Damn thats cool cause i'd never guess the size” 
“Ok, this is awesome” 
“Nice!” 
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“This looks good on this table, awesome color pick as well” 
“I want to touch it” (laughs) 
“Wow wow wow, insane how nice” 
“I want this, and this, and this, maybe I want a TV..” 
“This is such high resolution” 
“I’m a person who could never tell what fits in my room, this is really cool” 
 
Most visible emotional states:  
Laughing (a lot throughout) 
Explorative/curious 
Attentive 
Entertained 
Active (a lot of walking and moving things around) 
Confident 
 
General notes on interaction: 
Starts by exploring what the app can do 
Goes into speakers and starts with the one he sees more attractive  
Following instructions 
Having problems with the light 
Adding 4 speakers to the room with ease 
Tries to reposition them and customises the colour to fit personal preferences 
Plays with the idea of moving furniture around 
Chooses speakers and check how the TVs look in the room 
Criteria: 

1. Aesthetics 
2. Fitting to the room and the places he  

 
________________________________________________________________________________ 

Participant 50 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“That’s quite cute, this one” 
“I don’t often look at those, but it kinda reminds me of a clothing website” 
“This is not really intuitive...no, I didn’t want to look at headphones” 
“Websites for clothing, like Zara, have a filtering option right at the beginning, so you choose 
specifically what you want to look at, right at first, without losing time” 
 
Most visible emotional states:  
Slightly confused 
Attentive 
Annoyance 
 
General notes on interaction: 
Repeats the criterias before starting 
Not so intuitive at first - gets lost in the options and ends on earphones 
Leans on table while scrolling  
Compares it all to clothing - the website 
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Orients herself around the room to image the fit of a speaker  
Surprised about the amount of speakers - thought there would be more 
Difficulty determining the dimensions and the placement in the space 

● Her chosen speaker is only displayed in a white space or an empty room which makes it 
difficult to imagine its size in a livable and actual space 

The lack of sufficient visual references appears to annoy the participant 
● When scrolling long enough, she discovers the pictures, but still finds it most difficult 

 
Criteria 

1. Design aesthetics and colours 
2. Size is difficult to asses 

 

________________________________________________________________________________ 

Participant 51 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Darned boring background colour” 
“I think the catalogue is not that easy to navigate, even though there are some habitual elements 
included” 
“Well, the dimensions are a little confusing” 
“There’s a lot of information on the products here. Too much in my opinion” 
 
Most visible emotional states:  
Looks confused at first 
Attentive 
Slightly annoyed - furrowed brows 
Sceptical 
 
General notes on interaction: 
Finds the text appealing and choses to continue her discoveries based on that 
Leans on the table while scrolling 
Leans on her arm as well, her brows are furrowed even when complimenting the products or look of 
the digital catalogue 
Orients herself around the room  
Says the dimensions are confusing - looks around the room to determine size and something 
comparable. The sound quality is a guesswork based on previous experience with the product and 
their ‘strength’.  
At certain linguistic elements, she exhibits surprise, ironic smiles or genuine interest. 
Lots of information on each product - too much that is not relevant. Testing the sound is important  
She is not convinced by the “quality stamp” 
 
Criteria 

1. Portability and function 
2. Design and style 
3. Sound 
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________________________________________________________________________________ 

Participant 52 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Hmm, you can see some are big and other small but not sure..let me check” 
“Ah you can see the product from every angle but still” 
“Some products have nice pictures where you have the speaker next to human beings to see 
dimensions but not all.” 
“I guess I can just assume if it’s big or not from the price” 
“Nice I can choose the colors” 
“oh noo, so I don't want check the numbers for the dimensions now” 
“Ok let me see the dimensions” 
“Oh I’m so bad at this (tries to understand the height on width of the product with her hands)” 
“I don’t really look at the descriptions, more like the aesthetics” 
 
Most visible emotional states:  
Attentive 
Unimpressed  
Bored (about scrolling and reading too much) 
 
General notes on interaction: 
Starts by trying to find the speaker section 
Looks at the options in the catalogue 
Sees one speaker she likes but not sure if it fits → goes into the 3D view of the product and then 
finds out that there is a possibility to use AR and gets excited! (the facilitators then tell her she 
cannot use the AR and she replies “oh noo, so I have to check the numbers for the dimensions now” 
 
Choice Criteria: 

1. Design 
2. Size - wanted a bigger one 
3. Color 

 
________________________________________________________________________________ 

Participant 53 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I'm going to try and place a product on the wall” 
“This is pretty fun!” 
“Thats cool, I’m saving this” 
“Ah I can choose the colors, I like this” 
“I like how you can place it and see how it would actually look in this room” 
“Wow, nice” 
“Whaaaat, almost feels like I can touch it ahah” 
“Amazing way of trying out things, and you can even take a photo and show someone or compare 
different speakers on the photo later” 
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“Ah you can’t see prices..it would be nice to compare different ones” 
“The app works pretty well, it’s straightforward” 
“Ohh you can uncover the speaker and see the inside...that’s amazing” 
“It's good because it doesn't overload you with information, so pretty good” 
 
Most visible emotional states:  
Explorative 
Laughing (a lot) 
Amazed  
Entertained 
 
General notes on interaction: 
Starts exploring which options the app gives  
Goes into the speakers to see which ones they have the ones that “Look good” 
Starts walking around following the instructions 
Places the first product on the wall and gets excited 
Starts trying more products 
Amazed by the 360 degrees view 
Gets on her knees to see closer the product she placed on the ground  
Choice criteria: 

1. Choose place where she wants to put the item in the room - wall 
2. Dimensions  
3. Colors and personalization 

 
After choosing the speaker discovers she can uncover the speaker and see the inside - gets even 
more impressed 
 

________________________________________________________________________________ 

Participant 54 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Ah wow it looks real. This is really nice” 
“Its really cool that i can see how it looks in the room and I can also customize it” 
“Nice I can move it around after I place it” 
“This would be very helpful because you don’t need to imagine how it fits in your place when you 
are in a store or seeing a catalogue” 
“Choosing different colors is also nice” 
“I really digging playing with this” (laughs) 
“I think this is cool because you have big ones and different designs, you will need to go to the store 
anyway to check the sound and talk to someone but this gives a pretty real imagine and actually 
texture of the products” 
“I wouldn't use this app to choose portable speakers, cause yeah you can pretty much place them 
anywhere, but this is awesome for understanding how big ones fits permanently in your room, also 
to show people” (laughs) 
 
Most visible emotional states:  
Explorative/Curious 
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Entertained 
Laughing 
Creative 
Playful 
 
General notes on interaction: 
Starts by looking at the app and looks at the menu to see what she can do 
Starts looking at the room and walking around 
Chooses a speaker she finds attractive and starts following the instructions on the screen to place it 
where she wants 
Tries numerous ones and gets creative about the furniture in the room 
Goes to see the FAQs 
Goes back, tries more items and tries to customise them this time 
Takes a photo to save 
Choice criteria 

1. Design 
2. Size - Big ones because it fits better in the room. Also she thinks small ones you dont really 

need to even use the app 
3. Place and color fit 

 

________________________________________________________________________________ 

Participant 55 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I'm not sure where to put it in the room yet but I'd like to compare some products to see what 
would fit better” 
“I want the most beautiful..” 
“Photos are nice but don't really show dimensions, just gives inspiration. 
“Since these photos are not at all like the room I am in 
“Too much info, I mean its relevant until a certain point but if you want to buy you probably go to 
the store so you don't lose so much time reading texts” 
“For me, since its an expensive thing I’d have to see it in real life” 
“It’s hard to imagine these speakers here” 
 
Most visible emotional states:  
Attentive 
Bored 
Unimpressed 
Disinterested 
 
General notes on interaction: 
Leans on the phone and starts exploring the options 
Takes a look at the room but not sure where to put it yet 
Checks the speaker she thinks its most beautiful 
Starts reading but gets bored so just scrolls down and up quickly 
Doesn't even open the info for any other speaker, since she liked the first one she opened and does 
not want to read much more about the others 
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Criteria 
● Design 
● Size - check the size with the hands to try to imagine it 

 

________________________________________________________________________________ 

Participant 56 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“It's hard to see the sizes because all the items are displayed together...you don't get if its big to put 
on a floor or table” 
“A lot of text when you click on a specific item” 
“Too many details” 
“A bit confusing  
“The pictures don't help because although they are super nice and chic, they don’t have anything on 
the side to understand the dimension...ok i just scrolled down and saw the speaker on a room and it 
seems huge, i thought it was a smaller one, but you still don't see exactly how big” 
“It's so much info on each speaker that when you scroll down on all this info you are suddenly lost 
and have to go up to remember how the speaker was” 
“It's Nice to see the colors available for each speaker already in the front page, than you can already 
eliminate some choice if they don't have the color you want” 
“It would fit on the ground so looks nice, not sure about fitting on the table” 
“Ah you have the option for trying for free during 30 days, with delivery, which i would definitely 
do to see if it actually goes well in the room” 
 
Most visible emotional states:  
Attentive 
Sceptical - furrowed brows 
Unimpressed 
 
General notes on interaction: 
Starts by leaning on the phone 
Scrolling through everything to see where she can find speaker catalogue 
Starts understanding the features of the app - where she can see the colors, the sizes, the materials 
Only opens 4 items to check pictures but goes more in depth in the one that looked better for her 
and that - ends up saying it would fit on the ground because not sure if it fits well on the table 
Indecisive (because doesn’t feel like reading the whole descriptions and size dimensions) 
Choice criteria: 

1. Size - big for the office 
2. Design and color 

 

________________________________________________________________________________ 

Participant 57 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
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“Uh, this is so interesting, I can see the speaker from all the perspectives, wow” 
“I thought this was way smaller” (laughs) 
“ohhh, you can personalize and change the color” 
“UHH there it is, awesome” 
“You can see it so close, all the details” 
“Wow” (laughs loud) 
“This is awesome, you can see the real size” 
“I could almost reach out with my hand and touch it” 
“The app is also quite easy to handle 
“This is impressive” 
“So you can really see the dimensions and visualize in the room but I would need to know more, it 
doesn't say features or price, so I’d go to the store or the website” - “But I can see the AR app is 
linked to the website if I click here on “learn more” so that's good” 
“It would be amazing if I could just ask in the app something like “how much is thi?” and someone 
answers, like when you go to those websites where you always have someone available to message” 
 
Most visible emotional states:  
Impressed 
Laughing 
Entertained 
Excited 
 
General notes on interaction: 
Starts by looking at the phone and exploring the app 
Looking at the speakers available 
Stands up, takes a look at the room 
Starts trying her first choice of speaker and gets very impressed, starts laughing 
Gets on her knees to see very close the speaker she placed on the ground 
Gets creative and tries a TV 
Tries more products on the wall, floor and table and also tries moving them around 
Choice criteria: 

1. Ones that appealed most to me 
2. Ones on the floor 
3. How much room they need 

 

________________________________________________________________________________ 

Participant 58 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Uh, that’s neat” 
“The interface seems quite intuitive” 
“It’s like it was almost there” 
“Quite extraordinary” 
“It's going pretty well” 
“Like I kind of figured out how to place stuff” 
“It looked nice. I mean it adjusted even with me moving, like a real 3D object” 
“Yeah, yeah, [I tried] the big round one and a couple of the TV to see if they're all compatible.” 
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Most visible emotional states:  
Concentrated/Attentive 
Smiling 
Excitement 
Playful 
 
General notes on interaction: 
Stays seated initially, very concentrated on the app trying to figure out what is going on with it  
Stays seated - not because he doesn’t interact, but because he is lazy (his own description) 
Uses the phone to orient himself of his surroundings 

● When the app demands it, he moves closer so it can assess the space 
 
Tried multiple speakers 
 
When trying to place a speaker on the wall, the functions of the app failed him - potentially due to 
light and white walls 
 
Continues playing with the app, even if he is too lazy to move. 
Following his choice, he still continues to play around with the app 
 
Criteria 

1. Design 
 
________________________________________________________________________________ 

Participant 59 – Digital Catalog 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“I like this speaker cause there is a man in a picture holding the speaker and you can see the 
dimensions, otherwise it looked pretty small” 
“I have a lot of options and when I tap into one I want to understand the dimension already and I 
have to scroll so much to see the sizes...I get bored when I have to search so much” 
“I still understand that you need to have a lot of information if you are buying such expensive 
speakers but this is too much to read, and in these things you are always anyway going to the shop 
to talk to someone” 
“I like the pictures, and they do seem very high-end and designer pictures, but not useful, don't 
know how these speakers would look in a normal home or office in this case, or where you could 
place them” 
“I would choose this one in this color, because it look really good and doesn't take a lot of space, I 
think..” 
 
Most visible emotional states:  
Attentive 
Excited when she finds the customizable speaker (which you can make yourself and choose the 
colors) 
Boredom 
Annoyed 
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General notes on interaction: 
Starts by leaning on the phone and scrolling to find the speakers’ section 
Looks at the first speaker and tries to find a picture with someone on it to understand the size 
Initial interaction with the catalogue seems intuitive 
Scrolls quite a lot to find the dimension sizes and gets bored: “ah thank god” 
Opens a few other items to see the pictures but gives up when they don't show real people to see the 
dimensions 
Goes into the customizable speaker and spends some time there out of enjoyment, but then does not 
choose that one 
Goes back into the catalogue and chooses ones 
Criteria of choice: 

● Size  
● Design and color 

 
________________________________________________________________________________ 

Participant 60 - Augmented Reality 
________________________________________________________________________________ 
 
Most frequently used expressions: 
“Oh Cool” 
“Well since there's like a beam going around and plus I think I'll start by clicking. This feels like 
Pokemon Go.” 
“Not too many products” 
“Aim the marker to decide location, then tap your place. This is cool! But kind of annoying as well” 
“Turn on? That’s cool!” 
“User friendly with the tips” 
“I would want the same possibility in like every shopping aspect of my life, like stuff… Wouldn't it 
make it so much easier shopping for clothes and then being able to just like tap - Different colors, 
different color customize yeah try with a different pair of pants. Yeah, so I like the thought of it. It 
is for me extremely user friendly.” 
“But I do really love the customizing part. I love the fact that after you place the product that you 
can still customize it because then as soon as you see it up there, then you can see ‘Oh, actually 
might look better with the dark gray or with light gray’.” 
“It looks even better the closer you get” 
“And again, I can't see how [it could be improved], but kinda still from far away looks animated. 
But it gives me an idea especially in terms of dimensions because even though you have the 
dimensions in centimeters, meters, it's kind of difficult to figure out with big items and also how it 
actually looks in this room?” 
 
Most visible emotional states:  
Smiles and laughs 
Concentrated/attentive 
Annoyed 
Intrigued 
 
General notes on interaction: 
Immediately interacts with the phone, stays seated 
Uses her surroundings to orient herself and get inspiration from 
Easily accessible interaction, follows the instructions 
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Discovers customisable functions and immediately goes into the design of the speakers 
Playing around and comments on the rhyme  
Very concentrated on the screen  
Orients herself around the room and through the phone - interaction with both the real and the 
augmentation 
Looks off somehow - ecological validity could be higher.  
Moves around and discovers the sound functions  
Highlights the gamification aspect of the app - compares it to Pokémon go and a “real experience” 
Highlights the social element embedded within the app as well as a positive feature 
Information from the app is good for guidelines - good to keep the users engaged a little longer 
Highlights the dimensions as a positive with this app and the details provided when you move 
closer to the chosen speaker 
Criteria 

1. Practicality (as the differentiating factor) and the design 
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Appendix 9 - Transcript of In-Depth Interviews 
________________________________________________________________________________ 

Appendix 9.1 - Interviewee 1 

________________________________________________________________________________ 
 
Basic Information 
Interviewee no.: 1 
Technological Experiment: AR 
Date: 25/03/2019 
Location: Solbjerg Plads 
 
Interviewer: 
First of all, thank you for participating in our study and for completing the task with the Bang & 
Olufsen Augmented Reality App. 
Could you please start by describing your experience to me? 
  
Interviewee: 
Yes, sure. The experience was very pleasant. I think it was super interesting, also cool to see the 
different models that they have available. And also to understand the sizes, and how they help you to 
use the app itself. For example, the one that you need to create a wall… I thought it was super 
interesting the way they help you with using the app.  It was also very interesting how they have 
different colors so you can actually see what fits better with the room you are in. There are some great 
options for personalizing the speakers and I personally think that’s really good when you want to 
choose something that is exactly how you would want it to be and fits well with the room. I thought 
that was really, really interesting and super easy. 
  
Interviewer: 
Yeah, and what did you think when you were first asked to perform the task? What were your first 
thoughts? 
  
Interviewee: 
I think it's super… It's amazing how these type of apps already exist. So you can actually see how the 
product, in this case the speakers, would fit in your place. So I think it's super interesting to try and 
use these apps. 
It was actually my second time that I tried to use this type of app or similar. It's always fun to interact 
with it and try to see the place you are in and how you would allocate the products. So I think it's 
always an interesting experience. Really funny to shop or to visualize the products and if you can 
imagine the exact products in your room. 
  
Interviewer: 
And what did you think during the task, what was hard or what was not? 
  
Interviewee: 
So, actually, since it wasn't the first time I tried it, it was easier because I know how to read this space 
or like to… I know that we need lights to use the app and that we have to stay further away. But the 
first time I use a similar app was harder. However, the other app that I tried didn't explain or help as 
much as this one, and I think that’s crucial with these new technologies. 
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Interviewer: 
Which app was this? 
  
Interviewee: 
It was the IKEA Places. And I thought this app from Bang&Olufsen was much more helpful to 
position the products in the room. The IKEA augmented reality app was not so clear which ruins 
your expectations… 
  
Interviewer: 
Yes I totally know what you mean. Do you think there's something that Bang&Olufsen should 
improve though? 
  
Interviewee: 
Maybe they could have more products. I don't know the exact number they had in the app, but I 
thought we would have more products to try in the place. So the catalogue itself could be bigger. But 
I’m also not sure if that is the whole catalogue, nothing guarantees me Bang&Olufsen displays 
everything there...I don’t know the brand that well so... 
And also another thing was, I had to try the different speakers in order to understand the size of the 
speaker. And maybe they could describe at the beginning…I don't know, maybe they did and I didn't 
see it. But, for example, if I'm looking for a small speaker, they should make it clear which ones are 
small, so they should organize it in different segments so I don't have to lose time on figuring that, 
because there was one speaker that I tried, and I thought it was actually really small and it wasn't, was 
one of the big ones. 
Yeah, and since I was searching for a smaller speaker, I thought segmenting it into big and small ones 
for example, it could reduce my time in the app, not that it was a waste of time, but could be better. 
  
Interviewer: 
Okay, so it is important for you to not spend a lot of time searching for that type of thing. For example, 
“if I need a small one, I don't like to spend time checking which ones are small or not”?. 
  
Interviewee: 
Yes, definitely. Because I think it should be more direct to the goal, so I don’t waste time on searching 
which speakers are big and which are small. If I don't have the space to have a big speaker then why 
would I try it? Doesn't fit, and also the process of putting the speaker in a place… it always takes a 
little bit longer. It's of course fun, but it still takes some time to recognize the place itself so I would 
rather try directly the type of products that I'm looking for and not other ones. 
  
Interviewer: 
Yes understandable, but did you find that the visuals were believable. Were they aligned or do you 
feel like sometimes it looked too big or too small? 
  
Interviewee: 
Yes they [the augmented visuals] definitely look real and they seem to be standing right there with 
you which is awesome! (Laughs) 
There was only one speaker that I thought, maybe because it was so big for the place that I couldn’t 
really understand with my camera. But with all the other speakers, whenever I went closer and to 
understand how it is, materials and everything, they were so detailed, it was insane... so cool and such 
good quality of the image. 
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Interviewer: 
I see, okay. And do you think you would use this type of app again? When shopping? 
  
Interviewee: 
Yes, of course, I would use this again. Yeah! If I'm looking for a speaker, I would totally use this app 
to understand what they have. 
However, I wouldn't be sure if they have the whole catalogue here. Maybe I would also use their 
online catalogue, they must have one, or go to their website in order to understand if what they have 
in their app is everything they have. 
  
Interviewer: 
So you didn't think that they have the whole catalog? 
  
Interviewee: 
Yes, I’m not sure they display it all there [in the AR app] honestly. 
  
Interviewer: 
Okay. And could you tell me what do you most shop online? 
  
Interviewee: 
I shop mainly clothes, I would say. Or more Amazon products. Products which I know that it’s safe, 
but of course never important products, always basic ones that I don't mind if they don't fit. 
  
Interviewer: 
Okay so if it's something more important, you would then prefer to go to the store? 
  
Interviewee: 
Yes I would. I would maybe buy it [more important things] online, if it's a brand that I trust. Yeah. 
However, I would definitely go see in the shop first and then maybe buy it online, but I would 
definitely see how it really is in the real world. 
  
Interviewer: 
Yeah, do you actually do the opposite? Do you see a product online and then you go to the store or? 
  
Interviewee: 
Yeah. Yes, I do sometimes definitely. Because I like to browse in the internet different stuff that I 
might need. But if I really want to purchase, I would go to the store after checking online... And if it's 
something big, or which costs a lot of money, I would totally go to a shop first to confirm that it fits 
my expectations. 
  
Interviewer: 
Yeah. So do you think in that way, for example, you're talking about big things or more expensive 
things. Do you believe that having the augmented reality apps would help you in the first instance to 
see what would fit or not? 
  
Interviewee: 
I do believe that they [augmented reality apps] are a huge help. I think, if we have the augmented 
reality, it's pretty interesting and easier to understand what fits or not in your space. And I think that 
if I'm choosing and if I'm searching for different speakers, and I'm not sure what I want, if this 
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company has augmented reality, and I can actually try it, they would gain my trust and also this brand 
would be more in my mind than others. 
However, I would still go to the shop and confirm if it's what I was expecting or not. But of course, I 
think they gain my trust if I can see how it looks in my place, and I will be with that image in my 
mind about how it would actually look in my place...I mean it’s good if you feel like a company is 
actually adding value to you as customer and makes you want to be part of it. But anyway, I would 
still would go to the shop to confirm that it's how I'm seeing it in the AR app. 
 
Interviewer: 
So you would say that, imagine you had to buy something big in a store, and you kind of have to 
think how it fits in your room. How exactly do you do that? How do you make sure it's going to fit?  
 
Interviewee: 
Ah you're never sure, of course. It sucks actually. You always have to picture it in your mind or bring 
the measure of your room with you to the store, that’s why these apps cut down the boring part. You're 
never sure... that's why I think these apps are really useful, because you can actually see how the 
product would fit, not only in terms of size but also aesthetically in the place you want to put it. And 
of course, if you don't have the app, then you have to guess and it’s never clear. Well even though 
you can always return the products, which is good, it’s such a waste of time. So yeah it’s really nice 
to have these things [AR apps] to help you. It’s also funny to try around things even if you don’t have 
the money to buy [laughs]. 
  
Interviewer: 
Yes that’s a good point. Actually, do you have any friends that use these types augmented reality 
apps?  
 
Interviewee: 
Ahm, to be honest, I don't think so. At this point I think we might use these apps more out of curiosity 
about how it works. We don’t use it to actually buy something yet, or search for something. It's 
not  something that is already in our mindset, we aren’t even aware of it. If you want to buy a 
speaker, maybe you wouldn't go directly to the app. Because we wouldn’t even know the app existed 
before, these things aren’t out there yet, or at least they are not communicating it very well...I wouldn't 
even know this existed before you showed me.  
 
Interviewer: 
Yeah, why do you think that it's more out of curiosity and our friends aren't using it?  
  
Interviewee: 
Think it's a matter of habit. We're not used to it. It's a matter of being used to do something. And of 
course, I believe in the future, we will all use this. But since there’s not a lot of brands that have it...I 
mean some do I guess but it’s more brands that don’t than brands that do have. It's not immediate that 
you think “Oh, I have to see if they have an augmented reality app”, you know. It's not as clear, you 
don't think about it. Only if you start using it and start seeing that a lot of different brands already use 
it and your friends are also using it, then you might change your mind about it. But I don't think we're 
in that place yet. I think we still have some time to go and the brands still have to go more towards 
this kind of technologies, because we don't really use them as often as we could.  
 
Interviewer: 
Yeah, but do you actually believe that, for example, if some brands use it and your friends use it and 
talk to you, it would be a way to get you into it?  
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Interviewee: 
Yes, totally...much more. Because I think, I really think these apps are very important and they have 
something to give you. It's also a really nice experience... so that’s positive. And if someone would 
tell me that this brand has this app, and if I'm looking for a product that this brand is selling, of course, 
I would download the app and then would see how it fits. But if someone tells me they have it, then 
I would totally use it. The thing is, I don't know which brands have AR apps, and if my friends don’t 
tell me then I also don't know if it exists. That's why I wouldn't use it. 
 
Interviewer: 
Yes I understand that. And other than your friends, if you follow any influencers or anyone in the 
media and see that they use it and there is a buzz about it, would you try it because of that? 
  
Interviewee: 
I would only try if I needed it. If some influencer talks about an app that I'm actually really interested 
in or I'm looking to buy something in that app or from that brand, I would use it, I would maybe 
download it. But if it's only for fun, I wouldn't download it. If I'm not looking for that product, I 
wouldn't download the app. If I'm actually already with that brand in my mind, and then I see that 
they have the augmented reality app or some similar app, then I would be up for downloading it.  
 
Interviewer: 
I see. And now that you've tried it would you talk to two people about or would you mention anything 
about augmented reality? 
 
Interviewee: 
Yeah definitely [about mentioning the AR app to someone], I think we always tend to share new cool 
techy experiences with our friends. I was actually quite impressed with the quality of this augmented 
reality so I’ll probably comment with my boyfriend later. Also if someone is talking to me about 
augmented reality I would share my experience. And if someone is actually wanting to buy a new 
speaker I would for sure recommend them to use the app to see how it fits to their place and also 
because it’s cool to see the speaker from a three dimensional perspective. Yeah I would talk to them 
about my experience. 
  
Interviewer: 
And do you feel like you would use this type of app again? I know you said you experienced it before 
but as you said, for example, in the IKEA one they didn't really give you enough instructions. And 
now that you had a better experience, you would you be more drawn into actually searching if there's 
a brand you want to buy from to check if they have some augmented reality trying? 
  
Interviewee: 
To be honest, I wouldn’t take the initiative to search right away if a brand has an AR app. Because I 
think I would download the app only if I see somewhere, maybe in the website or social media that 
that app exists and it’s good. I wouldn't search for it, only if it's in front of me. 
If I'm looking for a brand and the brand advertises in their website or in the store, or social media, 
whatever, that they have the app I would download, but I wouldn't search for it proactively.  
 
 Interviewer: 
Yeah, but for example, if you do a “normal” online shopping, in there they say “Oh, we have this 
augmented reality app…” Would you download it?  
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Interviewee: 
Yeah, I think, yeah, why not [about downloading an AR app]? Also, depends on how much I want 
the product, of course... depends on my intention. If I really want it, I would totally download an 
augmented reality app to help me. And since I would be shopping online, I would totally use the app 
to see almost in real life and whether it fits or not. To confirm that I really want to order it and that 
I'm investing in the right thing. 
  
 Interviewer: 
Okay, so if it's something that has a bit lower involvement, then you wouldn't? What if it was, for 
example, for clothes?  
 
Interviewee: 
Oh, I would totally use it for clothes, because it's what I mainly buy online since it’s not that big an 
investment, so not that risky you know. So, sometimes, of course, I see those jeans and some specific 
clothes that I'm never sure they fit, never to be honest. I actually rarely end up ordering these online, 
because I'm never sure if I want it or if they are going to fit. If I could see them more properly or try 
it, than I would be more willing to buy them. Now that I’m thinking, maybe if I had augmented reality 
it would be dangerous, because I’d start buying too much [laughs]. But yeah I’d like to have this thing 
[AR app] to try on clothes as certain ones are a bit more risky to buy, because you don't really know 
how it fits in the pictures, the models aren't your size or anything... 
 
Interviewer: 
Ok so it seems you’d really enjoy to have the Augmented Reality option for clothes. Would you then 
say it would be more interesting to have it for clothes or for, like you said before, higher involvement 
items like furniture or something that is maybe bigger and riskier to buy? 
 
Interviewee: 
Hmm, I think it’s most valuable [to have an AR app] for bigger things and with higher volume, the 
ones I need more information on dimensions. This could make it much more accurate and also fun 
than the normal boring process with these things. For example, because clothes are something that 
doesn't have high value, they’re easier to return. So I would definitely appreciate and use more 
augmented reality if I'm looking to buy something bigger and something that once you buy is harder 
to return. With clothes I know I can return them easily, they're not as important...would be ok if I lost 
some money. It's also not a big amount of money to care so much for, but if it's something bigger or 
more expensive like, for example, these speakers you showed me in the experiment, than I would use 
augmented reality, it’s really helpful...never thought actually. 
  
 
Interviewer: 
Yeah, and other than the functional part, because you mentioned a lot about that, specially when it 
comes to riskier stuff you want to purchase, is there anything more you would value? I mean, if you 
would like augmented reality for mobile shopping, is it also because it might make the experience a 
bit more fun? 
 
Interviewee: 
Oh this makes the shopping process much more pleasant. That's the thing, I think it makes the 
experience more pleasant in general and definitely much more fun than the traditional online one. I 
would say that it’s very much the fact that it makes your shopping more efficient, ‘cause you can 
choose better and be more certain about your choices, that also influences how much fun you are 
having with it, because you have more time to enjoy the fun parts of it instead of spending time with 
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measuring things in your room or trying to picture things on your mind. And of course, the brand will 
have a stronger impact on me and my shopping decisions. However, for example, with these speakers, 
I would always have to go to the shop to see how the sound really works, and how the colors really 
are and where the buttons are, if their work, if they have new to or different characteristics that I'm 
looking for. But of course, I do believe that these kind of apps increase your overall shopping 
experience, even if you would go to the store before or after you make use of them. 
I think that's the biggest impact that these apps can have. Because if you're looking for a speaker and 
than you have this cool experience with the augmented reality option, which helps you choose the 
one you want, then you are more likely to go to the shop and know already which speaker you want... 
imagine if you go to a huge shop with different speakers, you would go in and already be focused on 
the one you tried at home. And that's the one you're going first. And if it fits with your expectations, 
then you don’t need to lose time in the store imagining the other options at home, you buy the one 
you saw already in the [AR] app how it fits and it’s done. It's an easier process because you can 
actually do the choice at home...  
 
Interviewer: 
So you would say that it would also increase your brand perception and your purchase intention? 
 
Interviewee: 
Yeah, for sure, you feel much more engaged with a brand that does this for you. A brand that gives 
you the most value you could get when you are shopping that brand. You feel more engaged, both 
with the process but with the brand as well. And also, for example this is the second augmented reality 
app that I’m trying. I obviously remembered right away which company I have tried first, IKEA. 
Now I’ll know right way which was the second company that I've used like for the AR app, 
Bang&Olufsen. I’d say just by having this app, it’s already a brand engagement thing, or at least a 
way to make us remember the brand. And, you know, this is something that you then speak about. 
It's a nice experience and you of course comment about it, and it's already more in your head… 
 
Interviewer: 
Do you have many apps on your phone?  
 
Interviewee: 
Yes. Yeah.  
 
Interviewee: 
Would you say that it’s okay for you to download this app? Sometimes you have so many, and it 
takes space on your phone… what would you say, do you have all the resources for it?  
 
Interviewee: 
Yeah, of course. Yes, for this, yeah. I have a lot of space so I can download whichever one I want. I 
mean nowadays who doesn’t? We have a million apps, one won’t make any difference. 
 
Interviewer: 
Yes I can see what you mean. And do you actually believe that this kind of experience makes you in 
any way more creative in your shopping?  
  
Interviewee: 
Yes, it does trigger more ideas than a normal online shopping for sure.  
Because in the online shopping you of course have also a lot of different images or products where 
you can see different options. But, in this case [AR app], of course, you can see how the color actually 
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fits your place or your surroundings. And of course, it helps. I tried one of the speakers and I really 
thought the brighter beje color was better than the black one for this room. And that was good to see 
because I'm actually a person that likes more black and in a normal online shopping would go for 
black, and probably than see it in the room and return it… With the [AR] app it was nice to see how 
it actually fits the room, not only sizes but the color is important. And so it definitely makes me want 
to try the different colors and get a bit more creative than always going for black like I do all the time.  
However, of course when you look at an online catalogue, maybe you can see more products. I'm not 
sure because, as I mentioned, I'm not sure if the app has all of the products and all the speakers in this 
case. So if the app has all the speakers now, then I think that of course helps you be more creative in 
the sense that you can literally try the sizes and colors and and how they fit in your space. Also it’s 
good to already think whether you’d have to move any furniture in your room, and how it would look 
better. But if the catalogue has more products because they couldn't adapt all the products in the 
augmented reality app, then I would maybe rather see the catalog in order to know all the options. 
  
Interviewer: 
Yeah and could you describe more or less how you felt in these 15 minutes searching for the speaker 
for the room?  
  
Interviewee: 
Hmm, so at the beginning, it was really fun. I think you're really looking forward to try it because... 
I think this app is actually especial because if it works the way you hoped it did, you're really happy 
about it (!) It's really a fun and interactive app. But it must have the right conditions to work, for 
example in the middle of my task, the light started making troubles so I got  a slightly irritated, but 
the second it worked I was back in the game...I mean you also learn how to make it. So I would 
actually say I felt pretty entertained, almost like I was in a game. Also, it was good for me to make a 
break in my studies to come play around with this [laughs].  
But if it doesn't work, you can actually very easily start being irritated with the app at some point. 
Because nowadays the thing is that we all don't want to waste our time in learning things, we want it 
to be as easy and intuitive as possible. So if that if the app is working well then you're happy, if it 
starts giving you problems and it's not helping the smooth way you expected, then you start being a 
little bit annoyed.  
As I mentioned before I tried the IKEA app that didn't help me as much with instructions, and the 
quality wasn’t so good either...so with that app I was quite irritated because it was my first time using 
an augmented reality app. The IKEA didn't help that much so I felt like my grandma that can’t use 
technologies and i actually had to ask for help and that annoys a person if you're not being able to use 
the app correctly... But if you do know how to use it or the app helps you learn it in an easy way and 
tells you, for example like this one from Bang&Olufsen, telling you that you have to move closer, 
that you have to go more to the back or you need more light, while you are using it, it's really helpful. 
It’s helpful with all the instructions it gives you while you are doing it and you think “Okay, then the 
problem isn’t the app, it's actually me who has to make these move for the app to work correctly”. So 
that's okay, just make you angry if they don't tell you, then you would simply assume that that app 
doesn’t work.  
But if they tell you that you are not in the right conditions to make it work, then it's your problem and 
you accept it more easily.  
 
Interviewer: 
So bit about what you are already expecting from oriented reality? If it doesn't meet those kind of 
expectations, is that how you feel?  
 
Interviewee: 
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Yeah, of course, like, you know that these technologies are always more complex. And so you know 
that there are things that won’t work perfectly and you accept it.  
So in my case now, because it’s getting dark, for example, the app wasn’t always working perfectly. 
But that's the thing, if they tell me that it's because of my lighting conditions and I understand they 
need those conditions for it to work perfectly, then you are already in that forgiving mindset and you 
don’t spend time trying and failing multiple times. You know that it’s a new technology so it might 
not work because of your conditions. But if they don't tell you that then I would be more easily 
annoyed by the process. But if they do tell, then you you're not getting mad at the app or the brand, 
you're just waiting maybe to try it another time.  
 
Interviewer: 
Okay, can you elaborate a bit more on your kind of expectations? Like you just said, if something 
goes wrong, then it get you more irritated if you were expecting it to go smoothly. Would you feel 
the same way about for example, digital catalogues?  
 
Interviewee: 
Of course, if, for example, you're trying to see the digital catalogue and the page takes longer to open 
the whole catalogue, that annoys you and then you have a tendency of leaving the catalogue because 
it's not working as you expected it to, but augmented reality is new so you don’t have this tough 
attitude towards it, you’re more forgiving.  
Because that's the difference between Augmented Reality and Digital Catalogues. One of the things 
with technology is that now we know that we can have a really good and fast digital catalogue. So if 
a brand is not giving you a good one you more easily will give up and just move to another one. 
Because to be honest, most brands have these online catalogues and you know you can find similar 
ones with a better service if you go to another one.  
But, with the augmented reality, not every brand has it and it’s a fairly new technology. And we know 
that these brands that are trying these augmented reality apps are actually trying to do something new 
and innovative. So you forgive flaws for that reason. You also want to learn how to use it well, and 
you want to be part of it because it’s an innovation and people might start using it all the time, and 
you also don’t expect it to be 100% perfect, you’re expecting some flaws. Because of that you are of 
course more patient and you're actually enjoying the experience because it's your first or second time.  
But again if the app doesn't work at all, of course, it gets you irritated anyways. But with Augmented 
Reality you are more patient and you understand that it's okay. Because you know, it's a new thing, 
the company is actually giving you something new. Also because its more interactive, and because 
you’re more entertained you forgive the flaws and you don’t give up on it. 
What might happen is that you get a bit more pissed when you’re so happy that it’s working well and 
than it crashes and it might enhance even more your feeling of disappointment.  
What I felt, for example, when I used the IKEA app was that it kept crashing so I kept being more 
irritated, because you’re close to making it work and it keeps not responding. Actually, I was trying 
to show it to some friends and it wasn’t working and that annoyed me because I was like, “Oh, well 
I can’t really show you because it’s not working”, and then people might think it’s because of me that 
I don’t know how to work with it and so it’s not really working... it’s like when you want to tell a 
joke and no one laughs because you didn’t tell it the right way...it sucks because maybe the joke was 
simply not that funny but they will make fun of you because you’re bad at telling jokes [laughs]. 
The second you want to share something new with people and you’re looking forward to show them, 
and it doesn't work, then it can be so annoying that you won’t use the app again, which is actually my 
case with the IKEA app. But this Bang&Olfusen augmented reality is way better so wouldn’t be the 
case. 
  
Interviewer: 
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Okay, so you are talking about sharing with friends. Do you do that a lot, or the other waya round...do 
your friends also share new technologies with you? And do you think that it would be more important 
for you that your friends tell you about the the app and how good it is and what you can do with it?  
 
Interviewee: 
Oh most definitely, that’s usually how we get into new technologies, people start using it and show 
you, and then you use it and show it to other people. I think that would be the most important factor, 
also that's why we always want reviews from people if we see the app announced in the website. Then 
if you actually see in the website, for example, with Bang and Olufsen if you go into the website and 
they tell you “try our augmented reality app”...You’d think “Yeah, could be cool”, but if they have a 
bunch of reviews saying how awesome it is than I’ll definitely give it a chance. And obviously if it’s 
someone I know and trust, like my friends, that recommend it, then I feel even more convinced.  
When you see these things announced in a website and they don’t have any reviews and you also 
don’t know anyone who has tried it, you are still not sure if it's a good app or experience or not 
because you’d still have to download the app and try and see for yourself...that’s too much effort. It's 
a process that you have to do yourself and then it might not work as well in the end, and you just lost 
your time.  
You might give it a try and lose that time if  you really want the product or you really want to try it 
because you're thinking about purchasing it. If you're in that stage already, then you might give it a 
chance. But you also might not, and then if someone recommends you, then it's easier for you to 
decide to download it.  
Like, if I'm looking for speakers, for example, and I'm looking for different brands but I see that 
Bang&Olufsen has this app that people say it’s really helpful and actually fun, then I would download 
it compared to other brands of speakers. But if I don’t need a speaker and I’m just checking out what’s 
out there then I wouldn’t download it because it takes time. So I would not do that.  
  
Interviewer: 
Yes, and what if the scenario is rather that you are not actually looking for speakers but your friends 
tell you about the augmented reality app? And they tell you that you should really try it and it's really 
fun? 
  
Interviewee: 
[laughs] That’s tricky, oh god maybe I’m easy to influence but I would try it then...Even though you 
don't need a speaker. But, honestly, I would not download the app, I would try it by using my friends’ 
phone. But yeah if they talk about it I definitely want to check it out. 
 
Interviewer: 
Okay. Well, thank you so much for your insights and for contributing to our study. 
 
 
________________________________________________________________________________ 

Appendix 9.2 - Interviewee 2 

________________________________________________________________________________ 
 
Basic Information 
Interviewee no.: 2 
Technological Experiment: AR 
Location: Solbjerg Plads 
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Date: 26/03/2019 
 
Interviewer: 
First of all, thank you for participating in our study and for completing the task with the Bang & 
Olufsen Augmented Reality App. 
Could you please start by describing your experience to me? 
 
Interviewee: 
Okay, I found it really interesting, because I expected it to not work that well. I mean obviously you 
can see that you position something that is virtual, not real, but it kind of merges with your 
surroundings almost as if it is real and it is there in 3D. This was so clear to me, the fact that you 
could kind of position the speakers wherever you wanted and then the app would detect straight away 
that there's a wall and that there's a floor and a table and you know I chose those two products that 
were positioned on the wall or the floor. So this was really cool.   
I thought it was quite straightforward, because you don't have that many buttons or crazy options, it’s 
simple and easy. And, I mean, it didn't take me like even a minute to figure out where you could 
choose the products and start pointing your camera to place them. The only...the only disadvantage, 
really the only thing, was that it was a bit confusing what kind of products they were offering because 
I was looking for speakers, and that was fine since they made a category division just for speakers, 
but then, you know, you had no division between speakers so it’s a bit confusing, because I couldn't 
have clicked on the floor speakers right away. 
So yeah, that's why I'm thinking that was a bit confusing. But other than that it was quite straight 
forward, because you have the products, you click on it, then you can adjust the color and then you're 
good to go and click on the add button which already leads you to the camera and the instructions to 
place it around you. Then, you can change again the color and move the item to a different place.  
Also you can take a picture straight away to save it on your phone and see it later which is awesome. 
Also it’s cool to share it with someone so that they can give their opinion, I think that also makes so 
much sense because you want to maybe share it after with your family or friends and show them and 
say “hey this is what I thought could look good” and then they can help you decide as well. 
I guess there wouldn’t be a need to add anything else. The only thing that came to my mind is maybe 
how you could attach the speaker in real life, especially when you have the wall ones. Because it 
probably won't work on every wall, so that small practical question...Like “which types of walls does 
this speaker fit into, what do they need to have?”...I saw that you have FAQs and, and I'm also aware 
of the fact that you would still need to go to a store and someone would tell you that, so it’s a minor 
thing. I mean, you don't just do it on your phone and check it out and buy it. I mean, I would obviously 
still want to go to a store and see the physical product before or after, especially since it's such an 
investment. But to be honest I didn't really check the prices, they also don’t have it in the app. 
 
Interviewer: 
So you feel that you would still go to a store? Can you elaborate a bit on that idea? What would be 
the optimal way of integrating this [AR app] on your purchasing journey?  
 
Interviewee: 
Yeah, for sure, because you still want to check the sound, the physical thing, the touch... because it's 
an investment you are doing and you want to make sure you choose it right. I think it’s for sure 
something you should include in your decision, because it helps so much instead of imagining in your 
room or taking the measures...But it’s not a final thing, you wouldn't just look at this and click 
purchase, you’d want more. 
 
Interviewer: 
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Yes, understandable. Would you for example do the same thing with clothes, because they might be 
cheaper?  
 
Interviewee: 
Yeah, for sure. I don't do that much online shopping, but with some clothes I buy online and with 
other types of clothes I’d rather go to a store and try it on physically. So that could be one point but 
also the fact that it isn't that big of an investment. But I'm not just thinking about the money in this 
case, more like how boring it would be to have to then return this pair of jeans or this speaker after 
buying it online, because they don’t fit very well. The [AR] app would be great to try out things but 
then go to the store to see them physically, and then when you go to the store you already know what 
you are looking for because you tried it in the AR. For example, with the Bang&Olufsen I also really 
liked another speaker, the BeoSound shape, but then I found that it wouldn't fit into this room. Maybe 
I’d still check it in reality when I go to the store but I would know it doesn’t fit as well as the other 
two I chose.  
But I think it's such a good help in order to, you know, kind of visualize how it would look in your 
home or even you body or skin color if it’s clothes. 
When you just go to the store and just see the product, I mean it can be a hassle. I remember back 
then when I got my first room rented, and I had to buy the furniture for it, I just saw the room once 
and then after I was kind of drawing something on paper and trying to have all the measurements 
correctly and then I was always trying to kind of visualize the furniture in my head, how everything 
could look like... And then when I ended up buying all the stuff and building it up in my room, it 
didn't look like how it did before in my head. So it’s such a help to actually be able to visualize things 
and then go to the store already knowing more or less what you want and just check out other feature 
like the touch or something like that.  
 
Interviewer: 
Yeah, that happens. Do you think it's more about checking the dimensions or it also makes you a bit 
more creative around the space?  
 
Interviewee: 
Yeah, exactly, that’s the fun part. You play around with where to put it or how to combine it with the 
rest of the things in the room. Also, I think when I would have gone to the store I wouldn't have 
considered having it on the wall and maybe only the on floor, also because it would be a safer choice. 
Having this three dimensional thing placed in the room makes you take more risks as well, because 
you know it would fit, and you wouldn't then have to return it. And then you can make the atmosphere 
better, by the interplay of everything with the speaker you are buying. In this sense, also their options 
to personalize the speakers are really nice to choose what goes well in the place. But yeah,specially 
if you are thinking about buying more than one thing, it’s easier to visualize. I mean it's easier 
obviously for me to visualize one smaller speaker on my desk, that's something I kind of get a picture 
in my head, but when it comes to having a bigger one or more than just one I think it's really nice to 
have that help and then visualize how things play together in the room. 
 
Interviewer: 
Yes, and what did you think when I first gave you the test actually? 
 
Interviewee: 
Hmm, I was interested in how well the app would work because I'm also aware, I'm aware that 
technology is probably getting better and getting there...I mean it is already there but in some aspects 
or maybe in some circumstances, it will still get better for sure.  
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But I was really looking forward to see how good it would work and interact with the surroundings 
and I was surprised how good it actually worked, both the visuals and also the app, because it helps 
you so much with instructions and you really get into it right away. That was my concern, if it was 
going to be like those apps you really look forward to see and then they disappoint you because the 
technology wasn’t good yet...those things shouldn’t be out there if they are not working properly and 
then you just get a bad image of what the technology can do. 
 
Interviewer: 
Yeah I agree with you. And have you have you tried any Augmented Reality apps before?  
 
Interviewee: 
I mean, I've tried this Pokemon GO which is kind of comparable because it's also interacting with 
your surrounding and you know, including virtual stuff in front of you. But nothing like this [Bang 
& Olufsen] before. 
I've tried wearing virtual reality glasses in my cousins’ place so I've been doing a diving thing with 
his glasses. That’s nice but then you get out of reality so not the same thing.  
But nothing related to shopping that was not about the shopping experience. Well, wait I tried this 
one once, I don't know if that is the same thing but it changed your hair color and the makeup on your 
face. But is was terrible and so fake. I thought it would be fun, but it was just stupid since it did not 
look real at all. I mean that the basis for this right? It need to look real even though it’s virtual, if it 
doesn’t you might as well not make an app. 
 
Interviewer: 
Definitely. And in that sense, what did you think about this specific app?  
 
Interviewee: 
This one was completely different, and because I thought it wouldn’t be so advanced and in the end 
it was so easy to use and the quality was also pretty good to be honest... There's not that many buttons 
and it's actually a really easy interface. And, I mean, we are kind of used to and spoiled because we 
expect all apps to be similar and simple. And this follows the same path… which is good because 
since it’s a completely new technology it could have been harder to understand the app. But yeah, I 
didn't really need to think about anything but to enjoy, the app already guides you. The only thing as 
I mentioned is that, when you don’t know the brand you’re also not sure if all the products are there 
or also they should make categories for big, small, wall or floor speakers to make it faster. That is the 
only confusing thing. 
But on the other hand, I mean, I quickly found everything I needed. I mean, it also just came to my 
mind afterwards that it would have been interesting to know how you can attach all of these kind of 
things in real life...like instructions on that. But I could ask those more specific questions once I go 
to the store, or maybe even find all these answers already in the FAQs.  
 
Interviewer: 
But in terms of augmentation, did you find the visuals believable?  
 
Interviewee: 
They were pretty believable. You can obviously see that it's not real, but again it would be crazy. I 
mean, it looks pretty real because it interacts and merges with your real space, even when you move 
you phone and then you move the camera back or around the speaker and it’s there, as if it was there 
in real life and you just looked away and then looked back at it [laughs]. So that's nice and it’s pretty 
funny. You can see it from all perspectives, but it's still obviously virtual but it’s nice. 
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Interviewer: 
And do you think you would use these type of Augmented Reality app again when shopping?  
 
Interviewee: 
Yeah, definitely, I mean if it's for free, it's a perfect complimentary product to your shopping 
experience I think.  
The only thing is I don't know if I would actually go to the store first or check the app first, if I would 
be considering buying speakers for my home. I wouldn’t take the initiative to look for this in an app 
store. I mean “oh let me check if there are speakers’ brands that have an Augmented Reality app”. I 
would need a trigger, I would need probably the website telling me before “try out this app to see 
how it really looks in your space”. I would not proactively search for something I guess. And also, 
the other way around, if I go to a store first, which is probably what would happen, it would be nice 
if they tell me about it, to do it as the next step. I would see all the speakers and I know that they are 
good and then they tell me “yeah try this out if you want to decide better”, and then I go back home 
and use the app to decide, and that might help you to, you know, see the speakers in your home. I 
think that would even make more sense. Because then you have already seen in store. 
But I guess it depends what triggers it. For example, if they have in digital catalogue, the option to 
check out the products in augmented reality, this way I don’t have to proactively search for it in the 
app store to see if it exists, I would be triggered by their catalogue.  
 
Interviewer: 
And what if your friends tell you about the app? Would that be a trigger for you as well? 
 
Interviewee: 
Yeah, probably even the biggest trigger. When people use it, you trust it’s good, and also you dont 
want to fall behind the techy trend [laughs]. I mean I would not download it necessarily, I would just 
do that if I would really be looking for new speakers, you know what I mean? If it’s a bigger 
investment or the product has to be aligned with your space, your furniture, you are more pressured 
to make the right decision… 
But if my friends would tell me there is this H&M app for trying out clothes, then I would be “oh my 
god nice” and then I would try on stuff virtually even if I was not intending to buy clothes before. 
Then, I would like a skirt which looks really nice and just buy it. I think in that case it goes like this 
because you don’t bother to go to the store if it’s a cheaper thing.  
It's clear to me that because it's a different investment, then I would use the app with a different 
purpose, and would probably download right away if a friend told me this would help me. Because 
you have a longer decision making process in buying speakers or let it be TVs or something like that. 
And you you kind of compare different offers more, different sizes, all those features, you know. So 
you want this to be as nice as possible and not make the boring way of measuring and checking it out.  
 
Interviewer: 
So when do you think augmented reality apps would be more important in those two cases?  For 
things that take more investment or lower investment, in terms of money, time, decision process... 
 
Interviewee: 
Hmmmm, hard question. I mean it’s really nice to see when you do such a big investment, to be able 
to have different options and different kinds of tools to make your decision making as easy as 
possible. So I think it definitely makes a lot of sense and would be very important than. But I would 
not just go and buy a speaker in this app just because it looks so cool, you know. You always wonder 
if it's the exact same proportions than in real life. I believe they are but would have to see physically 
to make sure. Because that's what messes it up with big things. I think that's what happened to me 
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when I was buying stuff for IKEA for my room. I thought I got the right measurements, but I didn't 
in the end so it didn't work out. So that's probably when augmented reality could be most helpful. 
 
Interviewer: 
Did you know that IKEA has an augmented reality app? So now, since you had that experience with 
the measurements with the furniture, would you use it? 
 
Interviewee: 
Oh yeah, I’ve heard they have it [IKEA AR app], I think it’s the most announced one out there. I 
would for sure do it next time I want to buy something there. Hopefully it’s as good as this one 
[Bang&Olufsen AR app], otherwise there we go again with the furniture nightmare [laughs]. I also 
have to try once and see if it’s accurate with the sizes... 
 
Interviewer: 
So you don't trust the the app itself because you're not trusting 100% that the dimensions are correct? 
 
Interviewee: 
Yeah, right. Yeah. Would be good to have some way they assure me they are accurate. That’s why it 
would be better to see first in real life, touch it, you know, did everything, and then when I use the 
app at home and I see the dimensions are correct, try if it really fits. 
I mean, I would ask the people in the shop or read reviews about how accurate it is as well. 
And then once I use the app I just make a checklist like “Okay, good sound, good shape, good color, 
looks good in that wall, check”. Price also fits if I'm need to think about. 
 
Interviewer: 
Yeah I see, when you mention you have to trust the dimensions are accurate, would you say it could 
also depend on which brand is making the app?  
 
Interviewee: 
Yeah, I mean it’s a more “techie” brand you trust more, naturally. But I would be more concerned 
with the reviews people make about the app. I mean, if people tell me they already bought stuff and 
used the app and it went well, then yeah, I would trust that more than anything else. 
Would even be cool to have reviews in the physical store, to kind of add things on top of the people 
who work in the store. I trust the employees, and I would believe them if they told me to try the 
augmented reality app because it would help me but they are still sales people so it would be good to 
have a mix of customer’s review, people that have used the app, and the employees in the store. 
Because I wouldn't just trust the employee's right away for example, I would need to have a gut 
feeling that they know and wouldn't just included in their sales pitch because they had to, you know.  
 
Interviewer: 
Yeah, and do you think the app has anything else to add value to you than purely it’s usefulness part? 
Other than this dimensions part? 
 
Interviewee: 
Hmm, well yeah, I’m not sure what you mean by adding some more value but it definitely also makes 
it more fun. I mean, you just saw me playing around with it and making my masterpiece [laughs] So 
it makes these buying decisions nicer, because sometimes you get pretty lazy to, for example, measure 
stuff, because it’s so boring, and then with this [B&O AR app] you just cut down that boring part. 
But I would say that the way I would find more value is that I start by considering all the speakers 
and brands there are out there, then I will encounter Bang&Olufsen or JBL or whatever to compare 
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them. Google would help me obviously to narrow it down. Then it depends, if I'm living close to a 
shop then I would probably go there first. If I leave far, I will check the online shop and then if that 
already gives me like a trigger or like a button telling me “try this augmented reality app” then I 
would already do it before I going the shop. So it's it's really depending on the situation but it can add 
value in these two different ones, for sure.  
Would actually be cool to have an Augmented reality app with more than one brand, now that I’m 
thinking, to compare the products. 
 
Interviewer: 
That’s interesting. What if you have like two similar speakers from two different brands, let’s say 
JBL and Bang&Olufsen, like you mentioned, but one has the Augmented Reality app you can try and 
the other doesn't? Would you would you then be more drawn into Bang and Olufsen because you can 
already see how it looks 
 
Interviewee: 
Hmm, I don't know, I don't think that I would then just drop by JBL and say like “okay, no, I just go 
with Bang&Olufsen”. But I might be more prone to then, you know, go to this Bang&Olufsen store 
or another big store with many more brands and have the Bang&Olufsen more on my mind since I 
tried the app. But I wouldn't drop the other brands, also because of other factors like price, shape, 
look...and again reviews about this. 
 
Interviewer: 
Ok and would you talk to your friends about this Bang&Olufsen augmented reality app that you just 
tried? Like “oh try this out”? 
 
Interviewee: 
I think it depends. I would definitely talk to my flatmates about it. Or anyone that I know likes 
Bang&Olufsen, which happens a lot around Denmark [laughs] 
Maybe I will mention it to the friends I’ll be with today but I probably wouldn’t meet someone next 
week on a cafe outside and say “oh this app, bla bla bla” if it’s not in context with our conversation. 
I mean, obviously, if they would be interested in speakers for example and that topic pops up I would 
show them the app and tell them how good it is, how cool the technology is actually and how it would 
help them choose the speaker. But I would not run out and be like, “oh, guys” and first thing I mention 
is this app I tried, you know. If people talk about speakers or sound system or if we're already they 
are in the process of buying something, considering buying something then that’s when I would 
straighway talk about this Bang&Olufsen app. 
Hmm, and now that I’m thinking there’s also another advantage about this app. If you live with 
someone, than it would really facilitate the convincing process. You know what I mean? So, if me 
and my husband are considering buying a speaker, and then I'm coming home, and I already did my 
research and then I already have this app and show him how cool the speaker would look there... I 
think it would be much easier to convince my husband to choose this and this because I could show 
him. 
 
Interviewer: 
That’s a good point. And what if it was and augmented reality for clothes or makeup? Would you tell 
your friends about it? 
 
Interviewee: 
I think I would definitely talk about it more easily because all my girlfriends like shopping clothes 
you know. It would more easily pop up. It's a little bit like you know, dressing your dolls when you 
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were younger, you can kind it try out and it’s funny, but it also has to be good. It also goes back to 
this app I was mentioning in which I tried makeup and changed my hair color, that was funny, almost 
even funnier because it was so bad, so I tried it and my friends as well, we laughed and then never 
touched it again.  
But yeah it would pop up in a conversation because clothes are more of a recurrent consumption 
thing, you know? Also because clothes and make up involve you as a person, and not your home, so 
it would probably pop up in a conversation with the girls. So I think that's also difference, yeah. 
I mean, you can also have headphones, if there was an augmented reality for headphones to see how 
they would look in your head, would be awesome. Bang&Olufsen should think about that. Because 
some are too big on your head sometimes and it’s hard to choose. But again, it would be important if 
they are comfortable so I would try them with augmented reality and choose the ones I like, then go 
to the store to see if they are comfortable and buy them. And that’s already cutting you a lot of time 
in trying out all the headphones in the store.  
 
Interviewer: 
So that so for example, for clothes, you would have it more as an entertaining thing?  
 
Interviewee: 
Yeah for sure, I mean could be useful but I think it's even harder to get the sizes to fit like you body 
or your legs, you know? It’s funny to see but not something useful in terms of dimensions... So I 
would have the app more like an entertaining thing to check out the colors and what they have, if the 
shape or colors looks good on me maybe.  
 
Interviewer: 
Ok thank you so much for your insights. Is there anything else you would like to add? 
 
Interviewee: 
Hmm, I mean, I do have a question. I don't know if Bang&Olufsen has more than these products 
displayed in the augmented reality app, do you know? Because I looked, I mean, I didn't scroll through 
every single product but I saw all the speakers they had displayed and it didn't seem they had that 
much. But I mean, it's also a high end brand so they might not have a lot anyway.  
 
Interviewer: 
Yeah. Actually they don't have headphones for example, but all the speakers are in there. 
 
Interviewee: 
Ah great, they should definitely have all of them. 
 
Interviewer: 
So if I didn’t tell you now they had everything you would check in their digital catalogue if everything 
is included? Would you feel that need? 
 
Interviewee: 
Yes, for sure. I mean, again I’m not sure about the catalogue nor if they manage to put everything in 
Augmented Reality, so I wouldn’t trust they put it all in the app. Yeah. I would need to check the 
catalogue to make sure. 
 
Interviewer: 
Okay, great thank you for adding that, it’s very interesting to see you had that question on your mind. 
Again, thank you so much for contributing with your insights. 



 212 of 243 

 
________________________________________________________________________________ 

Appendix 9.3 - Interviewee 3 

________________________________________________________________________________ 
 
Basic Information 
Interviewee no.: 3 
Technological Experiment: AR 
Location: Solbjerg Plads 
Date: 02/04/2019 
 
Interviewer: 
First of all, thank you for participating in our study and for completing the task with the Bang & 
Olufsen Augmented Reality App. So the purpose is to elaborate a bit on the experience you just had 
and some other things we would like your insights on. 
Could you please start by describing your experience to me? 
 
Interviewee: 
Ok! Yeah, so basically, just going to describe in general. I mean, I opened the app. It's also important 
to say, this is not my own space, so I needed to look a little bit around first. But I mean, as soon as I 
opened it, of course, I already had the information that I had to choose a sound system from 
Bang&Olufsen. I would say it's pretty straightforward. I mean, it's kind of important to say that I did 
try an AR app before, the IKEA one. So I kind of knew more or less what I was expecting from this. 
But it was way better, the quality and the instructions Bang&Olufsen gives you. There was no 
bottleneck, it was fairly simple. I mean, it was very intuitive in that sense. And, yeah, it was nice to 
see this and it was very simple.  
So the first thing I wanted to do, and it's basically how I look at apps, I first kind of tried to explore 
the buttons and whatever. Yeah, actually, the first button was the logo of Bang and Olufsen. Because 
I had the feeling it wouldn't do anything, but just in case, to see if it they would be smart enough to 
redirect you to the online catalogue, would be cool, but no, the button didn’t do anything. Then 
basically, I went to the menu and I just looked at what were the options over there, also the Frequently 
Asked Questions and everything. I was expecting, when I opened the app that I would see maybe a 
guide straight away, even if it was like a three step guide, or something like that. I mean, the app is 
pretty intuitive anyway Then I just had to press the plus button to see which products there were. So 
the first thing, I went to the speakers. And I have to say it was really well organized but I was actually 
not sure, I couldn't really tell completely which speakers were standalone, or wall, or portable, which 
would be nice to have separated. But even so, even from the thumbnails, you could kind of see the 
type of speaker that it was in terms of size. So I guess that's pretty okay. Also, I’m not sure if they 
have all the speakers in there, I’d also have to make sure of that. Anyway, then I went for this BeoPlay 
9 speaker, that I thought looked really good  and just selected it. And it was really cool, really crazy. 
Also cool how these a customizable it is, so I could choose the color on everything, which was really 
nice, because I think that's really relevant, especially for the kind of room that you have. So that's 
really good.  
I remember there was one option, I know it's the middle bottom option, I don't remember but it was 
something like the ring color that I couldn't really understand what it meant. So maybe like, I don't 
know, this is just me thinking out of the top of my mind, but maybe would be good to zoom in a little 
bit or actually make me clearly see what I'm changing, because there are smaller details you can 
change. But other than that, it was awesome.  
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So I just chose my color and “let's go, let's place this” and just chose a corner because usually I think 
the speaker goes very nicely in the corner. And then it gave me instructions on where to point the 
camera and how to move around so that the app could recognize the space. And then I got the hang 
of it. So yeah, then I just placed it and magic happened [laughs]. I remember that I was wondering, 
“okay, but can I change the position now?”. So I pressed on it, and I noticed that I could rotate, I 
could basically get it closer to me or put it somewhere else. So that was really nice. And I mean, it's 
really cool that you can actually basically choose the exact position on everything. So that was very 
straightforward, very, like, easy to understand. 
Then yeah, then I just played around with more and more and more speakers. Then I wanted this 
speaker that was wall mounted and took me a bit longer to place it on the wall, the app said it was the 
lighting so that’s ok, I basically got it that I needed to scan the wall and step back a little bit. So then 
after that it was also pretty much straightforward. So I could do the customization part which I think 
is really a highlight. So yeah, it was super easy to do whatever you want.  
I really liked the feature also that when you already place a speaker, that you can actually remove the 
covers of the speakers. Not that you will need to see the inside of the speaker, the technical part, but 
it's cool to see like the speakers how they are inside, really interesting.  
But I need to admit when I hid the covers of the speakers, I started wondering, okay and what are the 
specs of this system, how many decibels does it have, etc. So that was something that I would have 
liked to see a little bit more described, not that I understand a lot about it but yeah could be good. But 
still a pretty cool feature that you can actually remove the covers and see what's going on inside of 
the speaker itself. 
This is something that I don't even know if it's possible with this BeoPlay Sound Shape, which you 
can actually customize the hexagons. But since this is all a little bit about the customization, it would 
actually be pretty cool to choose which hexagons are solely decorative and which ones would be 
sound speakers. And it would be cool to actually decide which ones are speakers, which ones are not 
of because, I don't know if it would make a huge difference in terms of acoustics, but yeah it would 
be funny. 
But anyway, then it was pretty much more of the same, playing around and adding stuff to see which 
one would look better in the room. But I had to try the TVs, sorry if that took longer [laughs],  
 
Interviewer: 
Oh, and why did you try a TV, when the task was to choose a speaker? 
 
Interviewee: 
[laughs] Actually on that note, I need to admit that I remember that the criteria was a sound system 
and everything. But I was just pretty much curious to try the rest. So like the app was pretty cool. 
And I wanted to see, not only in terms of sound systems, but also what else could be cool to try. This 
app also kind of makes you dream, right? I mean, basically, if you are choosing a speaker and it's 
starting to look nice... also cool with the photo feature that you can take a photo of your office or 
room or whatever it may be... but yeah it starts looking nice and you’re like “why not also putting a 
tv over there to see what it would look like”, you know what I mean? I got curious about it.  
Also because I would like to see on the wall these two huge speakers, I don't remember their name, 
so then I thought why not putting a TV right in the middle there, would look so nice. If only I had a 
lot of money [laughs] but yeah. So then I placed that.  
And then I admit that I also just got curious to see also like a small speaker, because I mean, you see 
it on the desk... 
So I actually had to say it's kind of a dangerous app in a way because it really makes you think, “oh, 
what could my actually office look like if I just kind of got a sweet service from Bang and Olufsen”. 
So that was pretty cool, even if you can dream about it only.  
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But yes, that was pretty much it and then after I decided to go to the Frequently Asked Questions. 
And then that's when I realized, “Oh, so there's actually a pretty good descriptive guide on the 
frequently asked questions”. But I did expect slightly more detailed guide on how actually I can use 
this app, what can I do from the beginning and that. But to be fair, it's an app that is extremely simple 
and that is awesome. So I needed, what, like 30 seconds with it to understand exactly what it does 
and the complexity of what it can do. And that was pretty cool. Yeah, I really liked the experience. 
 
Interviewer: 
Great, so no difficulties in completing the task tight? 
 
Interviewee: 
No, not at all. I mean, as soon as I got through the first tasks of basically just choosing a product, 
placing it, kind of realizing that, how to place it on the floor and so on, and then actually how to edit 
the position of the product itself... then it was pretty much straightforward, then it's just a matter of 
playing with different products..  
Oh, wait a minute, for example, I didn't know this product, these corner speakers, I don't remember 
the name, but they were huge. And I didn't know that and when I placed them, I got a little bit like 
“oh sh*t, maybe I don't want something this huge”. I didn't expect it to be that big, so maybe it would 
be kind of relevant to see the size of the speakers in categories, what type of speakers for example 
are big and small. I remember this speaker that I put in the corner, after I put it, it said this one should 
go in pairs, so you want to place another one, would be nice to know that already before placing it. 
So I think a bit of categorization would have been nicer. But yeah other than that, which is not a 
problem of course, it was easy to complete the task. Also, like I said before, I hope they didn’t forget 
to put any speaker in the app, because then if you don’t like my choice you can blame them [laughs]. 
 
Interviewer: 
Yeah, so you talked about that which you would improve, what about the visuals, I mean the virtual 
speakers? How believable did you think they were?  
 
Interviewee: 
Well I think that was perfect. So one of the moments while I was using the app, I was actually trying 
to test this out, trying to see exactly if it was detecting the walls and it was clearly, it was doing it 
very well. So this was when I actually put down the TV and everything. And I noticed that actually 
it wasn't letting me go through the door, which was very nice. So I could really see that it understands 
the environment that surrounded me. I mean, actually, a proof of this was also when I placed the 
portable speaker on the desk, which was a smaller item, and it was very easy to just basically place it 
on the table. So it's cool to see that you can kind of apply products that are more macro, so bigger 
projects and smaller products. And it seems the app understands that spatial part. So while I was 
getting the camera closer to the portable speaker, I could see it 360 degrees, with a lot of details, I 
could hide the cover, see it from different perspectives depending where i was standing with the 
phone, everything, which I would say it’s pretty important when the idea is to sense the products in 
the room, also it’s simply cool [laughs]... So yeah, I think it was pretty believable, I was pretty amazed 
it was perfect.  
 
Interviewer: 
Nice,  and do you think that you would use this type of app again, when shopping?  
 
Interviewee: 
Oh, for sure. Yes, I would definitely use it again. Because it just makes the shopping easier and 
entertaining. I mean, it's always one thing when I'm trying to look for like a piece of furniture or 
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whatever I'm going to put in my home, there's always that challenge of actually figuring out “how is 
this going to go in my place?”. Right? So of course you do the usual traditional way of taking the 
measures, whatever, and then trying to imagine it in your mind. And of course the augmented reality 
just cuts that boring process. So you can just see it in your living room for example. So yeah, definitely 
I would use it again.  
 
Interviewer: 
So you would say it's more the utilitarian part of it? How useful it is with the dimensions, as you said. 
But what if you're shopping for clothes? Would you use this type of app?  
 
Interviewee: 
Ahm, I'm not sure actually. I think there are certain kinds of products you can do this with and others 
that you really can’t, for example, clothing is something I'm very specific about so I need to see it 
physically on myself, and I can just try it in the store and decide. But you can't just try a big speaker 
or furniture in a store like you do with clothes, you have to try them at home because that is where 
they will be placed you know, that’s why i feel like these apps are more valuable for that... But one 
thing that is important to refer, I'm not 100% sure if I would actually shop directly from the app, 
because I will not be satisfied, I need to see things physically and up close, even though the app shows 
it to you, I still need to see it with my own eyes, the product, the size of it, the dimensions, the feel, 
everything. I mean, for example, even if you give me the specs of a speaker, which is the ultimate 
way to test the speaker... to listen to it. Right? But other than sound, you need the touch of it, I don't 
know. But again, this app is still amazing to help you choose and try out in your place so you can 
then buy it in the store, already knowing how it looks in your room. That, I would definitely use this 
app for, to actually decide on the product at least before going to a store and getting all the information 
that I would usually get either there or written in the website, and that takes so long... I think this can 
help me a lot in my decision. Maybe not in the moment of truth, to buy or not, but in the process of 
deciding. But this is also different from other products...I mean, to put into perspective, maybe a 
portable speaker I would directly buy in the app, because the portable speaker is something smaller, 
it's something that you know more or less how's it going to look. And let's say it’s less risky, not only 
because of the price, but also because of the size of the product itself. 
 
Interviewer: 
Would you actually buy higher risk products online, like those you just mentioned? 
 
Interviewee: 
Yeah good question...I think not... 
I think, for example, I always buy stuff online that is low risk, in the sense that I'm fairly confident 
that even if I don't see it before, for example, let's talk about earphones, for example. Earphones are 
earphones, in the end, they're going to fit your year, the only thing you need to worry about is the 
specs, the sound, and you can get them and they're going to be okay. So for me, I usually don't buy 
stuff online that is, yeah, maybe larger, or that you actually need to have a bigger thought process. 
It's more like, I think of something that it's necessary for me, for example, earphones is a necessity 
for me, in my daily life. So it's like, “Okay, I need this”, and it’s not something big or cute that I want, 
I want basic good ones. And then I just go on the website, I have a look at the options and I just 
choose some and buy it. 
 
Interviewer: 
So lower risk products...yeah. So what would make you use and AR app like this one for Bang & 
Olufsen? What would trigger you to use it for shopping? 
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Interviewee: 
I think the trigger for me, okay, it kind of depends on obviously, the mood and the need that I have 
for the product. So for example, just like I said before, I had an experience with an AR app before of 
this style, the IKEA app. And actually, the trigger for me to actually download an app like this was 
just because well I moved to a new apartment. And it was a lot about my struggle with my spatial 
notion, I’m really bad at it. So it was really about understanding the sizes with the IKEA app. So 
actually, now that we're talking about this, that's the main advantage for me. So maybe I'm not using 
this app, specifically to see how good the product looks, but more the logistical sense, like the 
practical sense, because I've seen Bang&Olufsen products before and know how good the design is 
and how, I would say, aesthetically pleasing or not. I think, then, when I'm back at my home after 
seeing products in the store, it's the most important part to fit this kind of app.  
So okay, I see this product, but how would it fit literally, in terms of dimensions and color in my 
office? Could I actually place it here, will it look too big, too small, whatever. So I think the trigger 
is more that part definitely. And my thought process would be “ok, I definitely need a sound system, 
I definitely need a TV, I definitely need something”, but then again, my spatial notion is terrible, just 
as most of the people honestly, so if you tell me about a 40 inch TV and a 48 inch TV I’ll have no 
idea what that means. So then that's when I'm going to look for an Augmented Reality app, maybe 
not even Bang&Olufsen, what I mean is, I would probably no matter what look for any Augmented 
Reality app that would give me TV sizes and try to test it on the wall, to see exactly how it would 
look like, regardless of design. Because the design I can already imagine more easily how it fits more 
or less to the style of my room when I see a picture, I can kind of just understand how it's going to 
look. But for me, it's very much the dimensional side of it.  
 
Interviewer: 
Okay, so it's never about the entertaining part of these apps? Like, for example, the fact that you had 
to choose the sound system in the task I gave you and then you also checked the TV because you felt 
like playing around.  
 
Interviewee: 
Ah of course, I need to say that now I was thinking more in the sense of “Okay, if I needed some 
sound system or furniture why would I need this type of app”. So if I don’t have the intention to 
actually buy it, I would still try this type of app just for fun, because it’s a new thing. So for example, 
the first time I tried the IKEA app I didn't have the single need for furniture. I only installed it again 
and used it properly when I moved to a new apartment. But the first time I tried it I was just really 
curious to try it because I thought it was really cool that IKEA made an augmented reality app. And 
I wanted to see if it actually worked that well. I think this one from Bang&Olufsen was more accurate 
and easier to use than the IKEA one. But, definitely, I mean, I'm probably, on the weekend, just install 
it this Bang&lufsen to show it to my flatmates. Also I’d like to see one of the speakers in my bedroom. 
Because again, it's going back to my very first description of my experience, it's nice to dream a little 
bit, right? So it's nice to see, even though I don’t have an intention or don't really need a sound system 
right now I would probably install it anyway, even if it's just to check it out again. Also, because I 
want to take a picture and tell my brother I bought it, make fun of him [laugh]. 
 
Interviewer: 
About that picture, is that something you find nice? Would you show your friends or your flatmates?  
 
Interviewee: 
Yeah, for sure. That's one of the things that I love. Because it's a really cool thing that you can just 
take a picture and share, doesn't really matter the purpose. For sure, I would it both as maybe kind of 
a joke in the sense that I would send my friends or flatmates saying “look at this setup, I just pimped 
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my crib” or something like that. But I would also use it if I’m living with my girlfriend or my 
flatmates, whatever. And maybe if we were thinking of getting something like this, to get a speaker 
or something. And then I would just use the app in our place, take a picture and send it to her like 
“Hey, don't you think this looks good?”. So I mean, I think it has both sides to it. I think you can kind 
of do the fun part as well, as you can do like as a suggestion or seeking opinions from other people. 
That will be actually kind of like one of the good things about sharing the images. 
 
Interviewer: 
And do you know if your friends use this type of augmented reality app? 
 
Interviewee: 
Yeah. I mean, that's why I got to try the IKEA one for example, I heard about it in the media but then 
a friend told me and I tried it. And yeah, I have many, many friends that moved into apartments here 
in Copenhagen and basically tried the IKEA app to to make their decisions. So yeah, I think there are 
many people using it. That's how it got to me.  
 
Interviewer: 
So is it possible that this is also the trigger for you to try the app ? Because your friends tell you?  
 
Interviewee: 
Yeah, for sure, possibly the most important trigger for me. But I would say it’s both... I think, let's 
say it like this, I think if a friend tells me about that app when I don't know about it, then there's kind 
of that sense of “Oh, well, really?! that exists?” and then I'm going to try it, you know. But then I'm 
not sure if it's going to just be kind of that amazement phase, like “Oh, let me try this out” and then, 
“okay, I tried it. It was fun, bye”. So I mean, like, of course if a friend tells me about it, I'm definitely 
going to try it. But I think definitely using the app again has to be with the actual purpose of the app, 
so looking for something, I think it was always have to do with the value it can add to you, the biggest 
trigger to actually keep using the app would be the need. But if you have that need, and a friend tells 
you “Hey, you should try this” or if I read the reviews of other people about the app, then i’ll instantly 
downloaded it, that’s for sure. 
 
Interviewer: 
And what about the other way around, would you talk to them about this app? 
 
Interviewee: 
Of course I would, because it’s cool, I think they would like to know there is a better technology than 
the IKEA one out there [laughs]. This one is different, it’s different stuff to play with, other than 
IKEA furniture you know. It’s again the fase of amazement, you know. So definitely, I'm pretty sure 
I would talk to people about it.  
 
Interviewer: 
And do you think you would use this again?  
 
Interviewee: 
Yeah, yeah, for sure. I think now it would be more out of curiosity, but if I ever need a speaker I’ll 
remember this for sure and I would definitely use it again. Especially because, I mean, if I want a big 
speaker for my living room, I would love to come back to it. But not sure when, how close from now. 
Not just a speaker, but augmented reality apps I will definitely use them again if I have the need for 
it. 
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Interviewer: 
So if in a year from now you want to buy a new speaker, what would you do first?  
 
Interviewee: 
Depending on how it is but I would either go to a store, and since I leave close to many stores, I'm 
definitely going in one first, checking the speakers and then trying my favorites at home. Or, if I don't 
feel like it and I'm at home, and actually I'm thinking about it, then I'll get the augmented reality app 
to play a bit and then go to the store with some of my favorites on my mind. But definitely, I think 
that the journey will involve both online and offline. So basically, what I would probably do is either 
go first to the store, then using the app at home, seeing how it fits, then going back to the store to 
actually purchase the product. Or being at home, scout the products, trying them at home with this 
augmented reality app, seeing how they look, play around, send a picture to my girlfriend for advice, 
maybe some other picture to my friends as the “I Pimped My place” joke [laughs]...but then always 
go to the store to make the final decision. Yeah, of course. 
 
Interviewer: 
And do you believe that, because you talked the IKEA app, when this was first launched, the 
technology was not as developed, the proof is what you said about it. So what happens is that a lot of 
people have an image of augmented reality apps, that now it's not true anymore, because there's so 
much more developed. What do you think about this? 
 
Interviewee: 
Pretty funny that you said that. Because actually there's already proof in this interview, that my image 
is not so good about the IKEA app and now I was amazed, right? [laughs] Because I compare the 
accuracy and I said, this one is better… 
But yeah, I think this is the future of retail. To be 100% honest, I'm fairly sure that everybody's going 
to be using AR apps, especially for this type of products. So the core could be basically furniture, 
home appliances, I'm talking even washing machines. I believe that's going to happen. I remember 
thinking about this a lot throughout the experiment and this interview, I think these apps need to be 
ready when they get to market. So I think really the interesting part is the commercialization aspect 
of it, and if you throw some technology in the market that is very flawed, people will more hardly 
give it another chance. 
And I think, for example, in this part, it was a really cool experience. But still I would even add more 
to it. So, kind of what we talked about, if my friends tell me or if I need a speaker, I’ll go home and 
see in the app “damn this looks good in my place”. But then, where is the product actually described? 
Where is the price? Where is like, all the details around the product? I didn’t get even a small 
description by Bang&Olufsen saying what they think about the product, what types of room can it go 
in, and the acoustics and stuff like that, you know. Not saying that this is the intention of the app, 
maybe this stuff is in their website or in their online catalogue, but these things should be merged. 
But I definitely think this will be in shopping. I just think that companies still kind of need to find the 
way to actually make it work. Because also, like I said I wouldn't do online shopping for this and that 
because I always need to make my last decision in the store. I'm saying this now, but maybe if they 
find the way to convince me, who knows, maybe I will say, “Okay, what what else is there to see in 
the store, actually?!” you know what I mean? So, who knows, I really think that it will be part of the 
normal shopping soon.  
 
Interviewer: 
That was really great input, thank you so much for it. 
 
________________________________________________________________________________ 
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Appendix 9.4 - Interviewee 4 

________________________________________________________________________________ 
 
Basic Information 
Interviewee no.: 4 
Technological Experience: DC 
Location: Solbjerg Plads 
Date: 02/04/2019 
 
Interviewer:  
Okay. Well, first of all, thank you for for being here pretty. Um, so just to start out, can you tell me a 
little bit about your experience with the digital catalogue. 
 
Interviewee:  
Sure, sure. Yeah. And so, first of all, I think, for the, I'm an online shopper. And I like online shopping, 
and I do it very, very very often. So, probably every week, I'm browsing through websites. But I 
would always only browse through websites were like price is not that high, so there's not a lot of like 
risk involved in the purchase. So, I think, for this one, I think it was way tougher to do because you 
gave me the opportunity to kind of buy whatever I want, with no like budget. And I think this was 
harder because for like a speaker I would need to have someone who would help me with the decision 
someone guiding me through the decision process. Yeah I mean I'm also like a girl, I don't have any 
ideas about speakers, you know. And, yeah, I would need someone to help me with it. And also for 
these like high amounts of money to spend, I would never in my life, buy it online. Yeah, maybe I 
would go to the store, get all the information I need and then go back and just [buy it]. But then I 
wouldn't like go through the digital catalogue, I would rather put it on like search, and put in what I 
want, and then buy it, you know. But that is only if there's a discount if there's anything like better 
for me to do it online, otherwise I would always buy in the store,  
 
Interviewer:  
Would you use it, maybe for information before you go to the store? 
 
Interviewee:  
Usually I would say yes but for this purchase because it's also like a risky purchase kind of. I think I 
would rather inform myself on other like media, maybe for example in Germany I don't know if this 
is like a pure German thing, but with this paper they always like test different things, it could also be 
toothpaste and they would say ‘okay these are good and these are bad’, and they would probably have 
done it also for like speakers and maybe this would be like my source of information or, like, yeah 
magazines in general or something. I don't think I would go on the website first. Maybe I would go 
after I went to the store to check it again, and like to see again. But for example, Apple has this really 
cool feature where - that's where I go on online first for example - because they have this feature 
where you can click on all the, let's say Macs, that you're interested in and then they give you this 
table, where you can analyze what's the difference between the different Macbooks that you are 
interested in, for example. Yeah maybe then I would rather do it, but here I didn't really think it gave 
me value, you know. 
 
Interviewer:  
Was that your primary thought when you were going through this is like ‘I would never shop like 
this’? 
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Interviewee:  
Yeah, yeah, yeah, because I think the price is actually something for like such a high price I wouldn't 
shop online.  
 
Interviewer: 
If we're if we're thinking that then maybe you would be getting one of the smaller options that you 
have, those small speakers that they have, would you be more inclined to do it because it's less of a 
financial risk?  
 
Interviewee:  
Yeah, I mean, For example, when I bought my MacBook. I, I was also thinking, oh maybe I just 
going to do it online because I know what I want to get so I can also just look it up again here and 
then buy it. Yeah. And so, yes I think if it is like a lesser expensive purchase I would rather do it 
online, I guess. 
 
Interviewer:  
Maybe also a less permanent one? I mean, yeah, you can switch out the portable one’s easier than a 
wall mounted speaker. 
 
Interviewee:  
Yeah, but I think that's the thing. Like these, I don't know, these speakers they...it was like a higher 
involvement search definitely. And then if you have an even higher involvement, I think, like the risk 
that you are feeling personally is always going to be higher. When it's like more money involved kind 
of. And if it’s cheaper than I would probably also not see it as such a risky purchase. But also since 
its B&O speakers, they are also a design piece. Yeah, you would all always also think ‘is it my style?’ 
or if I'm going to move my apartment or whatever ‘does it still fit in it?’. Like, it's a more longer term 
decision. So definitely an investment piece.  
 
Interviewer:  
Oh, but I completely agree. And speaking of this being design driven, was that something you were 
thinking about when you were going through all of these? 
 
Interviewee:  
Yes, yes, but more like in a bad way because the task you gave me was to find like speaker that fits 
in the room and would make like a nice like soundsystem and whatever. And if I wanted to spend a 
lot of money, I could. But then when I looked through the digital catalogue, that's what I also said, 
like the last time, I think they always talk about the design first and not about the quality of the speaker 
speakers let’s say. I think if I would do like such a big purchase, the design we would not be my first 
party but rather the sound. The functionality would be more important. 
 
Interviewer:  
And because we keep going back to like the functional part and how you actually want to test it out, 
do you think that maybe mobile shopping is just not for you in this sense? Or could it be 
complementary? 
 
Interviewee:  
Well, it could be complementary, I think it's just depending on the product. Like, as you said, like the 
cheaper products. Yeah, the smaller speakers or headphones for example, I would definitely be more 
inclined to buy that on a mobile, than huge speaker and yeah… 
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Interviewer:  
Do you think that they could somehow improve upon it to make you more inclined to use it, or just 
to make you have a better browsing experience? For instance if they focus more on how the speakers 
are used? 
 
Interviewee:  
Yeah, I was thinking maybe like videos for example could help like moving pictures. Because I know 
they had this - is it called 360 degree? - option for you to try out. But I think like a video would have 
been nicer, also where you could maybe listen to the speakers. I don't know if this is possible but it 
would be cool to have a listening option to each of the speakers and then hearing the sound 
differences, kind off, through the app. 
 
Interviewer: 
Yeah, for instance I know with Google 360, the sound moves with you, so it is possible. So if, for 
instance, if we say you were on the app and then it had video component, do you think that would be 
more helpful?  
 
Interviewee:  
Yeah, that would definitely be more helpful.  
 
Interviewer:  
Would it be more fun? 
 
Interviewee:  
Yeah, probably. Yeah, yeah. I mean, everything that engages the consumer more. Yeah, it's more fun 
for the consumer kind of.  
 
Interviewer:  
You say that you do a lot of online shopping and online browsing. What's your preference, meaning 
what do you actually look for? 
 
Interviewee:  
I think it's mostly clothes. And then also in Germany at least we are big Amazon shoppers! So 
whenever we need something for the kitchen, or whatever, we always go on Amazon and shop it. 
Yeah and other than that, I would want to shop like event tickets for example online. And I was also 
thinking about buying my phone online actually for, but for this like refurbish on these refurbishing 
sites. Yeah, these are things that I would buy online, and just like your shoes and such.  
 
Interviewer:  
Do you ever notice a difference between the websites? Meaning is there one type you prefer, because 
yeah that's actually just nicer.  
 
Interviewee: 
I like, I mean, I don't like ASOS that much, but what I like is that you can...they always have a model 
and they show like a video, and then the model’s walking down a catwalk so you can see how it looks 
like if someone's actually wearing it. Because I just mean that sometimes on pictures, they tuck in the 
clothes, so you don't actually see how it would look like. So I like this video feature. And then I hate 
when like websites are not responsive enough! If I do something and I want to be quick yeah and 
they’re taking forever to go back, I hate that. I think ASOS is good example of this.  
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Interviewer:  
And then we're back to the video aspect again. So it becomes like a little entertainment system almost?  
 
Interviewee:  
Yeah, kinda. Yeah. And it also makes me feel like as if I was in a store maybe a bit more, as if my 
friend would try it on. And then you could see how it is and used, without actually having to go a 
store. Yeah.  
 
Interviewer:  
And you also talked about the responsiveness.  
 
Interviewee:  
Yeah that's quite important! Yeah.  
 
Interviewer:  
Did you have any issues with that, when you were on the mobile? 
 
Interviewee:  
Yeah. Yeah, because I'm always like very past like swiper and scroller. So whenever I was too quick 
like the pictures disappeared. So, this is super annoying I think because then you have to wait until 
it's loaded, then sometimes it's not loading again and then you have to refresh the browser. You never 
know if something gets lost that you, I don't know, saved or something. That you missed out on 
something in the catalogue.  
 
Interviewer:  
Yeah, that gets quite tedious... 
 
Interviewee:  
Yeah. 
 
Interviewer:  
...and frustrating, I think I remember your face during this. 
 
Interviewee:  
Yeah, it's annoying. Yeah. Yeah. Yep. 
 
Interviewer:  
Do you, do you prefer, going into a store? Now we just talked about the ASOS part. Would you prefer 
going into a store over online shopping. If you had to choose one. 
 
Interviewee:  
Yeah, if I had to choose one I would rather go to the store I think, because the risk of purchasing 
something online is way higher. My dad for example, he hates it when I shop something online, 
because at least half of what I buy goes back because I'm not happy with the quality or it doesn't fit 
me the way I wanted it to, I don't know. So, yeah, in the store I think you can make the better, like, 
yeah, decision or the second decision where you can be sure of yourself.  
 
Interviewer:  
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Yeah, but other than the end product, is there anything that you think, from your experience with 
online and now mobile shopping, are there qualities to the in store shopping, that you are missing in 
the online? 
 
Interviewee:  
Um, yeah, I think, if you shop online, I mean if you shop in the store, it's most of the time, an 
experience. Especially if it's something like Bang & Olufsen for example. They are thinking you 
might spend more money in their shop, so then you get coffee maybe. And then they have like those 
different like areas, where you can listen to the music as well. So I think it [the service] makes a huge 
difference for your experience. I mean you could spend hours in the store probably to inform yourself 
about everything and then also have a chat with the people. And all that is something that adds up to 
the experience. I would say to like the sales people like telling you and giving you information about 
everything that also adds up to, yeah, the brand experience in the end. And yeah, maybe also you 
perceive the brand. 
 
Interviewer:  
Yeah, well yeah because they’re representative.  
 
Interviewee:  
Exactly. Okay, but also it could probably also be the other way around, you could go in a store and 
then the people make the experience in this store worse, you know. Yeah, if you go there, you don't 
really feel like yeah they value or whatever. 
 
Interviewer:  
So, just thought, yeah, you know on websites when they have that little online assistant? Do you think 
that would be useful, like chatbots, or would it be too disturbing if you were on a mobile? 
 
Interviewee:  
Depends. Yeah, for example, I hate when shop assistants are too pushy and probably it's even more 
disturbing on a mobile more. I also hate when it pops up, you close it and then it pops up again. But 
sometimes, then again, like if I need something and I can't find it, then I like to ask it just because it's 
more convenient. Yeah. Yeah, I think it is very debatable. Maybe if they could implement this too, 
so when they see that you always go back and forth and you scroll a lot, then they could be like okay, 
‘can I help you?’. Yeah, but if it always pops up in the beginning, then, I don't know, that's a bit 
frustrating. 
 
Interviewer:  
Yeah, it’s similar to the in-store experience when people come over and talk to you immediately.  
 
Interviewee:  
Yeah. Yeah, exactly. 
 
Interviewer:  
So, what if it were just a function that you could click on that they had it in the corner? Yeah, so 
imagine having yeah bottom corner of your phone, when needed.  
 
Interviewee:  
Yeah, I think this is helpful. Yeah, because then you can choose actually, if you want to use it, and 
you are not aware of it all the time. So if you were looking for information or more information on 
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something, then you would definitely notice this like information sign or whatever. Yeah, and then 
you would probably use it. Yeah.  
 
Interviewee:  
Also on like on a digital catalogue with so much information overload maybe it could be [useful]? 
 
Interviewer:  
Also for me now thinking that because I was, when you said that to me like choose whatever I was 
like, ‘Okay, I'm looking at these features now, but I have no fucking clue what it means’ yeah so I 
would probably like to ask them so ‘what is the difference between this and that megahertz to these 
figureheads’ like because I personally have no idea. Yeah, exactly. So then it would probably be 
helpful. Yeah. 
 
Interviewer:  
And it could also be an interactivity component of an otherwise non interactive [application]. 
 
Interviewee:  
Exactly. I mean, that is something that definitely adds up in my opinion. Yeah. And also the quality 
factor yeah that's maybe something that's also nicer and like moving pictures for example, because if 
you feel like you can see the quality better. Yeah, and if it's like, like a purchase like speaker, you 
will probably always want to see it looks as high quality as you think.  
 
Interviewer:  
Yeah, instead of being retouched yeah whatnot. Yeah. But now that we're back to the, to the products 
have a quick question about it. When you were scrolling through the digital catalogue, did you feel 
like they looked, for instance, as high quality as you wanted them to be? Meaning did you find the 
pictures believable? 
 
Interviewee:  
In a way, some more, some less. I remember the ones that were customizable. And I think they rather 
look like as if there were like a computer animation and not like a real speaker. And maybe so if you 
see like, when architects, for example, they design houses and you see it and you always think they're 
not going to look as nice in real life. But I think the other ones for example this big round one on the 
legs, I think that looked like I would also imagine them to look in real life. Probably also because 
they put them in the living room, or whatever. So you were also able to imagine it more to be a part 
of the space.  
 
Interviewer:  
They put it in the sort of simulation… 
 
Interviewee:  
Yeah. Well, yeah, yeah, I think that looked kind of cool. 
 
Interviewer:  
You were also on your way, I remember when you're doing a 360 degree, to enter into the AR. Like 
‘can I look at it in real life, the AR add on’. 
 
Interviewee:  
Yeah. Yeah, that would be probably something that would draw me more. Yeah, and it ties back with 
the videos yeah exactly this of interacting a little more.  
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Interviewer:  
Hmm, yeah, that's a really nice insight as well to have, thank you! But now that you, you shop a lot 
online, you say your dad doesn't like it. But what about your other friends? Is it something you share 
or talk about.  
 
Interviewee:  
Yeah, sometimes you talk about it, and they think it's strange because all of them are not doing it. 
Yeah, so, like for example if I think about my flat now, they prefer to go in-store. Yeah, but for me, 
it's probably also because in Germany, we don't have that big of a selection. Oh, we always have the 
same stores and nothing different anywhere. Yeah, so I feel like online you have like a bigger variety 
of items that you can shop and choose. Also, like, for me it's also sometimes discounts to be honest, 
for example on Black Friday every online shop has like so many discounts and I always like purchase 
the Christmas present then. So, that's also something that sometimes draws me to online shopping. 
 
Interviewer:  
But for instance to you when you shop online, is it something that you ask your friends opinion about 
for instance when it comes the items that you're shopping? Or are you very self determined in that 
way? 
 
Interviewee: 
I think this goes back to the speakers, because I think it always depends on the money I'm spending. 
Because if it's like, I don't know 10 white shirts for five euros, I would never ask anyone but if it's 
like, I don’t know, a  coat for like 200 euros - that's how many kroner, 1400-1500? - then I would 
definitely ask people, probably my boyfriend because he has to look at it more often. And then, like 
maybe the friends that I know that like shopping, as well, and also values it, like for example the girls 
in my flat they would always rather go to the like cheap stores, whereas I like to not buy that many 
things but rather like more expensive things, quality over quantity. So I don't think they would 
understand. And also sometimes, I would probably feel bad about the amount of money that I would 
spend on something and they would never do this. So I don't want them to know kind of, how much 
I spent.  
 
Interviewer: 
So there's sort of, there's sort of two parts to your answer. One is the higher involvement, the more 
social engagement, and also validation. Whereas it also comes with sort of a shadow, like a backside, 
meaning that the more more you spend the higher social repercussions.  
 
Interviewee: 
Yeah yeah but I mean that's also a big part of involvement right? That, like if you have these, like, 
also likes you have this social desirability if you want people to like what you are wearing not buying 
or whatever. So if you feel like someone could criticize it, you really wouldn't show it to them.  
 
Interviewee: 
Yeah. Yeah. And if you want some validation for buying the 200 euro coat, then you ask the people 
who will agree with you.  
 
Interviewee: 
Yeah exactly, exactly, yeah.  
 
Interviewer: 
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Yeah, and they could also go I don't know when it comes to if we just look at the design features of 
the Bang & Olufsen and see if you know someone loves design and art, then maybe they will be more 
than happy to support this kind of choice.  
 
Interviewee: 
Yeah, definitely. But I think for the mobile shopping for it I don't know if we are now mixing of the 
always going for mobile shopping or if you're also looking at online shopping. But I think in 
Germany, for example, I would not do mobile shopping, as much as I would do here, just because 
we're data restricted in Germany. We only have a few gigabytes in the contract. I mean it's usual that 
people only have like 4 gigabytes. Yeah, so like if you go around you wouldn't even go and Instagram 
because it would take too much data. Yeah. And here we have so much data that I just don't care so I 
do everything on my phone.  
 
Interviewer: 
Yeah, that's also a huge part of it. Now you say that you do everything on mobile here in Denmark.  
 
Interviewee: 
Yeah.  
 
Interviewer: 
Do you actually shop on your phone?  
 
Interviewee: 
Ah yeah, but to be honest, most of the times, it's more the information than the actual purchase. The 
purchase I do later on, on the computer. Yeah, but because they want to promote the app as well, they 
give discounts only on the apps and then I'll definitely go there on the app.  
 
Interviewer: 
So again, it's kind of involvement aspect if you can get discounts. 
 
Interviewee: 
Yeah, exactly. And then it's like more of this situational context I guess. They trigger me to do it 
once, but then after that I'm not like, ‘Oh, yeah, there was like a positive like purchase so I'm going 
back there’. Next time I would probably again go back to my computer. Yeah, and I had an iPad for 
a while. Yeah, and I thought it was kind of inconvenient, so I gave it to my dad. Because I think like 
lots of [online] stores are also not very mobile optimized yet, they don't have like the perfect mobile 
setup.  
 
Interviewer:  
I mean, yeah going back to the app, you see when you went back, it would sort of switch [product] 
placement and products would be missing, so actually the system is not optimized for that kind of 
use. 
 
Interviewee: 
Yeah, exactly.  
 
Interviewer: 
And especially like you say about Germany that you cannot even use it on the go then what’s the use? 
Would you rather have a bigger screen?  
 



 227 of 243 

Interviewee: 
Yes! 
 
Interviewer: 
That's really interesting because that's some conditions that have to be in place before you can use it.  
 
Interviewee: 
And I think, I mean, in Scandinavia you’re all used to this amount of data but then the rest of Europe, 
it's not the same. For example, one of my friend she has like 10 gigabyte, she was telling me that she 
signed this really cool new contract and has like 10 gigabytes, and I was like ‘that’s not so great, I 
have a 100 gigabytes’. And it would just be great if it was like that in the rest of Europe.  
 
Interviewer:  
Did you know that you can get it free in Europe as part of your contract [with a Danish service 
company], I think it’s called ‘3 like home’. And it's expanding so you can get it in the US as well in 
Japan. 
 
Interviewee: 
Oh good! Yeah it's not like that in Germany at all. 
 
Interviewer: 
Yeah, but it's like the underlying conditions for you being able to actually do mobile browsing. Yeah, 
I mean, You can even see it in Danes who go on the train up north. Yeah, because there is a part of 
that journey where there's no connection. And if you get far up then it switches to the Swedish 
network. 
 
Interviewee: 
Ah, yeah. Crazy. 
 
Interviewer: 
So to sum up there are some structural conditions that need to be in place for this to work. But I think 
you've almost answered my last question, with the mobile experience, as you said you wouldn't 
necessarily go back to a mobile experience just because you had a nice big discount there once.  
 
Interviewee: 
Yeah. 
 
Interviewer: 
Because you're more inclined to go on the computer. 
 
Interviewee: 
Yeah, yeah. Because I think, like, in general it's nicer to, to see it on a bigger screen that's probably 
the first - but I mean I have an iPhone X and that's already quite big like this. But then I think another 
point is that lots of apps, in my opinion, are not as easy to understand. On the computer I think most 
websites are better structured. So they look and sort of feel better on the computer than on the phone 
in my opinion. 
 
Interviewer: 
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Do you also think maybe that's an experience thing that you're so used to a computer? And people 
have built websites that all kind of look alike, so we intuitively know what to do? Whereas on the 
phone it hasn't been streamlined yet? 
 
Interviewee: 
Probably and maybe there's also not like on the computer every website is kind of the same. But on 
the phone, every like app has like differences. Yeah, so you also, you are not...I mean what I like 
about online shopping is that it's always the same. Like, you click somewhere and then you can go 
back. But then the companies make these apps, where it’s always different. You have to always see, 
because for some you have to scroll down to see more pictures and for others you have to swipe right 
and and left. It always annoys me. Like if I don't understand, like you know in one second, how to 
use this [I’m annoyed]. For example for your app it took me quite a while to see this 360 degree 
option.  
 
Interviewer: 
And you were one of the, one of two, so far, to have seen it.  
 
Interviewee: 
So I guess if they should make like a bigger thing out of it. Or they could, instead of having a simple 
picture, they would already have like a picture that you could turn. Then it would already be like a 
nicer experience. But I think big part is that each app is very different in the handling of it, handling 
the interface of it. 
 
Interviewer: 
So it's actually a little bit disturbing for your experience in a way? 
 
Interviewee: 
Yeah, for example for Band & Olufsen, you always have to swipe down, down, down. But then I also 
know like lots of other apps where it's all right under the picture. And then if you're interested in one 
part then you can click on it and it will open up [a dialogue box]. But then it closes again, so you can 
have the bigger overview again if you want. Whereas for Bang & Olufsen, it was like lots of like 
scrolling, scrolling, scrolling. And, yeah, and then also with the pictures I mean, yeah, I said with the 
360 degree. I mean it's a cool feature, and they could advertise it way more also like on the first page. 
So if you click on speakers, they could maybe put something on the side saying ‘Experience all our 
speakers in 360 degree’, for example. I mean, it is something that’s outstanding probably from other 
companies. 
 
Interviewer: 
Definitely. Because as we’ve talked about the design, it has to be gorgeous from all angles. Yeah. 
And you never see, at least with technological companies, showing the backs of their products. They 
never show the backside, for instance, of a television like they do here. So, that could be a 
differentiating factor, that’s true.  
 
Interviewee:  
Yeah, exactly! 
 
Interviewer:  
Do you have any last comments before we.end this interview? 
 
Interviewee:  
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I would have very much liked to try out the AR thing in the 360 feature! *laughs* 
 
Interviewer: 
I can try it with you another day *laughs*. But if that’s all, thank you so much for your participation.  
 
________________________________________________________________________________ 

Appendix 9.5 - Interviewee 5 

________________________________________________________________________________ 
 
Basic Information 
Interviewee no.: 5 
Technological Experience: DC 
Location: Solbjerg Plads 
Date: 03/04/2019 
 
Interviewer:  
All right, I'm just to start us out, can you please describe the sort of experience you had a using the 
digital catalog. 
 
Interviewee:  
Yes. Uhm, it was very, very clean. It was very easy to navigate. I took a very simple route, I went 
first I went on the Explore page that didn't... I always find like that's a bit vague to me. Explore what? 
They don't know what you're looking for. So I went straight into the shop and it was very clean, very 
fine overview. Yeah, clean pictures. Very thought through aesthetic in a sense like they are not 
confused on their identity. Aligned, yes. That's a good word... 
 
Interviewer:  
So what did you think initially, when we asked him to perform this task?  
 
Interviewee: 
I thought, where should I start. And how I recall it was the first button was explore. And, yeah, and 
the menu was more of a burger menu, which is always a bit hidden for me. I actually prefer it when 
people just give me shop, because that's where I always go and that's where I get like make my own 
overview of all the products. And I really liked it, it was so easy to scroll through all the products. 
One of the things that I did miss was, was pictures of the product relative to something. Because when 
I was just scrolling through the product, then mega edge speaker looked like one of the little portable 
handheld speakers. Yeah. So to me, that created a bit of a fake illusion of what was what. Yeah, that 
was the only thing I was like, ‘Oh, I wonder’ so I just saw looking at the price and then I had to 
assume that are cheaper price meant smaller product. Yeah and I mean that's not necessarily the case 
no. 
 
Interviewer: 
So maybe being able to filter between the different options? 
 
Interviewee: 
Something like that. Yeah. Also, I mean I don't know if it was there but... Then I went to speaker. I 
went into a category called speaker because I decided I wanted to check out speakers. Mm hmm… 
Yeah, which is...no... because I liked that they had all those options because if I'm looking for speaker 
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for my home, I can be considering the big ones, I could be considering a small one, but in one way 
or another, if that initial picture, gave you an impression of the size of it, there could be either if they 
want to keep it super clean having a table like sitting next to it, or even just - don't use this idea ever 
- been like a ruler of some sort or that shows...that gives you some impression of what kind of product 
you're looking for.  
 
Interviewer:  
So the dimensions were initially quite a bit off?  
 
Interviewee:  
The dimensions were cmpletely off! But I know a lot of B&O products. Well I know some of them, 
I did not know the big fancy decided once, but the portable ones I've seen multiple times before, so 
it was easy for me to scroll down, find that open that product page, then scroll down bottom of that 
product page and have the size confirmed. 
 
Interviewer:  
So, actually your experience sort of helped you in your information search? 
 
Interviewee:  
Definitely, yeah, it helped me with information. 
 
Interviewer:  
Interesting. No, but that's, I think that's quite interesting because some people, if you don't know the 
brand, they might find it...because you mentioned a little bit about how, actually, the dimensions were 
quite difficult to discern initially, and that might actually be disturbing to some people if they don't 
have the experience. 
 
Interviewee: 
And it was quite disturbing for me as well because, initially I thought the edge one was a pretty cool 
speaker. Because I thought it was just stylish and small and portable. Hmm. It was not, you know, 
yeah the dimensions...For some reason I don't like criticizing it because I don't have a proposal of 
how to optimize it but I realized that's not my responsibility at all. All I can do a state that the 
dimension, were confusing to me yeah but aesthetically it looks super nice that it was so clean. Yeah. 
But then again, is it a design page, or do they sell a product? Yeah. 
 
Interviewer: 
So, even though maybe aesthetically it was aligned and you know yeah see the thought behind it, it 
was not as useful? 
 
Interviewee:  
Yeah. Yeah, exactly. It was not. It was not impossible, but it made it harder to access. Yeah, and it 
would make it harder for me to make my decision and I could imagine, some people you know when 
you just scroll through a ton of pages may end up there being like ‘wait what is what’ and that you 
don't you don't have the capacity to go into it.  
 
Interviewer:  
Like, you don’t have the capacity for information processing?  
 
Interviewee: 
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Exactly, yeah not bother to go through that process when you can just scroll somewhere different, 
that shows it. 
 
Interviewer:  
But even with these small things that you didn't like, did you find it difficult, to complete the task? 
 
Interviewee:  
No, not at all. Overall I actually liked the page a lot. Yeah, I knew I was going for a smaller speaker. 
Like I had, I had an idea of where I wanted to with it. And when I opened that page, it showed close-
ups. I love that it showed close-ups and super sharp, clean product pictures I love that. Then I scrolled 
down a little and I had the product in a setting, which was super useful because then I could see how 
I could use the product - you can see it was at a dinner table, outside, like summer evening, it also 
inspires me to do the same, you know? And all of a sudden instead of just seeing the speaker and 
thinking ‘I need music’, I could be scrolling through and be like, ‘Hmm, I want to be at that dinner 
party’. And providing that music with my friends would be great. So all of a sudden you sell more of 
an experience. And I actually noticed and this makes me sound like a crazy person, but I was far more 
attracted to the 17 one, the white well silver square one with a handle compared to one I visited later 
that was maybe called B2 something, which was an oval black one. Because when I open that one, it 
was a fancy suitcase and a pointy brown working man shoe. And it just seemed a bit snooty, it took 
away the cozy vibe. But, you know, so I actually noticed I was like no you know I don't like it as 
much. But as I scrolled through the pictures I could then see it in a bit more familiar setting to me, 
but these pictures matter a lot! 
 
Interviewer: 
Because they resonated you emotionally? 
 
Interviewee:  
So much! Yeah, yeah, it's quite...it's like right now I kinda want to have that little speaker here, but 
not the snooty one, the other one.  
 
Interviewer:  
But if we quickly go back to the visuals, a little bit. Now, you said that you could see yourself with 
the final speaker and in multiple different settings.  
 
Interviewee:  
Yes.  
 
Interviewer:  
Did you find the visuals of it believable? 
 
Interviewee:  
Yes, I found them believable.  
 
Interviewer:  
I know we have talked a little bit about the dimensions of some of the things… 
 
Interviewee:  
The dimensions were the only thing I that I've found confusing. But I visited the product pages. And 
when I visited the product page, to me everything was clear. Yeah, and it was very easy and I found 
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a picture is very believable. Yeah. And no it's it seemed great, I don't actually have a lot of criticism 
that the pictures and all the visuals to me seemed believable.  
 
Interviewer:  
And we can sort of state that the visuals are quite important to you, when it comes to online shopping? 
 
Interviewee:  
Super important to me! *laughs* No, but it does matter lot! And yeah, it matters a lot so important, 
but also it shows me the product. And when you buy something expensive online, it's not enough to 
have some blurry picture of it lying in the background. So I really appreciated the product pictures as 
well at the very top, because you can see all the little details, you can see what the little speaker-hole 
things look like, yeah, it gives you a good impression, super good impression  
 
Interviewer:  
And that makes it easier to sort of visualise in your setting? 
 
Interviewee:  
Yeah! and also see is this actually the product I want. Because so often when you buy something you 
like us this kind of blue and then when you look close you're like oh it has these little holes, it has 
this type of wire or whatever this button and it just gives you such a good impression of how the 
product works, and how advanced it as as well. And so I think the product pictures are essential, 
especially when buying an expensive product. Yeah, because if I didn't see all those details, I would 
never buy it online. Yeah, I would always go down to the store and look at it, feel it in my own hand. 
So they have to be able to give you the experience of you having touched it, or having felt it. And 
they do that by showing what it looks like in your home and all the close ups of the product details. I 
would say, yeah, it does this. 
 
Interviewer:  
And how did you think it was doing all of this on your phone? 
 
Interviewee:  
I'm on my phone little lot. Yeah, so I'm very used to working on my phone. But I never shop, on my 
phone ever. If I'm attracted to a product, like here, if I was to buy one of these products I would have 
looked at it on my phone, probably taking a screenshot of some sort. And, most likely I forgotten 
about it but saying I was really keen on buying it, yeah, I would go my computer and buy it. I never 
buy stuff over my phone, no. 
 
Interviewer:  
And after this experience, you wouldn't be inclined to do that either? 
 
Interviewee:  
It was a good shopping experience, because oftentimes I land on pages where you can’t find the 
purchase button. Yeah, you know you have a...probably put in a basket you like where's my basket 
you find it. Yeah, asking you like how do I check out you know it's a mess. Yeah, but with this app I 
didn't try processing a checkout. And usually, that's where I'm very particular because I don't like 
putting my credit card information anywhere, that doesn't make it very, very easy. 
 
Interviewer:  
So, the sort of the fact that you didn't have to purchase it made the worries disappear? 
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Interviewee:  
Yes, yeah I didn't consider it. Yeah, a lot, but in real life...yeah, it's an expensive product, I wouldn't 
do it on my phone it seems weird. It's not enough effort... I would do it on my computer seems more 
reliable that way. Yeah, yeah, definitely. I don't know why but I did like that experience. Yeah, and 
it is over my phone I have the first experience with the product. So the fact that it leaves a lasting 
impression will make me go buy it on my computer. If this hadn't been a good, initial shopping 
experience - excluding the checkout process - then I would have never ever gone and taking it further 
on my computer. Does that make sense? 
 
Interviewer:  
Yeah, yeah, yeah it does it's like the first step, in reaching the brand.  
 
Interviewee:  
Exactly! 
 
Interviewer:  
If we go back to the possibilities of this because so far we have been talking about the small 
speakers… Do you feel that with the larger items that this could be a good way to determine if it 
could fit in your space? 
 
Interviewee:  
If what could be a good way? 
 
Interviewer:  
Using the digital catalog or would you always prefer going into a store, so you can physically see the 
size of such an item? 
 
Interviewee:  
I mean I am one of the people that always visit a store, to buy it. And if I was to buy one of the little 
portable ones, I know my friend has one, I know what it looks like, I know the size of it, the function, 
so I'd feel comfortable just picking the color. And I trust that product. But if I was to buy a bigger 
speaker, I would always, you know, visit a store, because that's just how I work. I'm...I'm not in an 
online shopper. No, I would visit the store to see the product... Also, I like the product pictures a ton. 
There's always like, ‘Oh, what is the color like’ and ‘what is this texture actually like’ -  if it's a big 
product and I spend 20,000 kroner, I am definitely checking that out in a store! 
 
Interviewer:  
Feeling it, testing it? 
 
Interviewee:  
Yeah, yeah, and asking the salesperson, the stupid questions. Always.  
 
Interviewer: 
Would that social interaction be something you valued in a shopping experience? 
 
Interviewee:  
Always! Yes. Yeah. For some… I guess it's also because I'm not into tech, so I don't always trust my 
own judgment. So I like going into a store saying ‘I'm considering this, these are my needs. Do you 
agree with my yeah decision, or do you have other recommendations?’ 
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Interviewer:  
Yeah, seeking expertise? 
 
Interviewee: 
Always!  
 
Interviewer:  
Do you do the same with friends? 
 
Interviewee:  
Like seeking expertise from the? Like asking for their opinion? Yes! On big things I mean, that's… 
It also depends on your budget right? To me, that is a lot of money. If I was to buy a small speaker I 
could ask my friend ‘Do you think I should go for like a bright blue to be fun or should I go for a 
neutral because it is long lasting or timeless?’ or whatever. That's the kind of question I would ask, 
and I probably wouldn't go into a store, asking a lot of information if it's a small product. Yeah, but 
also I did not check their delivery because I didn't check out, but I hate paying for delivery. And I 
hate waiting. I live in Copenhagen. There are a lot of these [stores], I assume. But I would always go 
down there so I can have a product with me straight away. Yeah. But that's an issue with me and my 
patience. Immediacy, very much so. But I would always research online before buying a product. I 
would never just go down to the store and be like ‘So, show me what you’ve got’. I would always do 
my initial research online. And that's why I was really pleased with this experience. Yeah dimensions 
were off, but with the type of product I looked for, it was pretty useful. You can determine it by the 
size of the hand or imagination.  
 
Interviewer:  
Do you know any people who shop a lot on their phone? 
 
Interviewee:  
I wouldn’t say a lot, but my boyfriend, for instance, he doesn't care where he shops. All of a sudden, 
it’s like ‘what are you doing?’ and he's buying some shit off Amazon. Always on his phone. Yeah, 
that's just how he functions.  
 
Interviewer:  
Do you think that's made you more prone to doing it on your phone? 
 
Interviewee:  
Yeeees, so much more prone to doing it on my phone because he does it. Because he’s techy, he's 
smart so if he trusts it, I trust it to. Yeah, it's pretty silly, but that is how it works. But I still just like 
that overview of having my computer. I have tabs then I can take a screenshot. I have paid and it's, 
um, yeah… I know that I can take screenshots on my phone, but it seems different when it's on my 
computer, it's serious. When it's on my phone it's a fun little thing.  
 
Interviewer:  
Okay, so it's actually two different experiences? 
 
Interviewee:  
Completely! I would also never write an essay on my phone, I’d do that on my computer. I'm… Oh, 
also I think actually, I know what one of the reasons is - I'm far more comfortable with the keyboard 
on a computer right, having to type in my information. Yeah, on my phone, and like, you know, 
phones, always think they know you. Yeah, so they can come up with what is called autocorrect and 
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it irritates me whenever I write my name, or my email, it changes it. Yeah, and I know it doesn't take 
a long time but it bugs me and I don't have the patience for it. My computer, I trust the keyboard. 
Yeah, I know that keyboard, it's in my fingers. 
 
Interviewer:  
Would you then say it's a condition on your mobile that makes you not actually engage in certain 
activities on your phone because it like tries to, I don't know, act on behalf of you.  
 
Interviewee:  
That's true! 
 
Interviewer:  
And it does it in a bad way? 
 
Interviewee:  
Yeah, and it's, it's also silly but if I read something that's really interesting, really serious yes it's a bit 
off topic so I'll be brief, but I’ll read it on my computer. I don't read a lot of articles on my phone. I 
read fun little articles - manrepeller, it’s great! -  but if I am to do research I always do it on my 
computer because then I can have multiple tabs open and I’d probably do that here too if I were to 
buy the speaker, you know have this speaker in this tab, this in this, compare the different ones, do a 
bit of research area, and for that the phone is not that functional. 
 
Interviewer:  
It's quite interesting it's almost like the dimensions of the phone, or the computer is what can 
determine your information processing almost,  
 
Interviewee:  
Completely! 
 
Interviewer:  
I'm not sure if that's wrong with me to assume… 
 
Interviewee:  
No, that's that's exactly what it is, but I do also realize that it's a matter of habit right. I'm so used to 
doing it on my computer, so I’m more comfortable with that. On my phone I check Instagram. It 
doesn't seem, like, a place to do serious activities, even though Instagram has a buy function now - 
which I would never use exactly for that reason. I would never buy anything over Facebook. No, I 
don't know why, but just for me to buy anything online this a lot because I prefer going to the store. 
 
Interviewer:  
So, have you ever bought anything off your phone? Now you mentioned that your boyfriend buys a 
lot of stuff off Amazon… *the interviewee appears sceptical* Let me ask has he ever bought anything 
off your phone? 
 
Interviewee:  
No, no, no, no he doesn't trust my phone either. I actually don't think so. But everything like super 
coded and encrypted when it comes to this man and his tech - you cannot hack this man! - but while 
with me, my code is, you know, straightforward. But uhm, to answer your question, I don't think I've 
shopped on my phone. I've shopped second hand online, but that's because it's dialogue with a person. 
I do not recall shopping online with my phone, but I do recall shopping on my computer. 



 236 of 243 

 
Interviewer:  
So the human element of it is missing [on the phone] and that sort of creates a dissonance, in a way, 
with the shopping experience. But online, it becomes more of what we call sort of hedonic experience, 
when it’s more personal, meaning it's just for fun? 
 
Interviewee:  
Yeah, it’s exciting, it's playful and super visual! 
 
Interviewer:  
You know, just going back to the visuals, I'm so sorry I cut you off but I was just thinking when you 
see those visuals. Do you sometimes get inspired by them?  
 
Interviewee:  
Yeah. Oh yes, like I’m stoked about summer now because that cozy picture. Yeah, with people sitting 
outside. Probably drinking wine, having a good time with some friends. Yes, and is… I forgot what 
I wanted to say, but it was probably not important because then I would have remembered…. 
Oh yeah, I'm probably repeating myself but I just wanted to say that my mobile shopping experience 
is usually my initial impression of something. And if it captures my attention, I take it to my laptop, 
and that's where I do research. And if I then like it, if I'm in a wild mood I buy it there. But usually, 
if that has captured my attention enough I'll go to a store. Yeah, so I have a three-step shopping 
process. But with tech stuff again I usually buy it and that's me talking about fashion as well. Yeah, 
but with tech I mean you do, you don't have to try it on which makes it easier so if it's a small speaker, 
I’m not as involved.   
 
Interviewer:  
But what if you try it out? 
 
Interviewee:  
It's like the headphones…. headphones I would never buy online because I'm super picky on what 
pressure they put on the ear and how much they cover, and what they look like on me. No, I'm 
definitely a store-person. 
 
Interviewer:  
Alright, well thank you so much for your participation.  
 
Interviewee:  
You are most welcome. 
 
________________________________________________________________________________ 
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Interviewer:  
So for this interview we will be talking about the experience you just had. And you had some strong 
emotions of annoyance. 
 
Interviewee:  
That thing is just in general because of my experience with the brand. Even though I love it, like I 
love the design and everything, I think I was so annoyed because I know the issues with the speakers 
and headphones and when you go into the app trying to buy something and you can find the 
information… ‘Uuuurgh, what's wrong?!’, it's just frustrating. Yeah, I mean I still like that 
application, I'm that annoyed but it's just funny to me that it's such a like exclusive, special brand and 
it has a really interesting history and I read about it and like I admired the history of it and this whole 
design thing, but I just really don't get it, like it’s developed for money for me. It is just so weird 
because it feels like they're trying to do different stuff, but it's, yeah, like even with the app, you can 
see that it's not, maybe on the level of the brand matching the price of its products. Yeah, like I would 
expect something that expensive having the most like excellent experience, but it wasn’t, not in my 
opinion at least.  
 
Interviewer:  
So the digital experience was not nice? 
 
Interviewer:  
Yeah, I think it is an alright, app, or like it's not an app even, it's a catalogue. Yeah, I think it's all 
right, like the visuals are nice, the pictures are nice, but the usability and the user experience it's not 
really there. There’s too much information and you're confused through the whole thing and they 
don't really specify [anything]. I mean, for me, the big thing was the price. I cannot understand why 
I couldn't see the price. And it's important because I want, like, it seemed like ‘okay I have to spend 
all this time designing all the views and how it's going to look’. But I don't know how it's called, how 
much it costs and if I knew already approximately from the beginning, I wouldn't go through this 
whole thing because I would think ‘okay this way too expensive for me like I don't want to look at 
it’, so it’s like why am I wasting my time with this? 
I feel like though at the same time I mean you can’t reel me in for like a 25,000 purchase if I I have 
5000 in my budget for example. It's weird I think it's like the idea is nice and the pictures are nice, 
but there's too much going on, too much irrelevant information.  
 
Interviewer:  
Yeah, yeah, so it was to put it like briefly - It was not a very nice experience to scroll through other 
than the pictures are nice, but the rest was quite frustrating.  
 
Interviewee:  
Yeah, I think it was just like too much text and different parts, all at once. Yes, you kind of you click 
on reviews and it just drags you down. It's not a separate tab, it's not a separate thing, you can just 
keep scrolling and you will see all the options, which is a bit weird like it's, it's nicer maybe to separate 
it and then it will have even more flow in it. Because okay I want to see the reviews I just click on it 
and I go to the next thing. Yeah, not just like you drag me down and then I have to scroll back up to 
where I was. So yeah I think it's an okay experience, I mean I’ve experienced worse apps or worse 
catalogues, but it's not super enjoyable, 
 
Interviewer:  
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It sounds sounds like you have to scroll quite a lot yeah so it wasn't, it didn't fit the phone, kind of, it 
didn't fit the medium.  
 
Interviewee:  
Yeah, it felt like it was too long, the page was way too long. Maybe on the computer you kind of 
scroll just a little bit, but on the phone, it's just way too much. Yeah, of course again it's not a big 
deal, you can scroll through for an extra minute. But if you're looking for some answers or something 
or you're looking for a price, I don't want to scroll for like five minutes until I find something. And 
even like hearing about the price you had to go through steps to find a price and still I didn't even 
know that the price is going to be shown to me when I click on this thing. I was just clicking to see 
what happened here, there should be price eventually somewhere. So it's confusing a little like the 
way it's structured  
 
Interviewer: 
Yeah the ease of having access to it on your phone counteracted by the fact that you have to almost 
go on a treasure hunt to find the information.  
 
Interviewee:  
I feel like in general, when buying something like I wouldn't be buying even 1000 kroner speaker on 
my phone. I would go probably on my computer to see it on a bigger screen. And like it's obviously 
on bigger screen it's a bit more optimized maybe you scroll a bit less you see more close, I guess, and 
like phone wouldn't really influence that much more my purchasing decision I feel like. So I would 
still, like, if I had to buy the speakers I would go on the computer and see it there.  
 
Interviewer:  
Do you ever buy anything on your phone? 
 
Interviewee:  
I don't think so actually. I might look through some stuff on my phone, like preview some things but 
then if I'm buying it, if I had to put in my credit card information, I go with my computer, I think. 
And, in general I don't buy that much online except like very rare that I order something online, like 
clothes. It's super rare that that happens, and the only thing I bought is like airplane tickets and 
bookings for AirB&B or this kind of stuff I would do like on the phone or on my computer, but 
mainly on the computer.  
 
Interviewer:  
Is there any specific reason for this, or is it more a habit? 
 
Interviewee:  
I think it's habit for sure and another reason is also that I need to see it on a bigger screen and in more 
details, because I just like I wear glasses and for me, like, on the phone, it's always too small, no 
matter how well the app is optimized for this, so how the website is optimized for the mobile usage. 
Still I need to see it on a big screen and make sure that I saw all the small things, all the details. So I 
think it's a habit and, like, just I want to see it on the big screen and see that I'm not missing out any 
details and any information  
 
Interviewer:  
It’s quite interesting because there was so much information in this experience.  
 
Interviewee:  
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Yeah, I think it's, it's not that, there is not enough information on the phone. You can read it but still 
it's on the small screen and like for example I don't read books on my phone, for the exact same 
reason. It is too small, I can't see it, it's puts pressure on my eyes. So I would rather [use the 
computer]...also on the computer it is just, like, bigger text, even though you can zoom [on the phone] 
but the scale wouldn’t be the same. You can do it, but then you read one word and then it will take 
you forever. Yeah. So it's the convenience and the ability, visually, to actually see everything, so you 
see it without being, like, yeah, putting any pressure on your eyes.  
 
Interviewer:  
You were talking about how you've experienced worse apps but also ones that are better. When you 
think about the experience you just had, is there anything you would particularly change about it to 
improve it?  
Interviewee:  
Yeah, I mean I would definitely cut the amount of texts. There was way too much unnecessary texts 
I feel like. Or maybe it was necessary, but you had to put it somewhere else, like, not in the same one 
scroll down kind of thing. Maybe it should just be that you click on something, it opens up if you're 
really interested in this. Yeah, I will definitely change the amount of information. There was like, 
text, kind of like you're reading an article and no product description. It is just like text and picture 
and text. So the whole flow was weird for me. I would definitely change that around and I would 
definitely add the price next to the picture and the color section, like the first thing that you see would 
be that, even though I get it, it's customizable but I would put a price, because, for example for this 
specific product I didn't look that much at the other products but there is this one square speaker that 
you can buy 40 of. But I want to know how much is this one speaker. Can I buy one speaker or do I 
need to buy six of them because that was confusing when you go and try it out. It says you can only 
do demo with six, what does it mean? Is the minimum buy six speakers or does it just mean that it 
can’t show me less than six and why? Then, so I would want to know okay if the minimum is six, 
give me a price for six of them. So, yeah, I would definitely add the price point and clarify how many 
you need to purchase and if there is some kind of minimum to what you can purchase. And I think 
there was like for this specific BeoSound or however it's called, there was at some point different 
pictures. I didn't even get if it's a different type of speaker or its layers of one speaker, what it was 
exactly. I think it was more like we need to have a knowledge, already, about the speakers to figure 
out what it is and I don't have any and is it like if I'm buying it, then I would have to Google ‘what is 
that’. And then I would have to go out of this app and Google this thing. So, I mean, if, if that's there, 
if it's necessary that it's there, it has to be clarified what it is, but maybe it's not like for me I don't 
know, do I need to know this? I think, I would reduce the amount of information. And I think you 
are, like if you're looking more at a professional level speaker system, and you really know a lot about 
it, you need to be able to get that information. But if you're just an ordinary user who's buying it for 
your home or, for I don't know, whatever, restaurant or office where you're working but what you're 
interested in is just ‘is this going to connect to my phone and computer?’, ‘is this going to have okay 
sounds?’ So you wouldn't even know all the specifications and I don't think they're necessary to that 
extent. And again, with people, because you don't have that much knowledge about it, you would 
want to see reviews. And there was just one review, which was a bit weird like it seemed like it wasn't 
even legit. I didn't get who it was. Was it a TechCrunch or what was it that made the review, and 
there was just one. And it didn't really say where it's coming from. So I was a bit confused. I would 
want to see more reviews people actually saying okay that you know connectivity was crap or this 
was amazing, I really love this and that. And I'm sure when I Google the reviews for this BeoSound, 
I will find them on other websites. But why is that, why is it not there already? I'm like, why do I 
need to Google something and find it externally if they could maybe find it themselves and put it up 
there? Yeah. So I mean, even if of course you don't want to damage I guess your brand you don't 
want to push crappy reviews but sometimes you need this. You know some people need to be aware 
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of some things instead of...its a worse experience if you sell something and then people are really 
disappointed rather than ‘okay I knew about this issue but I still thought was a good deal’. 
So, you like make the awareness of it a bit better. So I mean I would add the reviews are like focus 
on them a bit more. 
 
Interviewer:  
So focus on relevant information? 
 
Interviewee:  
Yeah and reduce the amount of like technical information or just this plain text that is not even 
technical information. When I went into the features, it was like three different topics like 
connectivity, sound, and something else. And then, it felt like it was just like catalogue/sales material 
text, it wasn't like adding value to me it was just saying ‘okay it has a great sound’. But why? It didn't 
have any details so it was just this blank text for me. I don't think I learned anything from reading it, 
you know about the speaker so we might as well just delete it. Why is there? 
 
Interviewer:  
So, if it doesn't add any value to the user…. 
 
Interviewee:  
I think it's just you know…. If I was trying to like post a picture of, like, post on the Facebook page 
of B&O of this speaker, I would use this text to promote it or like to pay for advertising but not for a 
buying decision. Away with it.  
 
Interviewer: 
Like, for instance, we say that you were to purchase something. I think from what you said so far that 
you were looking at quite a large item. Is it fair to assume that you would not use the mobile 
commerce, to do that? 
 
Interviewee:  
Yeah definitely. If I was spending 25,000 to buy a speaker, I would not purchase from my phone. 
 
Interviewer:  
Too high involvement? 
 
Interviewee:  
Yeah, it's just too expensive. And I feel like if I'm looking on my phone I might miss something I 
might not look through something. I need to see fixtures on a bigger scale. And again, it's a habit 
maybe there's no difference, like, really, in buying between the phone or computer eventually you're 
in the same channel, buying it through the same place. But I feel like it's more about the visuals for 
me. I really want to see it on the big screen and I really need to make sure that I read through the 
details. It's just more convenient. But definitely no. Even if it was 900 kroner, I still wouldn’t buy it 
from my phone.  
 
Interviewer:  
Do you think it would be easier for you because now you're talking about big things and so them on 
a bigger screen. Do you think it's easier for you to determine, like the size of the object if you see it 
on a bigger screen?  
 
Interviewee:  
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Yeah, I think, yeah, I think I get a, maybe a bit better idea like of the scale, looking at the picture. But 
it's still hard I mean. If you haven't seen it in real life, for me like I don't have that well….Like my 
mind is not so sharp on the dimension. So you can say like okay this is 50 centimeters by 40. 
If I've seen an object that is 50 centimeters by 40 before, then I can imagine it. But if I haven't seen 
anything in those dimensions before and it just says the dimensions, I can’t really place it. Some 
people they know ‘this wall is three by five meters’. Me, I can’t really tell. So for me, looking at the 
picture on the desktop computer or like on the laptop is giving me a better idea. But I would still….I 
would still prefer, of course, at the end of the day, to see it in real life. Seeing it online wouldn't give 
me as much pleasure. I would really want to see how it actually looks.  
 
Interviewer:  
So even though you have let's say you have a phone and you have a computer if you have the option 
you would rather, check the product out in a real store? 
 
Interviewee:  
Yeah, I would definitely go and see it, like touch it, see how it looks, for sure! 
 
Interviewer:  
Maybe listen to it if it's a speaker. 
 
Interviewee: 
Yeah, yeah. Listen to the sound too, see how it feels. 
 
Interviewer:  
Do you know anyone who does a lot of shopping on their phone though. 
 
Interviewee:  
I think my boyfriend is a bit like...Thomas is, I wouldn't say she buys a lot on the phone but he's more 
inclined to purchase something. He purchases definitely more online and that's more like bigger 
things, for example we bought a bed. And I think he basically ordered it over the phone. And I think, 
I mean, but he didn’t measure the room. And I think he just did it on the phone because he didn't like 
measure the room. Of course, you couldn't do it otherwise. But then he measured it and he was like 
‘okay I think the bench should be this size’ and then he went in and bought of there, even though it 
was like an expensive thing and it was a pretty big purchase. But for him it was like he didn't need to 
see it that much. But at the same time, I think this bed like his parents had exactly the same bed from 
like the same store, so maybe it's still influenced him. But I think in general, he doesn't really need to 
touch or see it. He will just go for it. Like he bought some Sonos sound system over DBA. Like, it 
wasn't in a store but he just looked at the pictures, he messaged the guy on the phone. So definitely 
Thomas's like, yeah, way more inclined to buy on the phone and he doesn't really need to see it in 
order to purchase it.  
 
Interviewer:  
Do you guys ever talk about your differences and I guess behavior, when it comes to this? Do you 
ever comment on him, buying stuff on the phone?  
 
Interviewee:  
Yeah, I think I definitely don't have as much trust as him. Yeah, he has way more trust in like ‘okay 
if it says this that it's going to be good’ or ‘if it says it’s good quality, it’s good quality’. For me it's 
like, they might say million things, but it might not be [true]. I think it's definitely cultural as well, 
like I used to not trusting as a default and for Thomas the default is like ‘Yeah, definitely I trust this 
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guy’. And like for me like I don't really like buying secondhand, especially like secondhand clothes 
sure, but second hand electronics for me it's like no. I don't know what they did with it. How much 
did they drop it and did they spill something on it? I don't know where am I going to find them after, 
so I'm very very skeptical. I almost never buy second hand electronics and Thomas has no problem 
with it. He just like bought one sound system from some random guy and to be and he's. I mean, I 
think it's still had a warranty maybe for a year or something but for me that wouldn’t change it. I 
would still rather buy a new one. Yeah, so I think it's definitely the trust issue for me. If I don't know 
the person, if I don't know anything about them and I know I probably won't be able to reach them 
again if it breaks and they're not going to do anything about it, I wouldn't buy it. And that for Thomas 
is definitely not a problem. He's just always confident that it's going to work, that it's going to be fine.  
 
Interviewer:  
So it's almost like you have for normal human, where you’d go and you have a computer as the next 
best thing and then the phone is just like, it's so far away from almost of the human aspect of 
interaction? 
 
Interviewee:  
Yeah, and I think with the phone is just way too…. I think in general like I mean I, we all probably 
read about the buying behavior on the phones and the people. I was just recently reading some 
case….I was in like a UX workshop actually where they were talking about it like this design agency 
made this app to take loans over the phone. You could take a loan up to 10 million or something and 
people just didn't want to use it. No one wanted to use it, because it's just such a huge decision and 
you'd be like it's way too easy. It's not because you might just might miss information but it's also 
what if I swipe something the wrong way and I buy way too much then I have to return it? Or you 
know do something with it… So it's just way too easy,  through like two clicks you're already buying 
something super expensive. So for me, that's also a big deal. Like what if I just miss-click something 
or click something twice and then they charged me twice? Yeah, so on the computer, you're a bit 
more careful with clicking and swiping and you can hear when you click. Yeah, I think, and it 
happened to me maybe like even on the computer, it can happen I remember buying tickets once and 
it got stuck and I click twice and then they charged me twice. So, it happens. But I think yeah 
definitely for like something where you're spending a lot of money or are a bit more conscious because 
then I want to see it or I want to touch it. I want to know that there was something or someone behind 
it. But yeah, again, not for everyone, like Thomas doesn't care.  
 
Interviewer:  
Like now cuz you mentioned that there might be something cultural between you and Thomas but do 
you think that him like buying more stuff on his phone could make you more prone to do it? 
 
Interviewee:  
No, I don't think so, I mean I still would not... I wouldn't feel the same level of trust, buying something 
over the phone and I mean, it again depends on the user interface, I think, of the app or whatever 
you're using to buy something. I'm trying to think I was, whatever, I think, ASOS has had like a 
service has an app, I never really bought anything through it but I really like they have this feature 
where you can scan a picture or take a picture and then upload it and it shows you know similar things 
on the website. For example it would maybe make me more prone to find some clothing items and 
maybe even put it in the basket and buy it. Because you can do this kind of thing. So the likely usage 
of the app might make me more prone to do this. And Airbnb for example, I've been using it for such 
a long time, and I've been using it, like, and I know that they have really good customer support. If 
you miss click something, they will return you the money like the next second. So with Airbnb like I 
probably already have booked online or on my phone I mean, not from my computer, but it's because 



 243 of 243 

I've been using it for a long time and I know their customers service is really good. So something new 
I would not definitely do that, like maybe what would make me more like prone to use the phone if I 
know the company, like the brand and I know the customer experience there and I know that it always 
works or they will take care of it, if something goes wrong. Yeah, I think that's what I value most.  
 
Interviewer:  
That’s what would make you more prone to it? So not necessarily the humans around you, you know, 
but more the humans behind, whatever the technology, app, you're using? 
 
Interviewee:  
Exactly. It definitely wouldn't really impact me if someone says ‘oh yeah I buy everything online’, 
I’d be like well, good, good for you but I'm not gonna do it. It wouldn’t make me do it. I mean I have 
friends who are buying, for example, clothes all the time. They buying a lot online.  
And in general, like people order stuff online, I never ordered clothes online because I need to try it. 
And for me it's like a hassle I don't want to rerun it and send it back. And some people are fine with 
it, they're used to and then also again maybe because they've done it before they know the process 
and they're ‘okay, I’ll do it’. For me, I'm just like, I can't be bothered I would rather than just go into 
the store and yet there, and feel it and the fabric and stuff. So I think it's definitely like the whole 
experience around it [the company and service] and not if someone else is doing it that’ll influence 
my decision. 
 
Interviewer:  
Alright, well I think we covered all the topics I had in mind. Thank you so much for participating! 
 
 
 


