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“The most beautiful makeup of a woman is passion. 
 But cosmetics are easier to buy” 

― Yves Saint Laurent  
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Executive Summary 
 

Background - Augmented reality as a marketing tool has gained increased 

attention. As its effects on customer experience and behavioural outcomes are 

still under-researched, this study explored the drivers and inhibitors of augmented 

reality on customer experience and subsequently willingness to purchase. This 

research studied the case of Sephora, a French beauty retailer, which introduced 

an augmented reality makeup app, the Virtual Artist, to the market. 

Methods - An inductive, exploratory research approach allowed gaining insights 

into the research topic. Semi-structured interviews served as the collection 

method for primary data. A total of 11 respondents shared their thoughts on their 

experience with the Virtual Artist. The interviews were analysed based on 

inductive latent thematic analysis. The study took place over two weeks.  

Results - Augmentation quality and interactivity influence customer experience. 

On the contrary, there is no willingness to purchase after experiencing the Virtual 

Artist. Instead of using it as a method of purchase, respondents saw it as a means 

of inspiration, entertainment, and/or exploration. Both augmentation quality and 

interactivity contribute to positive emotions such as fun, curiosity, and playfulness 

leading to short periods of peak experience and flow. Peak performance is 

assumed not to have been achieved as respondents heavily criticised the 

“unnaturalness” of the makeup’s augmentation. 

Conclusions - The Virtual Artist shows great potential, however, based on this 

study’s findings, it is used as a complementary gadget rather than as a purchase 

method. Consumers would use the AR app as a source of inspiration, which then 

needs to be verified in-store. 

 

 

Keywords: Augmented reality, interactivity, augmentation quality, customer 

experience, peak experience, peak performance, flow, willingness to purchase. 
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Introduction 

We are living in a world in which mobile and wearable devices are replacing 

desktop-based technology. As a result, consumers have access to interaction 

and information anywhere and anytime (Peddie, 2017). Marketers are asking 

themselves what the next trend, which consumers are expecting to encounter 

when shopping, is going to be. Trends have developed from voice marketing to 

influencer marketing, to augmented reality marketing (Forbes Agency Council, 

2019; Hand, 2019). Although marketers might see great potential, ultimately, 

consumers will decide what is going to be “in fashion” and what is not. 
 

In such a competitive market, it becomes increasingly challenging to win 

consumers over. Therefore, brands do not only compete with their product 

features but also with the memorable experiences they offer to their customers 

(Holbrook & Hirschman, 1982). Brands want consumers to see, feel, and love the 

product before they buy it (Furht et al., 2011). Augmented reality, as a new 

marketing technology, allows consumers to engage easily with the company’s 

product offering, when and how they want, using mobile devices they already 

own. For marketers, this is an innovative way to empower consumers to have 

direct and easy access to product information in a convenient and entertaining 

manner (Peddie, 2017). 
 

Augmented reality combines real and virtual elements by adding a digital layer to 

the real world (Craig, 2013). This technology is principally available for 

smartphones and tablets. The companies benefiting the most from this 

technology are within the fashion and the beauty industries (Marketing, 2018; 

Weinswig, 2016). Hence, this thesis is going to analyse how the experience with 

augmented reality influences willingness to purchase. Sephora, a French makeup 

chain, has successfully created a mobile augmented reality application, the 

Virtual Artist, (Rayome, 2018; Stern, 2017). Thereupon, this thesis explores the 

effects of augmented reality by utilizing Sephora as a case company. 
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Thesis Structure 

This thesis consists of five parts, which are all subdivided into chapters. The first 

part provides a general overview of the topics this thesis will unveil. To be more 

specific, it introduces the topics augmented reality, customer experience, and 

willingness to purchase, and states the research question. The second part 

explores the existing literature within the three areas mentioned above more 

exhaustively. The literature review concludes with the research gap addressed 

by this thesis. Next, the third part presents the reasoning behind the methods 

chosen to collect the primary data, i.e., explorative research through semi-

structured interviews. In the fourth part, thematic data analysis guides the 

investigation of the gathered data shedding light on the findings extracted from 

the conducted interviews. In the fifth a throughout discussion about the findings 

of this thesis answers the research question and provides the thesis’s framework. 

Moreover, this part provides theoretical and managerial implications as well as a 

prospect on future research. Lastly, a conclusion summarises the research 

project. 
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Part 1: Overview 

1.1 Problem Statement 

With consumers expecting to be surprised and captured in a new way every day, 

it becomes increasingly difficult for companies to attract consumers attention 

through the traditional channels. In order to overcome this new phenomenon, 

companies are starting to invest in technological advancements that could be 

used as marketing tools and hence boost sales. Despite having a wide variety of 

technologies to choose from, companies blindly invest in augmented reality 

without having a best practice example and just relying on the limited amount of 

research corroborating their decisions (Dacko, 2017; Javornik, 2016a; Kallweit, 

Spreer, & Toporowski, 2014; Yaoyuneyong, Foster, Johnson, & Johnson, 2016). 

Consequently, Augmented Reality Marketing (ARM) emerged as a new 

phenomenon (Jes Scholz, 2018). ARM allows brands to virtually place the 

product in the consumers’ hands, endorsing them to interact with the brand, 

service, or product in a new way (Yaoyuneyong et al., 2016). 
 

There has been proof in academic literature that ARM supports entertainment, 

promotion, and customer experience (Bulearca & Tamarjan, 2010). 

Notwithstanding, little research about behavioural outcomes – customer 

experience and willingness to purchase – was conducted. Hence, investigations 

should shed light on whether Augmented Reality (AR) is only a gimmick or if it 

represents a feasible marketing tool which positively impacts consumers 

outcomes (Jes Scholz, 2018). 
 

The AR market shows a significant potential, as it is expected to expand 

drastically and eclipse 192 billion U.S. dollar market size by 2022 (Statista, 2019). 

If companies want to develop and integrate AR, they need to ensure that the use 

of this particular technology is aligned with their strategy and directly supports 

and enriches the customer shopping experience (Hoffman & Novak, 2009). 
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Additionally, it is unknown whether the novelty wears off or whether the trend to 

use AR prevails. In either of the cases, there is uncertainty regarding consumer 

responses to engaging with AR as a marketing tool. 

  

Based on the problem mentioned above, this paper aims at answering the 

following research question: 

 

How and why does customer experience with an augmented reality app 

influence willingness to purchase? Drivers & Inhibitors – The case of Sephora’s 

Virtual Artist 

 

Note: 

This thesis considers Privette’s (1983) conceptualisation of customer experience, 

i.e., peak experience, peak performance, and flow. 

 

1.2 Delimitations 

This thesis acknowledges the various components of and factors influencing 

customer experience. However, to find a profound answer to the research 

question presented above and to investigate it in detail, the following limitations 

have been made. 
 

First, this paper uses the term consumer and user interchangeably as it supports 

to align the language used by academics and the language used by the 

interviewees. Second, the investigation focuses on three aspects of customer 

experience, i.e., peak experience, peak performance, and flow (Privette, 1983), 

despite knowing that other factors could also have an influence on customer 

experience. Lastly, the research only includes female participants. Although there 

has been a shift towards men increasingly using makeup, it still predominantly 

represents a “girls-only” topic (Montell, 2019). Moreover, it is assumed that 

women are more familiar with the different makeup products. 
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1.3 Definitions 

To facilitate the understanding of this thesis’s scope, a short overview, serving as 

an introduction to the research area, presents the main pillars of this research. 
 

1.3.1 Customer Experience 

With the term Customer Experience (CX) being vast, we will shortly introduce 

how we define customer experience in this paper. Research has taken a variety 

of approaches into account – from experiences being purely cognitive (Holbrook 

& Hirschman, 1982) to involving all senses (Schmitt, 1999). The thesis 

acknowledges that customer experience has a variety of components, such as 

emotions and cognition, and therefore accepts a general definition of it which 

characterises CX as a “multidimensional construct focusing on a customer’s 

cognitive, emotional, behavioural, sensorial, and social responses to a firm’s 

offerings during the customer’s purchase journey” (Lemon & Verhoef, 2016, p. 

71). Since this thesis analyses the connection between augmented reality and 

customer experience, it uses the following definition of customer experience: 

all the aspects of how people use an interactive product: 

the way it feels in their hands, how well they understand 

how it works, how they feel about it while they are using it, 

how well it serves their purposes, and how well it fits into 

the entire context in which they are using it. (Alben, 1996, 

p. 5) 
 

1.3.2 Augmented Reality 

As many confuse the terms Augmented Reality (AR) with Virtual Reality (VR) or 

use them interchangeably, it is crucial to differentiate the two because they 

represent different degrees of adding virtual content or environments (Milgram & 

Kishino, 1994). While AR is a technology which enhances the physical 

environment by adding a digital layer to it, e.g., filters in social media apps, users 

are entirely cut off of reality when experiencing VR. In other words, if one wants 
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to experience VR, they need to be surrounded by a virtual world which is 

altogether computer-generated (Milgram and Kishino, 1994). The Oxford English 

Dictionary (n.d.) defines VR as “a computer-generated simulation of a lifelike 

environment that can be interacted with in a seemingly real or physical way by a 

person” (online). 
 

As already mentioned, AR adds a digital layer to the real environment and is 

described by (1) real-time interactivity, (2) combination of real and virtual 

elements, and (3) 3-D recognition (Azuma, 1997). In this paper, we define AR 

based on Azuma’s (1997) criteria: 

 

AR is a tool which superimposes digital aspects to the real world by recognizing 

the environment in 3-D and being interactive in real-time. 
 

1.3.3 Willingness to Purchase 

Poushneh & Vasquez-Parraga (2017) refer to willingness to purchase as 

“consumers’ tendency to purchase targeted products in the future and may 

predict actual purchase behavior” (p.232). However, authors such as Phau, 

Sequeira, & Dix (2009) state that the terms willingness to purchase and purchase 

intention describe the same internal consumer state. 

Willingness to purchase is part of the decision-making process and tightly 

correlates with actual purchase behaviour (Solomon, 2013). Consequently, 

marketers consider willingness to purchase as a good predictor of actual 

purchase. In this thesis, we use Poushneh & Vasquez-Parraga's (2017) definition 

of willingness to purchase. 

 

1.4 Background 

After having presented the main pillars of this paper, this section aims at putting 

them into context with the chosen industry and case company Sephora. 
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1.4.1 Augmented Reality in the Beauty Industry 

Augmented reality is transforming the way consumers interact with brands, 

providing them with a unique and personalized experience online and offline. 

Although historically AR has been associated with the gaming world, e.g., 

Pókemon GO, it is the beauty and fashion industry that have caught on the 

potential of AR apps - short for applications. Due to the possibility of having a 

realistic fitting during virtual try-on, makeup companies have integrated this 

technology in their marketing and sales practices to better align with consumers’ 

wants and needs (Chip Chick, 2018; L’Oréal, 2017). Throughout the years, 

beauty companies have seen a trend in consumers’ requests, i.e., to obtain the 

same professional advice and try-out experience in an online way (L’Oréal, 2017; 

Sephora, 2019b). AR enables to bridge the online-offline gap beauty companies 

were facing by offering their products in an interactive, entertaining, and 

personalized manner (Cosmetics Technology, 2017; Gilliland, 2017). 
 

In today’s makeup market, there are more colours and textures available than 

ever before (CNBC, 2018; L’Oréal, 2017; Sephora, 2019b). Consumers still have 

a hard time to find the perfect colour for them. Moreover, consumers have 

admitted that they do not like trying on the product physically when having to 

decide what colour suits them the most (CNBC, 2018). Hence, AR apps represent 

a new way of offering consumers to try on a wide variety of products, e.g., 

makeup, nail polish, hair styles and colours, in a fast and straightforward way 

through digital engagement (Jaekel, n.d.). 
 

One of the first big companies in the beauty AR scene was ModiFace, which 

showed an early version of their 3-D augmented reality makeup and anti-aging 

mirror in 2014 (Chip Chick, 2015). However, L’Oréal’s “Makeup Genius” app - 

launched in 2015 - is considered to be the first makeup testing app, allowing 

consumers to try the products through a mobile application before purchasing 

them (Jaekel, n.d.). Thereupon, in 2016, various companies took the plunge to 

follow the AR application trend. Sally Hansen launched “ManiMatch”, which 

scans your hand and allows you to try on the brand’s nail products. Olay 
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introduced “Olay Skin Advisor”, which uses AR to give a detailed review of 

consumers skin health and thereupon advises the best products (Chip Chick, 

2018). Sephora introduced “The Virtual Artist” to enable consumers to try their 

broad variety of makeup products before purchase (Sephora, 2019b). 
 

To conclude, on the one hand, AR aims at attracting buyers through digital 

engagement both in-store and online. On the other hand, AR delivers a new way 

of experiencing product try-on in a fast and straightforward way. These factors 

have become fundamental nowadays as it is not only the product that counts but 

also the purchase experience. 
 

1.4.2 Sephora 

Sephora is one of the leading retailers of perfume and cosmetics in France but is 

also present worldwide, operating a total of 2,300 physical retail stores in 33 

countries (Sephora, 2019a). Founded by Dominque Mandonnaud in 1970 in 

Paris, (Sephora, 2019a), Sephora was initially a perfumery, but expanded its 

product range over the years by including makeup and beauty products 

(Sephora-Me, 2019). In 1997, the LVMH Moët Hennessy Louis Vuitton Group 

acquired Sephora, and has ever since been part of the world’s leading luxury 

group (Rayome, 2018). The company’s mission is to bring confidence to its 

customers by offering a wide variety of beauty products which help to highlight 

the individual’s best features (Sephora, 2019a). The table presented below 

provides a short overview of the company and its app. 
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Table 1 Company Overview: Sephora (Apple Inc., 2019; Google, 2019; Sephora, 2019a). 

 

The brand is very well known among consumers of every age range (Statista, 

2017) and shows high levels of customer loyalty (Stern, 2017). Sephora is often 

used as a good practice example when talking about the integration of digital to 

physical shopping environments. For instance, after successfully introducing its 

online shop, which ranks among the top three of retailers selling cosmetics online 

(Statista, 2016), Sephora also recognised the importance of the mobile channel. 

Subsequently, the company has developed an app that seamlessly integrates the 

mobile channel into the customer experience and journey. According to 

Sephora’s executive Vice President of omni-retail, the company is adapting to 

changing consumers’ behaviours and needs, which have shifted towards digital. 

Therefore, Sephora launched their application for smart devices to be available 

to consumers regardless of their location (Rayome, 2018; Stern, 2017). Also, the 

company developed an AR application, the Virtual Artist, allowing consumers to 

virtually try on the full range of makeup products sold in their offline and online 

stores (Rayome, 2018). During the try-on users can create looks, which are 

defined as “a style or fashion” (Cambridge Dictionary, n.d., p. online). 
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Part 2: Literature review 

2.1 Customer Experience 

Traditional marketing sees consumers as rational decision-makers who give 

great value to product functionality and benefits (Holbrook & Hirschman, 1982). 

Notwithstanding, this perspective omits the main differentiators a consumer might 

develop when interacting with a brand, i.e., sensory, affective, and cognitive 

associations (Schmitt, 1999). Nowadays, consumers expect functional features, 

benefits, quality, and brand image as a minimum requirement from a brand 

(Brakus, Schmitt, & Zarantonello, 2009). They are searching for products and 

campaigns, which they can relate to in their daily life, for companies that go the 

extra mile, for experiences that touch their hearts and simultaneously stimulate 

their minds and senses. 

This chapter provides an overview of customer experience. First, the concept is 

defined. Second, its evolution over time is presented shortly. Third, an overview 

of the effect of today’s marketplace on customer experience is provided. Fourth, 

the components of customer experience are described in further detail. The last 

section talks about consumers and augmented reality. 
 

2.1.1 Definition 

After experiential scholars had advocated a broader view of consumer behaviour, 

which should entail the emotional and experiential aspects of consumption 

(Holbrook & Hirschman, 1982), many academics tried to find a definition for 

customer experience (CX). Consequently, there is not one generally accepted 

definition of CX, but a wide array of conceptualisations instead. 
 

Pine & Gilmore (1998) state that experiences must be considered distinct from 

goods and services. Moreover, they argue that CX is highly individual because it 

only exists in the head of the consumer after having been engaged with the brand 

“on an emotional, physical, intellectual, or even spiritual level” (Pine & Gilmore, 
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1998, p. online). Additionally, consumers want to be engaged in a personal and 

memorable way (Pine & Gilmore, 1998). While this definition is rather specific, 

other researchers have adopted a broader understanding of the term. Hoch 

(2002) takes a broader approach, in which experiences are formed by living 

through and observing events. He also argues that these experiences add to our 

knowledge and skills (Hoch, 2002). Schmitt, Brakus, & Zarantonello (2015) 

underline that every exchange in the marketplace leads to experiences, for 

example, through the acquisition of products and services. Researchers agree 

that a variety of aspects contribute to CX. The broad view of CX entails “every 

aspect of a company’s offering – the quality of customer care, of course, but also 

advertising, packaging, product, and service features, ease of use, and reliability” 

(Schwager & Meyer, 2007, online). In other words, direct or indirect contact with 

a company leads to internal, hence subjective, consumer responses (Schwager 

& Meyer, 2007). 

The table presented below provides an overview of the various definitions found 

in academic research. 
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Table 2: Definitions of CX. Own Source. 

 

In literature, researchers acknowledged the various dimensions of CX. The most 

accepted construct by Schmitt (1999) recognises five types of experiences: feel 

(emotional), think (cognitive), act (behavioural), sense (sensory), and relate 

(socio-relational). The last combines the types listed before and expands beyond 

the individual and includes others. In their study, Brakus et al. (2009) also identify 

different dimensions of brand experience, namely affective, cognitive, 
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behavioural, and sensory. Their approach is a holistic perspective of CX, which 

proves that the various dimensions are interlinked and have an influence on each 

other (Brakus et al., 2009). The three authors conceptualise brand experience as 

“subjective, internal consumer responses (sensations, feelings and cognitions) 

and behavioural responses evoked by brand-related stimuli” (Brakus et al., 2009, 

p. 53). 
 

In line with the definitions presented above, Lemon & Verhoef's (2016) definition 

of CX summarises the aspects presented before. They describe CX as a 

multidimensional construct, which focuses on “a customer’s cognitive, emotional, 

behavioural, sensorial and social responses to a firm’s offerings during the 

customer’s purchase journey” (Lemon & Verhoef, 2016, p. 71). 

  

However, with the pass of time and the emergence of new and advanced 

technologies, customer experience entails 

all the aspects of how people use an interactive product: 

the way it feels in their hands, how well they understand 

how it works, how they feel about it while they are using it, 

how well it serves their purposes, and how well it fits into 

the entire context in which they are using it. (Alben, 1996, 

p. 1) 

As Alben (1996) puts it: “This is where it all comes together: [technology,] 

emotions, behaviours, sensibilities and all the complexity of the world we live in” 

(p.1). 
 

2.1.2 The Evolution of Customer Experience in Literature 

Among the first academics to acknowledge hedonic motivations for consumption 

are Holbrook & Hirschman (1982). They suggest expanding the traditional view 

of seeing consumers as logical thinkers, considering that rational motivations and 

evaluations do not explain all types of consumption. Consumption activities also 

involve fantasies, feelings, and fun (Holbrook & Hirschman, 1982). Therefore, the 

authors introduce the term experiential view which covers all the aspects 
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mentioned above (Holbrook & Hirschman, 1982). Consequently, researchers 

start viewing products not only based on their functional characteristics and 

verbal stimuli but also based on their emotional meaning (Holbrook & Hirschman, 

1982; Schmitt, 1999). 
 

The experiential perspective encompasses utilitarian aspects as well as sensory 

stimulation, which is not only purely linked to sight, but also takes other senses 

such as “feel” into account (Holbrook & Hirschman, 1982; Schmitt, 1999). The 

traditional view only considers one emotion, namely like or dislike, whereas the 

experiential perspective recognises a wide array of emotions impacting the 

consumption experience (Holbrook & Hirschman, 1982). 
 

This new perspective only represents the starting point for many researchers. 

Despite, being ignored by consumer researchers, other academics identify new 

types of consumption activities, i.e., positive and intrinsically enjoyable 

experiences. For example, Privette (1983) explains hedonic experiences in 

sports through peak experience, peak performance, and flow. After academics 

widely accept that consumption involves hedonic motivations, other researchers 

start expanding the experiential view. 

Thereupon, Arnould & Price (1993) conceptualise their idea of an extraordinary 

experience. This specific type of experience is intense, positive, and enjoyable 

as well as deeply anchored in memory to be recalled at a later point in time 

(Arnould & Price, 1993). Moreover, an extraordinary experience involves high 

levels of emotional intensity. In addition to emotion, communion with nature, 

relationships to others, and personal growth are found to be constituents of 

extraordinary experiences (Arnould & Price, 1993). Based on these themes, the 

experience becomes personalised and contributes to learning. Later, Hoch 

(2002), who acknowledges that we learn from experiences, supported these 

findings. Furthermore, experiences are vivid and open to multiple interpretations 

which makes them individual to everyone (Hoch, 2002). The concept of 

extraordinary experiences has ever since been used as a foundation to build 

upon. 
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Describing experiences through a variety of senses and not just using one 

became the underlying theme in research (Arnould & Price, 1993; Carù & Cova, 

2003; Hoch, 2002; Schmitt, 1999). In line with previous concepts and findings, 

Schmitt (1999) introduces the term experiential marketing, which also not only 

considers emotional aspects, but builds five further components of experiences, 

namely sense, feel, act, think, and relate (Schmitt, 1999). His approach supports 

the idea that consumers are looking for meaning instead of focusing purely on 

the functional attributes of the product. Conforming Schmitt’s (1999) approach, 

further research found that experiences consist of sensory, affective, behavioural, 

and intellectual aspects ultimately impacting behavioural outcomes (Brakus et al., 

2009). 
 

With the emergence of new technologies being added to the consumer 

experience, a new term has surfaced – immersion. Comparing the definition of 

immersion with previous concepts of customer experience highlights the many 

similarities the notions have. For instance, the idea of letting-be, as part of an 

extraordinary experience, is similar to the one of immersion, where the consumer 

is completely involved in an activity in the present (Hansen & Mossberg, 2013). 

Indeed, the same can be said about peak experience and flow (Privette, 1983). 

Overall, the theories find common ground in describing positive experiences 

(Hansen & Mossberg, 2013; Privette, 1983). 
 

Customer experience is acknowledged to be of substantial importance. Within 

the last couple of years, researchers have started to evaluate CX throughout the 

entire customer journey. As a result, they acknowledge that not only the use of 

the product adds to the experiences (Brakus et al., 2009; Dhebar, 2013; Lemon 

& Verhoef, 2016). In marketing research, customer experience has transformed 

due to the new technological advancements. Social media and other digital 

improvements have changed customer engagement and hence experience 

(Lemon & Verhoef, 2016). 
 



 

 

24 

 

2.1.3 Customer Experience in Today’s Marketplace 

Due to the digital advancements mentioned before, customer experience 

management has shifted towards an omnichannel approach. Consumers no 

longer merely shop through one channel, but regularly switch between offline, 

online, and mobile environments (Fulgoni, 2015; Koetz, 2019). Consequently, CX 

has changed especially with regards to time, technology, place, and social 

dimensions (Koetz, 2019). In other words, consumers engage with brands 

through social media, access their webpage, or application whenever and 

wherever they want. Thus, companies need to provide an around-the-clock 

experience to their consumers (Cook, 2014). 
 

With the rise of new technologies, consumers have become highly connected 

and are more tech-savvy than ever before (Cook, 2014). Consequently, pre-

purchase, purchase, and post-purchase phases do not occur in one location 

anymore. Consumers get in touch with a brand more easily at any time and any 

place they want, let it be in-store or through an online or mobile channel (Koetz, 

2019). Research has shown that customers want to engage in shopping when it 

fits their needs (Cook, 2014; Koetz, 2019; Picot-Coupey, Huré, & Piveteau, 

2016). As a result, it is crucial for companies to ensure a seamless CX, which 

allows consumers to switch between the different channels, namely allowing an 

omnichannel shopping experience (Koetz, 2019). Hence, companies should 

investigate the motivations behind choosing one channel over the other. Scholars 

have found that consumers prefer online channels when it comes to convenience, 

prices, and product availability, whereas they prefer offline environments when 

searching for customer service and aesthetic appeal (Liu, Burns, & Hou, 2013). 

Subsequently, managers must guarantee product availability, equal prices, and 

promotions over the entire range of channels available to the consumer (Cook, 

2014). 
 

Practitioners have started recognising the opportunities that omnichannel 

customer experiences hold (Agius, 2019; Cross, 2019). The most important 

aspect is creating coherent experiences that require communication to be 
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consistent over the range of channels. Moreover, companies should aim at 

engaging consumers even more through social media channels where they can 

interact not only with the brand but also with other consumers (Agius, 2019). 

Aligning these factors enables companies to enhance their marketing and service 

offerings (Agius, 2019; Cross, 2019). Another crucial factor for success in 

omnichannel environments is generating a thorough personalised experience. 

Ultimately, in today’s digital environment, companies need to ensure a smooth 

CX which is personalised and consistent over the variety of channels at hand. 

Instead of looking at the channels as silos, it is crucial to understand that 

consumers are constantly switching between them (Agius, 2019; Cook, 2014; 

Koetz, 2019). 

  

2.1.4 Components of Customer Experience 

Customer experience is a holistic, sophisticated, and subjective term shaped by 

a user’s inner state, product characteristics, and context of usage (Pine & 

Gilmore, 1998). 

Literature discusses three main components of human experience: peak 

experience - intense joy -, peak performance - superior functioning-, and flow - 

intrinsically rewarding experience - (Csikszentmihalyi & Nakamura, 2014; 

Privette, 1983; Privette & Bundrick, 1987). The first two terms are considered 

models of optimal human experience. These constructs represent extreme levels 

of positive subjective feelings and performance (Privette & Bundrick, 1987). The 

latter shares many qualities with both notions, but not always at high levels. 

2.1.4.1 Peak Experience 

Existing literature reveals several definitions of peak experience. On the one 

hand, Maslow (1968) describes peak experience as “moments of highest 

happiness and fulfilment […]. A psychological experience that surpasses usual 

levels in intensity, meaning, and richness” (p.69). On the other hand, Laski 

(1961), by studying ecstasy, defines it as “joyful, transitory, unexpected, rare, 

valued, and extraordinary to the point often seeming as if derived from a 

praeternatural source” (p.5). Privette (1987) characterizes it as an “intense and 
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highly valued moment” (p.316). Other studies have focused on personality 

attributes and activities that have an influence on peak experience (Breed & 

Fagan, 2011; Leach, 1963; Ravizza, 1977). For instance, Leach (1963) defines 

peak experience as 

that highly valued experience which is characterized by 

such intensity of perception, depth of feeling, or sense of 

profound significance as to cause it to stand out, in the 

subject's mind, in more or less permanent contrast to the 

experiences that surround it in time and space. (p. 11) 
 

Csikszentmihalyi (1990) refers to peak experience as an “optimal experience”. 

He uses the term to describe occasions in which an individual feels a sense of 

exhilaration, a deep sense of enjoyment. These are of such intensity that they 

stand out in the subject’s mind; they become a landmark in his or her life 

(Csikszentmihalyi, 1990). 
 

Utterly, peak experience, as an experiential phenomenon, includes internal 

processes such as feelings, interpretations, and meanings, which have a 

mystical, spiritual, or transpersonal quality associated with fusion of fulfilment and 

loss of self (Privette & Bundrick, 1987). Besides, peak experience shares a strong 

sense of significance and is of unique personal value for each individual (Privette 

& Bundrick, 1987). 

2.1.4.2 Peak Performance 

Peak performance has been studied and defined by several academics. Maslow 

(1968) introduced the term to research to explain total unity, inner strength, and 

wholeness during individual experiences. Privette (1983) defines the term as “an 

episode of superior functioning” (p.1361). As behaviour exceeds “normal” levels 

of functioning during peak performance, it “is more efficient, more creative, more 

productive, or in some way better than ordinary behaviour” (Privette & Landsman, 

1983, p. 195). In other words, peak performance is a behaviour that exceeds 

typical behaviour. This superior level of behaviour is not limited to a specific type 

of activity (Privette, 1981). 
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Peak performance is not considered to be a continuous status of human 

experience. Instead, it is a rare and isolated instance in which an individual 

surpasses its expected average behaviour (Privette, 1983; Privette & Landsman, 

1983). However, the same action does not cause this superior state in each 

individual. During these peak moments, the individual is entirely focused 

throughout the activity while maintaining a clear identity of self and being 

immersed in the process (Privette & Landsman, 1983). Hence, the individual is 

in full control and power (Privette & Bundrick, 1987). 
 

All in all, the found definitions for peak performance are consistent in suggesting 

that peak performance comprises a state of higher or superior performance or 

functioning. Thus, peak performance is a state of exceptional functioning. 

2.1.4.3 Flow 

Flow is similar to peak experience and peak performance as it shares attributes 

such as enjoyment (peak experience) and behaviours (peak performance). 

howbeit, it does not imply an optimal joy or performance but might include one or 

both (Privette & Bundrick, 1987). In some cases, flow could be considered the 

foundation upon which peak performance occurs, however, not every peak 

performance entails the existence of flow. 

  

Privette (1983) defines flow as “enjoyment, an intrinsically rewarding, or autotelic, 

experience” (p.1362). Csikszentmihalyi (1990) starts delimiting the term flow to a 

state in which individuals are highly involved in an activity so that nothing else 

seems to matter. In later research, Csikszentmihalyi & Nakamura (2014) further 

define the term as a “phenomenon of intrinsically motivated, or autotelic, activity: 

activity rewarding in and of itself (auto=self, telos=goals), quite apart from its end 

product or any extrinsic good that might result from the activity” (p.89). Individual 

pursue flow as self-experience. They enjoy the process (Privette, 1983). 
 

There are two conditions for flow. First, the person must perceive a challenge, 

which must be appropriate to one’s capacity and level to avoid anxiety and 
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boredom, or opportunity for action. Second, a clear proximal goal and immediate 

feedback about the progress made needs to be catered (Csikszentmihalyi & 

Nakamura, 2014; Privette, 1983). Thus “being in flow” entails “the subjective 

experience of engaging just-manageable challenges by tracking a series of goals, 

continuously processing feedback about progress, and adjusting action based on 

this feedback (Csikszentmihalyi & Nakamura, 2014, p. 90). Consequently, the 

individual during this flow phase will: 

1. be intensively focused and concentrated on the executed activity; 

2. lose self-consciousness (i.e., loss of awareness of oneself as a social 

actor); 

3. have the feeling of controlling one´s actions as they are conscious and 

aware of how to respond to whatever happens next; 

4. distort temporal experiences (having the sense that time has passed faster 

than usual). 

5. merge action and awareness 

6. the experience is felt as intrinsically rewarding when the end goal is just 

an excuse for the process (Csikszentmihalyi & Nakamura, 2014, p.90). 

 

2.1.5 Peak Experience, Peak Performance, and Flow in 
Customer Experience 

A variety of research areas widely discusses the concepts of peak experience, 

peak performance, and flow. For example, Privette (1983) relates them to 

individual performance within sports, Arnould & Price (1993) link these terms to 

an extraordinary experience, and Hansen & Mossberg (2013) discuss these 

notions when reviewing immersion. Nevertheless, the terms have yet to be linked 

to new technologies and their impact on customer experience. Holbrook, 

Chestnut, Oliva, & Greenleaf (1984) were one of the first academics to introduce 

games to marketing. They acknowledge that playful experiences with games elicit 

a higher willingness to spend time interacting with brands. 
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Since consumers are increasingly seeking experiential value in digital 

marketplaces, marketers started integrating interactive games to their marketing 

strategies (Berger, Schlager, Sprott, & Herrmann, 2018; Bilgihan, Okumus, 

Nusair, & Bujisic, 2014). Consequently, the term gamification emerged. 

Gamification “[takes] the essence of games - fun, play, transparency, design and 

challenge - and [applies] it to real-world objectives rather than pure 

entertainment” (Palmer, Lunceford, & Patton, 2012, p. 55). Gamified interactions 

aim at providing consumers with positive experiences while engaging with a 

brand (Berger et al., 2018). These experiences should be immersive and fully 

interactive and therefore have often been related to flow theory. As 

Csikszentmihalyi (1990) and Privette (1983) put it, flow is a state of “optimal 

experience”, which involves an enjoyable and challenging activity. In the past, 

flow theory, peak experience, and peak performance most often related to 

achievement situations, which require the performer to function to his or her full 

capabilities (Privette, 1983). However, Drengner, Jahn, & Furchheim (2018) point 

out that other activities such as listening to music or watching sports events also 

entail flow. They conceptualise flow “as a process, with enjoyment representing 

its final stage” (p.712). Furthermore, flow during gamification evokes playful, 

enjoyable, and fun experiences. These aspects show similarities to Privette's 

(1983) conceptualisation of peak experience. While one might think that we are 

always on a high, Abrahams (1986) highlights that we cannot constantly 

experience an optimal state. Instead, he suggests that experiences fluctuate – 

from peak to ordinary experiences. 

The widespread use of smartphone applications and the emergence of 

gamification marketing enables users to easily pick up their phone and interact 

and connect with brands at any moment. Nevertheless, companies are still 

having difficulties in engaging consumers and ensuring the return to the brand’s 

application, i.e., to make them return to the gamified experience (Wang & Hsu, 

2016). 
 

Playful aspects integrated into new technologies such as AR applications help 

not only to enhance interactivity but also to elicit positive feelings (Javornik, 

2016b; Leach, 1963; Poushneh & Vasquez-Parraga, 2017). Since the novelty of 
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interacting with AR evokes a sense of enjoyment, consumers’ memory of the 

experience with an AR application allows them to recall the experience more 

easily and vividly (Arnould & Price, 1993; Poushneh & Vasquez-Parraga, 2017; 

Privette, 1983). Moreover, those applications, especially in the context of 

makeup, demonstrate how creativity and purchasing can be enhanced beyond 

ordinary. 
 

2.1.6 Consumers & Augmented Reality 

Since AR is a relatively new tool in retailing, the amount of literature is still limited. 

However, the extent of studies has increased in the last couple of years. 

Bespoken research examines AR’s effects on consumer behaviour and 

experience as well as possible drawbacks of the usage of the technology. Current 

literature focuses on tools such as online virtual try-on, mobile apps, and in-store 

AR. This section sheds light on the findings of using AR in a retailing context. 
 

Despite the under-exploration of this area, research about the different tools 

shows similar effects on consumers. In his study, Dacko (2017) found that mobile 

AR apps increase satisfaction, which boosts the likelihood of purchase. In line 

with his findings, other researchers have found positive effects of AR on 

satisfaction and willingness to purchase (Beck & Crié, 2018; Poncin & Ben 

Mimoun, 2014; Poushneh & Vasquez-Parraga, 2017). Moreover, AR facilitates 

the decision-making process because it provides a complete overview of 

information (Grewal, Roggeveen, & Nordfält, 2017) and is more interactive than 

traditional tools (Foroudi, Gupta, Sivarajah, & Broderick, 2018). Additionally, the 

usage of AR has several other behavioural outcomes. These outcomes, which 

are based on the condition that the user had a good experience while using AR, 

include future usage intention, recommendation patronage intentions, as well as 

positive word-of-mouth (Poncin & Ben Mimoun, 2014; Rese, Baier, Geyer-

Schulz, & Schreiber, 2017). 
 

Having a good experience is the underlying premise which triggers the 

behavioural outcomes listed above. For example, AR, as an interactive tool, 
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allows increasing the playfulness aspect of trying on clothes, which positively 

influences the perceived experience (Poncin & Ben Mimoun, 2014). In other 

words, factors influencing the perception of an AR experience have an impact on 

behavioural outcomes. Poushneh (2018) examined the effect of augmentation 

quality and user control on the user experience. Findings suggest that poor 

quality of augmentation and a perceived loss of control, negatively impact the 

user’s experience (Poushneh, 2018). Hence, good augmentation quality and user 

control support the generation of a good experience (Poushneh, 2018). However, 

these are not the only factors influencing customer experience. Enjoyment during 

usage and the level of personalisation make the experience unique to the user, 

which contributes to a good experience (Rese et al., 2017). 
 

Benefits of using AR in retailing include completeness of information, product 

demonstration, and buying what one desired (Dacko, 2017). As already 

mentioned, AR also supports the decision-making process through the benefits 

stated above. When investigating drawbacks, researchers found that users and 

consumers are concerned about their privacy. These concerns refer to the 

collection of personal data and the security of AR tools (Dacko, 2017). 
 

The effects examined in literature have led researchers to believe that AR will 

have a positive impact on consumers’ experience in retailing. Indeed, 

practitioners increasingly become aware of the positive outcomes of using AR 

(Weinswig, 2016). With AR being a relatively new tool, literature examining the 

effects of AR on consumers is still limited, however, current research underlines 

the potential of AR in marketing. Hence, further research is required to gain a 

more robust understanding. 
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2.2 Augmented Reality 

2.2.1 Definition 

2.2.1.1 What is Augmented Reality? 

Difficulties of precisely knowing what is meant by Augmented Reality (AR) are 

often related to its rather broad definition, which includes a wide variety of 

technologies starting with GPS systems and ranging to AR glasses (Craig, 2013). 

Despite the vast array of definitions found in literature, there is a common 

understanding. Researchers agree that AR enhances the real world by adding 

virtual elements to it, e.g., in the form of digital information (Craig, 2013; Dacko, 

2017; Farshid, Paschen, Eriksson, & Kietzmann, 2018; Javornik, 2016a). The 

meaning of AR derives from the verb to augment, which means “to make greater 

in number, size, or degree; to add, to supplement, to increase, enlarge, extend” 

(Oxford English Dictionary, n.d.-a, online). Hence, AR supplements the real world 

instead of replacing it. Its enhancements can address not only sight but also 

appeal to all other senses (Azuma et al., 2001). 

Azuma (1997) was among the first to realise that the existing definitions of AR 

were misleading as it was defined through the tools, e.g., what head-mounted AR 

is, rather than as a technology per se. As a result, he introduced a definition 

based on three characteristics of augmented reality. This enables the 

differentiation between other existing technologies and media: 

1. A combination of the real and virtual environment, 

2. real-time interactivity, and 

3. registration in 3-D 

The first implies that AR is adding a virtual layer to the real world. In other words, 

users are still aware of the physical surroundings since they are experiencing the 

real world as usual, but with fictional aspects added to it (Craig, 2013). The 

second characteristic, real-time interactivity, allows the interaction to be more 

credible (Craig, 2013). High quality and real-time augmentation of the virtual 

information create the impression that the two worlds coexist (Azuma, 1997). The 

embedded 3-D effect stresses the need for spatial registration (Azuma, 1997; 
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Craig, 2013). Spatial registration refers to placing the virtual content in the correct 

location. Furthermore, it also implies that if the users change perspective, the 

augmentation will move accordingly and remain in the right place (Craig, 2013). 

Definitions of other authors demonstrate the full acceptance of Azuma's (1997) 

work. While some are in line with his ideas (Dacko, 2017; Rauschnabel, 

Rossmann, & Dieck, 2017), others have added to or expanded his definition by 

adding one or more dimensions to the concept of AR. For example, Javornik 

(2016a) describes AR based on the following dimensions: interactivity, 

hypertextuality, modality, connectivity, location-specificity, mobility, and virtuality. 

Nonetheless, Azuma’s (1997) characteristics are the most common ones found 

in definitions of AR. Not only researchers have widely accepted these 

characteristics, but also companies such as Deloitte and Goldman Sachs identify 

them when defining AR (Bellini et al., 2016; Kunkel, Soechtig, Miniman, & Stauch, 

2016). 

The table below provides an overview of the definitions found in literature and 

white papers. 
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Table : Definitions of Augmented Reality. Own Source 
 

After considering the different definitions of AR, this thesis will characterise the 

term based on Azuma’s (1997) interpretation. 

2.2.1.2 The Reality-Virtuality Continuum 

Understanding and differentiating the terms AR, mixed reality, and virtual reality 

(VR) have led to confusion among consumers. Therefore, this section illustrates 

how to distinguish the terms by introducing the reality-virtuality continuum (see 

Illustration 1). 
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Milgram & Kishino (1994) first introduced the term reality-virtuality continuum 

which has since been widely acknowledged and used as a starting point in 

literature (Farshid et al., 2018; Flavián, Ibáñez-Sámchez, & Orús, n.d.). Two 

extremes delimit the continuum; on the one side is reality, on the other side is 

virtuality. 

Milgram & Kishino (1994) define reality as everything which encompasses the 

real environment and is therefore bound to the laws of physics (Craig, 2013). In 

contrast, virtuality, or VR, are entirely computer-generated environments (Flavián 

et al., n.d.; Milgram & Kishino, 1994). Mixed reality, which represents a 

combination of virtual and real environments, refers to anything in between 

(Milgram & Kishino, 1994). However, the ratio of both might vary along the 

continuum. For example, there might be a combination of real and virtual 

environments, where the amount of reality is higher than the amount of virtuality 

and vice versa. Consequently, AR, as well as, augmented virtuality are types of 

mixed reality. 

While AR has more real-world than virtual elements and hence is an 

enhancement of reality, augmented virtuality shows more virtual than real-world 

components (Milgram & Kishino, 1994). 

 
Illustration 1: The Reality-Virtuality Continuum. Own Illustration based on Milgram & Kishino (1994) 

 

Based on the continuum, the distinction between AR and VR becomes easier. In 

line with Milgrim & Kishino’s (1994) thoughts, a variety of authors acknowledge 

that AR combines real-world environments with virtual elements (Azuma, 1997; 

Craig, 2013; Javornik, 2016a). Conversely, VR is defined by purely virtual 

environments which immerse the users and inhibit their perception of the real 
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world while using VR (Azuma, 1997; Milgram & Kishino, 1994). Arguably, it 

encounters less technical requirements, whereas AR is highly complex due to the 

combination of real and virtual aspects (Azuma,1997). Without perfect alignment 

of the two worlds, users will have difficulties in accepting the technology. 

Therefore, real-time registration and the quality of the augmentation need to be 

as accurate as possible to ensure the illusion of the coexistence of reality and 

virtuality (Azuma, 1997; Azuma et al., 2001). 

2.2.1.3 Types of Augmented Reality 

AR uses different tools to create augmentation, i.e., offline devices and mobile 

applications. This section presents the most common types of AR in further detail. 
 

Often the degree of customer engagement heavily influences the results of AR. 

In other words, consumers who are more engaged with the technology and hence 

a brand will establish deeper connections to it (Scholz & Smith, 2016). 

Researchers suggest that one should differentiate between active and passive 

AR tools (Scholz & Smith, 2016). When consumers are using the device, the 

technology is considered active. However, when consumers only observe others 

using AR, they become bystanders. Thus, technology is deemed to be passive. 

This distinction between active and passive applies to all types of AR. 
 

Despite the wide range of different tools available, applications and big screens 

are among the most used (Javornik, 2016a). Big screens in the form of virtual try-

on, also called Magic Mirror or Memory Mirrors, are the commonly used features 

in-store (Poushneh, 2018). These augment the clothes on the consumer standing 

in front of it (Javornik, 2016a). However, within the last years, brands also added 

virtual try-on to their online shopping channels due to the increase of online 

purchases. Virtually trying on clothes and accessories facilitates the decision-

making process - online as well as offline (Pantano, Rese, & Baier, 2017). 

Applications, the second most often used AR tool, allow consumers to receive 

more information, read reviews about a product, try it on, or virtually place it 

somewhere (Javornik, 2016a; Rese et al., 2017). Besides, AR apps are also used 

for entertainment purposes such as the AR game Pokémon GO (Rauschnabel et 
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al., 2017). One of the distinctive characteristics of apps is portability – they are 

not tied to a specific location to access information since they are downloaded to 

a smartphone or tablet (Javornik, 2016a). Likewise, head-worn AR tools, e.g., AR 

glasses, are also considered portable (Rauschnabel, 2018) because the user can 

still move freely and is not bound to a specific location or environment (Azuma, 

1997). Researchers strictly differentiate between mobile and wearable tools. 

While mobile devices are the smartphones and tablets mentioned above, 

wearables are tools that can be worn by the user, for instance, helmets, glasses, 

and contact lenses (Peddie, 2017). Researchers exploring the use of AR tools in 

retail have also addressed the advantages and disadvantages of the different 

instruments (Pantano et al., 2017; Poncin & Ben Mimoun, 2014). 
 

2.2.2 Origins 

Frank Bauman’s novel “The Master 

Key: An Electrical Fairy tale” first 

mentioned an AR-like device in 1901. In 

this novel, Bauman describes a species 

of electronic glasses, “the character 

maker”, that helps to reveal the nature 

of someone’s true personality by 

showing a letter on an individual’s 

forehead to the wearer (Flanagan, 

2018; Peddie, 2017). However, it was 

not until 1957, when cinematographer 

Morton Heilig envisioned his audience 

to use not only sight and hearing but all 

five senses when watching his movie. 

This vision became a reality in 1962, 

when he created the prototype Sensorama. This invention was named “The 

Cinema of the Future” as it enabled the viewer to experience vision, sound, 

vibration, and smell simultaneously during a movie, but unfortunately, the idea 

did not get invested in (Berryman, 2012; Furht et al., 2011). Five years later, Ivan 

Image 1: The Sensorama. Morton Heilig (1982) 
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Sutherland developed the first head-worn AR glasses in which some simple-

drawn computer-generated structures were added as a digital layer to enhance 

reality (Peddie, 2017; VRDK, 2018). Nowadays, these glasses are considered to 

have been the first existing AR system (Berryman, 2012; Furht et al., 2011). 

AR continued to be a topic of interest in the ‘70s and ‘80s, especially for 

institutions such as U.S. Air Force, NASA, and universities (Peddie, 2017). In 

1974, Myron Krueger, as part of his Ph.D., created “the video place”, a living art 

space in which a combination of projectors and camcorders responded to users’ 

movement and actions. Users did not have to wear glasses to be surrounded in 

an artificial reality (VRDK, 2018). In 1981, AR was brought to television for the 

first time as part of an interactive weather-forecast program. It was only in the 

early ‘90s when the term augmented reality got attributed to Thomas Caudell and 

David Mizell who were working as designers at Boeing factory (Furht et al., 2011; 

Peddie, 2017). 

Throughout the ‘90s and ‘00s, the technology became more widespread. Sony 

launched the first commercial AR glasses, “the Glasstron”, in 1997 (Peddie, 2017; 

VRDK, 2018). Companies such as BMW, LEGO, Disney, and Coca-Cola started 

implementing AR in some of their campaigns. In 2004, the first AR system on a 

consumer’s mobile phone was accomplished (Peddie, 2017). Since then and due 

to the emergence and decrease in prices of mobile devices, AR has become a 

more widely available experience for consumers (Furht et al., 2011; Liao, 2015). 

Nonetheless, it was not until 2016, with Pokémon GO and Snapchat, when AR 

had its public breakthrough. 

While consumers are more concerned about the appearance and price of AR, 

enterprises focus on functionality and return on investment (Furht et al., 2011; 

Peddie, 2017). Despite the collision of perspectives, the future of user experience 

design is AR (Lowry, 2018). Mobile phones have already become an extension 

of our selves as they are an integral part of our lives; an extension of our hands 

(Belk, 1988; Sheth & Solomon, 2014). Consequently, integrating AR as a further 

non-intrusive tool to our daily life is possible, e.g., through the Microsoft HoloLens 

(Furht et al., 2011; Lowry, 2018). However, companies always depend on users 
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having the right and latest viewing device (e.g., smartphone, tablet, glasses) to 

properly experience the AR application (Peddie, 2017). 

 

2.2.3 Applications of Augmented Reality in Research 

Enhancing reality with the help of AR has been a topic of interest and research 

in the past 30 years. Two streams of research emerged: on the one hand, 

research related to a technological nature focused on answering computer 

science and engineering related questions; on the other hand, research 

concerning the utilisation of AR technology (Cipresso, Giglioli, Raya, & Riva, 

2018). The first aimed at improving realism but has now moved towards dwelling 

into “interaction”, i.e., making the AR experience as realistic as possible. A real 

experience entails a perfect integration of reality and fiction – which is still hard 

to achieve with high accuracy (Cipresso et al., 2018). The latter aims at using the 

technology with various purposes in different sectors. 
 

However, a challenge has emerged in AR research. In the last years, the invented 

AR systems moved directly from being presented as a prototype to receiving the 

patent and being introduced to the market (Cipresso et al., 2018). In other words, 

most of the new technological AR advances and applications that materialise in 

Image 2: Microsoft HoloLens.VRNews.dk (2018) 
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the market are not published in scientific papers – reducing the availability of 

knowledge. 
 

Although there is a wide range of usage possibilities, AR is most commonly 

applied in areas such as entertainment, education, medicine, fashion, and 

marketing (Ariso, 2017; Cipresso et al., 2018; Furht et al., 2011; Kohles, 2017). 

2.2.3.1 Augmented Reality in Medicine, Education, and Entertainment 

Medicine is a sector in which AR has been researched to a great extent (Azuma, 

1997; Berryman, 2012; Peddie, 2017). This technology enables doctors to realise 

minimally invasive techniques through small incisions or no incision at all, 

reducing the traumas of an operation. Furthermore, medicine uses and 

researches AR for training and visualisation purposes (Azuma, 1997). 
 

AR is revolutionising the education sector from lectures to sports training (Peddie, 

2017). Within the last years, this technology has shown the potential positive 

effects in supporting learning, understanding, memory, and motivation (Cipresso 

et al., 2018). Researchers’ interest in the usage of AR in education compares 

traditional versus AR based study methodologies and effectiveness (Chien, 

Chen, & Jeng, 2010). For example, a book about World War II can be as “boring” 

as any other book about this topic, however, using an AR history book could show 

how the military executed their strategies and students can become part of the 

battles (Craig, 2013). 
 

Academics have also paid special attention to AR in entertainment which 

englobes a wide variety of applications for tourism, gaming, and sightseeing 

(Berryman, 2012; Craig, 2013). In the travel industry, Wikitude presented their 

AR Travel Guide with which tourists could interact and view information about the 

different places in real-time by scanning their surroundings (Kohles, 2017). The 

most notorious AR game is Pokémon GO with more than 100 million downloads 

in Google Play each year (Dogtiev, 2018; Goglee Play, 2019). 
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2.2.3.2 Augmented Reality in Fashion Items 

Researchers are also interested in the usage of AR in the fashion industry, 

ranging from clothes to glasses, to cosmetics, and hair (Berryman, 2012; Peddie, 

2017). Researchers’ focus area lies on how companies could project hairstyles, 

makeup, clothes, and accessories on consumers via cameras which are looking 

and scanning the user to create a 3-D model. Despite the explosion of 

smartphone usage and its opportunities, the main challenge, acknowledged by 

researchers, is to offer high resolution and real-time pose tracking in small and 

inexpensive devices - smartphone or tablet – as well as in big and expensive 

ones - magic mirrors. Thus, the implementation of AR technology in the 

marketplace is not as advanced as it could be (Peddie, 2017; Poushneh, 2018). 

In clothing, most papers focus on the usage of the magic mirror as the preferred 

technology (Peddie, 2017; Poushneh, 2018). In the accessory market, opticians 

are the ones experimenting the most with AR. They use full 3-D facial scanning 

which enables the consumer to try custom-fit eyewear virtually (Peddie, 2017). 

Thereupon, opticians can virtually fit frames to consumers and offer a more 

enhanced and personalised service (Peddie, 2017). The cosmetic industry has 

specialised in AR apps which allow any consumer, who have downloaded the 

apps, to try on makeup in real-time (Sephora, 2019b). Users can combine 

different products to create a look, including cosmetics they already own. Thus, 

they decrease the risk of odd combinations or unfitting colours. The app allows 

consumers to move around, wink, and smile while they analyse their new look 

without having to physically apply it (Peddie, 2017; Sephora, 2019b). Lastly, 

hairstyles are also gaining importance in AR research (Peddie, 2017). However, 

hair is the most challenging feature to include in terms of computer graphics. 

Each hair has its movement, light reflection, and length, making it highly 

challenging to create a realistic real-time augmentation (Peddie, 2017). 

2.2.3.3 Augmented Reality in Marketing 

Augmented reality marketing (ARM) is defined as “the practice of using images 

to enhance brand communication and utility via image recognition and visual 

discovery” (Peddie, 2017, p.123) and has only become a topic of investigation 
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recently. The interest in AR technology and applications from a marketing 

perspective emerged after the implementation of the first AR advertising 

campaign by BMW in December 2008 (Berryman, 2012; Furht et al., 2011). 

Consumers and academics alike paid much attention to this magazine 

advertisement (Berryman, 2012; Furht et al., 2011). Since then, the immense 

potential and utilisation of AR in marketing have been researched. Bulearca & 

Tamarjan (2010) were the first to present their findings regarding the increase in 

brand loyalty and word-of-mouth by using experiential ARM. Further research 

explored how AR can improve point-of-sale evaluation (Kallweit et al., 2014), and 

how consumers respond to media characteristics (Javornik, 2016a). 

Furthermore, Yaoyuneyong et al. (2016) found that consumers prefer AR print 

advertisements, and Dacko (2017) investigated how mobile AR apps provide 

value to consumers in the retail industry. Finally, Javornik (2016b) analysed 

consumer responses to a magic mirror in retail stores. 
 

This trend has expanded beyond traditional marketing and now integrates AR 

apps on smart devices (Furht et al., 2011; Peddie, 2017). Companies develop 

these apps to allow their consumers to experience, explore and interact with the 

brand in an innovative manner (Peddie, 2017). 
 

2.2.4 Performance Criteria of Augmented Reality 

In order to guarantee the proper functioning of AR technology, two main functions 

need to be present: Interactivity and Augmentation Quality. These two functions 

have been identified and mentioned as the most relevant media characteristics 

in the literature are interactivity and augmented quality (Javornik, 2016a; 

Poushneh & Vasquez-Parraga, 2017; Steuer, 1992). 

2.2.4.1 Interactivity 

Interactivity has gained high interest among researchers who focus on human-

computer interaction (Norman & Draper, 1986; Steuer, 1992). Interactivity refers 

to the “extent to which users can participate in modifying the form and content of 

a mediated environment in real time” (Steuer, 1992, p. 84). Telepresence 
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represents the basis of this definition as it focuses on the properties of the 

mediated environment and the relationship of the individuals with that 

environment. Telepresence is defined as the feeling of being part of an altered 

environment such that “the user of the medium considers the items in the 

mediated environment as unmediated and reacts directly to the items as if they 

are physically present objects” (Kim & Biocca, 1997, online). Furthermore, Liu & 

Shrum (2002) define interactivity as “the degree to which two or more 

communication parties can act on each other, on the communication medium, 

and on the messages and the degree to which such influences are synchronized” 

(p.54). As technology has advanced, interactivity has become an integral part of 

AR acceptance. This paper defines interactivity as the extent to which AR 

technology is able to generate responsive 3-D content, i.e., moving when the user 

changes perspective and changing colours and styles in real-time (Azuma, 1997; 

Steuer, 1992). If these elements work together, the mediated environment 

guarantees a lively output (Steuer, 1992). 
 

Three factors contribute to interactivity: speed, range, and mapping. Steuer 

(1992) refers to the first term as “the rate at which input can be assimilated into 

the mediated environment” (p.85). Speed, or response time, is essential because 

it defines the quality of the real-time interaction. In order to generate the illusion 

of coexistence of real and virtual, the environment needs to be instantaneously 

altered when the user is acting. Users expect that the system responds within 

milliseconds when looking in a different direction (Azuma, 1997). The second, 

range, describes “the number of possibilities for action at any given time” (Steuer, 

1992, p. 85). The range of interactivity alludes to the number of attributes of the 

mediated environment that can be changed and the number of possible variations 

within each attribute. In the case of a makeup AR app, it refers to the number of 

products that the consumer can interact with and the variety of colours in each 

product category – lipsticks, rouge, or eye shadow. Thus, the higher the range of 

possibilities, the greater the consumer’s experience (Steuer, 1992). Lastly, 

mapping is “the ability of a system to map its controls to changes in the mediated 

environment in a natural and predictable manner” (p.86). In other words, mapping 

refers to how human actions are connected to movements within a mediated 
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environment, for example, moving the left finger might increase the volume or 

mimicking throwing a virtual baseball while wearing an AR glove (Steuer, 1992). 
 

Poushneh & Vasquez-Parraga (2017) differentiate three levels of interactivity: 

high, middle, and low. They state that a high level of interactivity generates a 

more fabulous consumer experience which translates into a higher willingness to 

buy. Ergo, little interactivity creates a weaker CX and thus a weaker willingness 

to purchase. 
 

All in all, it is fundamental to ensure a high interactivity performance for AR to be 

successful as it leads to user involvement and entertainment. Moreover, it 

enables them to personalise information in a 3-D virtual model. When interacting 

with virtual objects, consumers enjoy the experience more than when looking at 

the same physical object (Javornik, 2016a; Poushneh & Vasquez-Parraga, 

2017). 

2.2.4.2 Augmentation Quality 

Apart from interactivity, AR has one other crucial element which heavily 

influences its performance and hence user evaluation (Poushneh, 2018). While 

the term augmentation quality (AQ) is relatively new – it was first introduced by 

Poushneh (2018) – researchers have explored the criterion but have named it 

differently, e.g., AR media characteristics (Javornik, 2016a). This section 

explores augmentation quality as an AR performance criterion in further detail. 
 

AQ refers to “the output quality that results from interaction with virtual and real 

content onto a reality in terms of information quality, correspondence quality or 

mapping quality” (Poushneh, 2018, p. 170). In other words, AQ consists of three 

main components: information quality, image recognition, and mapping or 

correspondence quality (Poushneh, 2018). 
 

The three components describe different aspects of AR. Information quality, 

which relates to the user experience, entails that the consumer receives 

personalised, useful, and trustworthy content which corresponds to their needs 

and expectations (Poushneh, 2018). Both image recognition and 
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correspondence quality describe the technical aspects of AR. The first implies 

that the technology effectively recognises the objects and surroundings in detail. 

Image recognition is a prerequisite for correspondence quality, which describes 

the accuracy by which it places virtual content where it is supposed to be shown 

(Poushneh, 2018). 

All in all, image recognition and correspondence quality refer to the capabilities 

of AR to recognise specific structures, which are similar yet unique, and place 

and adjust the virtual content accordingly (Steuer, 1992). For example, human 

faces show similar features; nevertheless, the shape of the lips is unique to each 

individual. As a result, AR needs to adjust the lipstick to the given lip shape. As a 

result, the user of an AR app should have the impression that the enhancement 

of the environment is credible and appealing (Steuer, 1992). 

Despite its novelty, AQ has been explored and mentioned by other researchers 

as an essential part of CX (Azuma, 1997; Javornik, 2016a). Even at the very early 

stages of AR as we know it today, (Azuma, 1997) described AQ based on real-

time interactivity, the combination of virtual and real elements, and 3-D 

recognition. Recalling his definition of AR’s characteristics, the combination of 

virtual and real elements and 3-D recognition are part of AQ. Indeed, a 

comparison with Poushneh's (2018) definition shows that image recognition is 

the equivalent to Azuma’s (1997) 3-D recognition and correspondence quality the 

synonym for the combination of virtual and real features. Certainly, Javornik's 

(2016a) media characteristics also refer to AQ. First, Poushneh’s (2018) idea of 

information quality shows similarities to Javornik's (2016a) concepts of 

hypertextuality and modality, which deliver specific content and information to the 

user. Second, Javornik's (2016a) virtuality characteristic is a synonym for 

correspondence quality because it refers to the virtual elements and the illusion 

of coexistence of the two worlds. Lastly, location-specificity is similar to image 

recognition since it helps the AR app to identify its surroundings (Javornik's, 

2016a). 

Undeniably, all definitions presented in this paper address interactivity and 

augmentation quality to some extent (Craig, 2013; Kunkel et al., 2016; Poncin & 

Ben Mimoun, 2014; Poushneh, 2018; Rese et al., 2017). 
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2.3 Consumer Decision-Making Process 

Humans are problem-solvers, whose decisions are influenced by a variety of 

factors (Blackwell, Miniard, & Engel, 2001). For example, product evaluation and 

choice often are affected by perceived risk and novelty factors (Solomon, 2013). 

The following section sheds light on the consumer decision-making process and 

then specifically applies this knowledge to buying cosmetics. 
 

2.3.1 The Stages of the Consumer Decision-Making Process 

Metaphorically, the decision-making process (DMP) is often referred to as a 

funnel because consumers narrow down their options along the process and 

finally decide on one product (Solomon, 2013). The first model was the Consumer 

Decision Process model (CDP), which divides consumer decision-making into 

seven stages and three different phases. The stages of the CDP include need 

recognition, search for information, pre-purchase evaluation of alternatives, 

purchase, consumption, post-consumption evaluation, and divestment. The 

phases are divided into pre-purchase, purchase, and post-purchase phase 

(Blackwell et al., 2001). 

Other models divide the consumer DMP into five stages: problem recognition, 

information search, evaluation of alternatives, product choice, and post-purchase 

evaluation (Solomon, 2013). Nonetheless, this does not mean that Solomon 

(2013) ignores Blackwell et al.’s (2001) definition of the CDP. He groups some of 

them together. Solomon’s (2013) DMP is described below. 

  

Consumers start their decision-making by noticing a dissonance between their 

actual and their desired state. There are two types of problem recognition - need 

and opportunity recognition. While need recognition describes the deterioration 

of a state, opportunity recognition defines the possibility of reaching an ideal state 

(Solomon, 2013). 

After identifying a need, consumers search for information in the marketplace. 

Based on the information at hand, by comparing and contrasting, for example, 

the characteristics and brands, consumers evaluate their alternatives. It is crucial 
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to differentiate between evoked and consideration set. The first describes the 

alternatives which the consumer knows about. The latter are the options the 

consumer is actually taking into account (Solomon, 2013). Consumers only 

consider suitable options for their final choice. Nevertheless, it is a long way from 

willingness to buy to the actual purchase, which is impacted by internal and 

external factors such as salespeople in-store, price, discounts, personality, or 

culture (Blackwell et al., 2001). Post-purchase product evaluation depends on the 

experiences gained through consuming the product (Solomon, 2013). 
 

The already mentioned five stages of the DMP can also be subdivided into 

phases, that is, pre-purchase, purchase and post-purchase phase (Blackwell et 

al., 2001; Dhebar, 2013; Solomon, 2013; Vandermerwe, 1993). Despite the 

different terminology, the concepts of phases and stages show various 

similarities. During the pre-purchase phase, consumers become aware of a 

problem and search for information (Dhebar, 2013). Genuinely, the first two 

stages of the DMP have been put into one phase, but eventually, describe the 

same procedure. Moreover, product choice is the equivalent to the purchase 

phase, and post-purchase product evaluation describes the post-purchase 

phase, during which consumers use the product (Blackwell et al., 2001). 
 

The process described above is labelled as cognitive DMP. However, there is a 

variety of other forms of decision-making, for instance, hedonic or behavioural 

influence (Eric Arnould, Price, & Zinkhan, 2005). Arnould et al. (2005) argue that 

although there are different types of decision-making behaviour, they all 

represent different aspects of the DMP and therefore should be considered 

complementary instead of exclusive. 
 

In the past, the DMP was straightforward since advertisements led consumers to 

stores where they would eventually purchase. However, with the emergence of 

new digital technologies and e-commerce, the path-to-purchase has undergone 

a revolution (Fulgoni, 2015). Researchers have found that consumers no longer 

go through the DMP in only one channel but frequently switch between channels 

(Fulgoni, 2015). Consequently, someone might start their information search 
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online, however, he or she might end up purchasing in-store - offline. The internet 

and digital advancements have become one of the significant players for 

information search because consumers purchase depends on price and 

availability of the desired product as well as personal preferences (Fulgoni, 

2015). 
 

2.3.2 The Process of Buying Cosmetics 

The cosmetics segment englobes eye and face makeup, lip and nail colour, and 

self-tanner (Brinckmann, 2018). In 2017, cosmetics sales increased by 5.3% 

worldwide compared to 2016 and reached US$50 billion in revenue in 2017. 

Furthermore, revenue will increase by 3.4% per year in Europe, 4% in the United 

States, and 14.1% in China (Brinckmann, 2018). 
 

According to Statista (2018), the frequency of makeup purchase is once per 

month, and the preferred purchase channels are; online only with 38%, closely 

followed by offline only (35%) and lastly a combination of online and offline with 

29% (Statista, 2018a). Research supports the increase in online purchase of 

cosmetic products (ATKearney, 2017). Nonetheless, industry experts agree that 

a trend of “Try before you buy” is still very latent in the cosmetic industry (Global 

Cosmetic Industry, 2017; Shapouri, 2016). Thereupon and since websites do not 

offer the possibility for product try-on, consumers tend to purchase in physical 

stores. However, in the last years, there has been an increase in consumers that 

search for their favourite makeup product online and personally go to the store to 

try them on (Shapouri, 2016). 
 

The biggest portion of the cosmetic market revenue is women between the age 

of 18-34. When purchasing cosmetics, 58% of females consider quality, 57% the 

brand, and 48% value for money as top purchase criteria’s (Statista, 2018b). On 

average, women tend to buy ten different types of cosmetic products per year 

(Shapouri, 2016). The top five products are: Nail polish (78%), mascara (76%), 

lipstick (75%), makeup foundation and eye shadow (73%) (Statista, 2018c). 

Although makeup is purchased frequently, it does not mean that the purchase 
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decision-making process is of low involvement (Percy & Rosenbaum, 2016). 

Depending on the individual’s personality and characteristics, the consumer can 

be either highly involved in the search and selection of the right makeup or utterly 

indifferent (Percy & Rosenbaum, 2016; Wu & Lee, 2016). 
 

Recent studies have focused on the Millennial generation. When it comes to 

decision-making and purchase process, they are shaking up the beauty industry 

(ATKearney, 2017; Global Cosmetic Industry, 2017; Shapouri, 2016). According 

to a survey done by the Global Cosmetic Industry in 2017, out of 175 female 

millennials, 94% of the respondents buy makeup regularly. YouTube beauty 

vloggers (video bloggers), social media influencers and recommendations highly 

influence millennials’ purchase decision process (ATKearney, 2017; Global 

Cosmetic Industry, 2017). Moreover, they no longer believe that one brand is the 

solution to all their problems. Millennials search for individualism and self-

expression and consequently like to have a broad choice of brands and products 

to fit their needs perfectly (Shapouri, 2016). 
 

Buying makeup is a process that does not only consist of utilitarian needs but 

also heavily relies on emotional needs (FECYT - Spanish Foundation for Science 

and Technology, 2011). The main reason users purchase makeup is to gain a 

sensation of wellbeing by reducing the feeling of worry or guilt. When the 

cosmetic brand can heighten positive emotions, users nurture the perception of 

caring for themselves and therefore gain a sense of well-being (FECYT - Spanish 

Foundation for Science and Technology, 2011; Tajeddini & Nikdavoodi, 2014). In 

other words, for women, the purchase of makeup is positively correlated with the 

judgement of aesthetic appearance and perception of subjective norms (I Ajzen 

& Fishbein, 1980; Icek Ajzen & Fishbein, 1973; Tajeddini & Nikdavoodi, 2014). 
 

2.4 Research Gap 

This paper’s literature review discussed an atypical way of approaching customer 

experience, namely through peak experience, peak performance, and flow 



 

 

50 

 

(Privette, 1983).  Only a few customer experience researchers have referred to 

Privette (1983) in their research, e.g., Holbrook and Hirschman (1982) and 

Arnould and Price (1993). Other authors, which study the combination of AR and 

user experience, such as Poushneh & Vasquez-Parraga (2017) shortly introduce 

concepts aligned with Privette’s (1983) idea. However, they do not explicitly link 

AR to peak experience, peak performance, and flow. This thesis aims at filling 

this gap in research. 

The concepts introduced by Poushneh & Vasquez-Parraga (2017) are product 

pragmatic quality (PPQ), hedonic product quality (HPQ) and product aesthetic 

quality. The first represents the usability of the features of AR. The second refers 

to emotional reactions that users have towards AR. The last describes the 

usability of AR. Despite not establishing a clear link to Privette’s (1983) terms, 

this paper draws an abstract yet highly plausible connection between CX and AR. 

Based on the definitions mentioned above, various similarities between 

Poushneh & Vasquez-Parraga (2017) concepts HQ and PQ and Privette (1983) 

idea of peak experience and peak performance are identified. 

First, peak performance “is the behaviour beyond the level at which a person 

normally functions” (Privette & Landsman, 1983, p. 195). PQ encompasses the 

usability of AR, i.e., the effectiveness and efficiency of the technology. Ergo, 

effectiveness, efficiency, and functioning beyond normal describe a state that is 

in some way better than ordinary. In this paper, within the context of AR, peak 

performance is defined as the technology’s ability to excel in adding a digital layer 

and reacting to movements in real-time - through interactivity and augmentation 

quality - enhancing the user’s best features and hence self-perception. 

Second, peak experience embodies intense joy - other positive emotions 

included - one experiences when doing something. Poushneh & Vasquez-

Parraga's (2017) conceptualisation of HQ is in line with Privette’s (1983) ideas 

since HQ entails the emotional reactions of an experience. The fulfilment of 

human needs for novelty and change, self-expression and symbolic meaning 

evokes these reactions (Poushneh & Vasquez-Parraga, 2017). Within the context 

of AR, peak experience refers to consumers experiencing various positive 

emotions while interacting with the app. 
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Finally, this thesis views flow, which was initially defined as an intrinsically 

rewarding experience (Privette, 1983), as the consequence of having a peak 

experience and a peak performance. For example, if a consumer feels amazed 

and perceives the augmentation to show her best version, during the interaction 

and the technology functions properly, the outcome will be rewarding. However, 

this does not necessarily mean that despite not achieving the best performance, 

one can still enjoy the interplay because of the positive emotions associated with 

it. Thus, flow arises when peak experience is achieved but does not necessarily 

require peak performance. For instance, consumers can have fun while using the 

app; nonetheless, they might feel like it has not portrayed their best version; yet, 

it is still a memorable experience. 
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Part 3: Methodology 

This chapter aims at explaining the approaches that have been selected to 

retrieve relevant data for the research question of this thesis. The discussed 

areas will cover the selection of methods for collecting, analysing, and 

interpreting the data. The following research question aims at obtaining a 

profound understanding of the drivers and inhibitors of customer experience and 

willingness to purchase when using the Sephora Virtual Artist AR app. 
 

Research Question: 
 

How and why does customer experience with an augmented reality app 

influence willingness to purchase? Drivers & Inhibitors – The case of Sephora’s 

Virtual Artist 

 

This paper approaches methodology by applying the research onion framework. 

This framework provides a holistic overview and offers a more illustrative and 

understandable approach to methodology. The onion framework consists of six 

layers: research philosophy, approach, research methods and strategies, 

research choices, time horizon, data collection, and data analysis (Saunders, 

Lewis, & Thornhill, 2009). 
 

This thesis attempts to uncover the drivers and inhibitors of Sephora’s Virtual 

Artist App. The thesis believes that each consumer is unique based on their 

previous experiences, personality, and culture, making interpretivism the most 

appropriate philosophical approach for this thesis. Interpretivism also allows 

choosing qualitative methods, which fits the best for the studied matter as they 

entail the search for an in-depth understanding of a phenomenon (Saunders et 

al., 2009). 
 

The second layer of the onion deals with the research approach. For this thesis, 

we chose an inductive approach. Induction allows to analyse data with no explicit 
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aim or objective and thus, provides a flexible structure to achieve a profound 

understanding of the research context (Saunders et al., 2009). Moreover, this 

research approach is consistent with the collection of qualitative data, which is 

the core source of information in this thesis. The chosen philosophy of science 

and the reasoning approach influence the third layer of the onion, i.e., research 

method and strategies. As the purpose is to gain a rich understanding through 

empirical evaluations of the drivers and inhibitors of customer experience with 

the Sephora AR app and subsequently willingness to purchase, this paper has 

chosen a case study method as the most appropriate. Case studies intend to 

investigate a phenomenon in its real-life context (Manerikar & Manerikar, 2014). 

Since this thesis only conducts qualitative research, a mono-method is applied 

conveying the fourth layer of the onion. The fifth layer is concerned with the time-

scope of the research. Due to time constraints and hence the lack of longitudinal 

data, a cross-sectional design is the most appropriate as it provides an overview 

of occurrences in a specific period. Finally, by following a cross-sectional design, 

semi-structured in-depth interviews are the primary source of information and 

data collection method. The data analysis is performed through an inductive 

latent thematic analysis, which enable us to uncover themes without being primed 

by literature. 
 

3.1 Philosophy of Science  

An appropriate philosophy of science is necessary to support and assist the 

researcher in putting the paper into perspective and presenting the basis for 

knowledge (Godfrey, 2009; Ladyman, 2002). The adopted research philosophy 

will contain essential assumptions about how we, the researchers, view the world 

(Saunders et al., 2009). 
 

Based on the nature and development of the knowledge gained throughout the 

literature review and the attempt to make sense of the world around us - to 

understand the underlying meanings attached to the customer experience when 

interacting with AR apps - an interpretivist approach is followed in this paper 
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(Saunders et al., 2009). Interpretivism tries to uncover the meanings in human 

interaction through a more flexible and personal research structure (Carson, 

Gilmore, Perry, & Gronhaug, 2001). It also allows the researcher to gain new 

knowledge, which is developed through the interaction with respondents, instead 

of being fixed on a precise framework (Hudson & Ozanne, 1988). Therefore, 

interpretivism aims to understand motives, meanings, and reasons of human 

behaviour in a given time and context rather than generalizing and predicting 

causes and effects (Hudson & Ozanne, 1988; Saunders et al., 2009). According 

to Bryman (2016), interpretivism reflects the distinctiveness of humans and aims 

at understanding and explaining human behaviour employing interpretation. The 

knowledge acquired within interpretivism “is socially constructed rather than 

objectively determined” (Carson et al., 2001, p. 17). Hence, from an ontological 

and epistemological point of view, interpretivists believe that there is not just one 

reality and that those realities are relative (Hudson & Ozanne, 1988). 
 

In line with the interpretivist approach, a subjective view of interpretations, also 

known as social constructivism, is followed. Social constructivism intends to 

understand the meaning that individuals attach to social phenomena. These 

phenomena have no external reality, are created from perceptions, and are 

continually changing (Bryman, 2016; Saunders et al., 2009). Therefore, it is 

necessary to continuously study “the details of the situation to understand the 

reality or perhaps a reality working behind them” (Saunders et al., 2009, p. 111). 

Therefore, when observing the world around us, we might not necessarily get an 

accurate insight into the true nature of the world, but into the way we, the 

observers, perceive it. Our way of thinking and understanding of the world 

condition this perception (Burr, 1995), which is thus, socially constructed. 
 

Out of the four philosophies – interpretivism, positivism, realism, and pragmatism 

- positivism and pragmatism are used the most in academic literature (Godfrey, 

2009; Ladyman, 2002). First, positivism believes that knowledge is based on 

natural phenomena and their properties, which can be uncovered through 

scientific experiments and examinations (Bullock & Trombley, 1999). Moreover, 

in positivism, the researcher is independent of the study, and hence, there is no 
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room for interpretations (Bryman, 2016; Dudovskiy, 2018). Thus, this approach 

is not suitable for our research as the findings in this paper are based on 

qualitative data. Furthermore, the data were analysed based on our interpretation 

of individuals’ experiences with the Sephora Virtual Artist app. 
 

Second, pragmatism does not consider only one explanation of a phenomenon. 

On the contrary, it acknowledges a variety of points of view and thus is not able 

to provide a definite conclusion (Dudovskiy, 2018). Conversely, pragmatism is 

not suitable for this paper as it seeks to find an answer to the proposed research 

question in the given time and context. 
 

Finally, realism is explained by the truth we experience only through our senses 

(Saunders et al., 2009). For example, when hearing a positively connotated word 

with the speaker saying it with an ironic undertone, the realist would only see the 

word and associate it with something positive ignoring the irony. 

As the aim of this research is to gain a thorough understanding of our research’s 

participants’ experiences, a realist approach does not comply with the purpose of 

this paper since we could be missing some relevant insights by not reading 

between the lines. 
 

3.2 An Inductive Approach to Reasoning 

Following the paradigms of interpretivism and social constructivism, in which 

understanding the reality is subjective to the interaction and interpretation of each 

social actor, this thesis follows an inductive approach to reasoning for its research 

design. According to Thomas (2006), the primary purpose of an inductive 

approach is to allow the researcher to analyse qualitative raw data with no 

specific evaluation objective to find frequent, dominant, or significant patterns. 

Additionally, it enables gathering a sense of what is going on and to better 

understand the nature of the problem (Saunders et al., 2009). In other words, the 

interest lies in understanding why something is happening rather than describing 

what is happening. The evaluation objectives, the outlined questions, and the 
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assumptions and experiences of the evaluator influence and shape the findings 

of an inductive approach (Thomas, 2006). Due to the newness of the technology 

and the limited amount of literature existing for this specific topic - customer 

experiences when using AR makeup applications and their influence on 

willingness to purchase - an inductive approach seems appropriate to generate 

data and make interpretations from the gathered raw data. 
 

Adhering to an inductive approach provides clarity to critical themes and 

processes. While deductive methods might oversee relevant patterns and 

perspectives, inductive methods allow the recognition of these (Thomas, 2006). 

Induction enables researchers to establish links - derived from the raw data - 

between research objectives and findings. Thereupon, inductive analysis refers 

to “approaches that primarily use detailed readings of raw data to derive 

concepts, themes, or a model through interpretations made from the raw data by 

an evaluator or researcher” (Thomas, 2006, p. 238). In contrast to induction, 

deductive reasoning has an assumed outcome, which is validated or rejected 

according to observations and theory (Bryman, 2016; Saunders et al., 2009). 

Deduction seeks to narrow options to a minimum to validate the most accurate 

outcome. Consequently, deductive approaches follow quantitative research to be 

able to validate hypotheses (Bryman, 2016; Saunders et al., 2009). 
 

However, it is challenging to start inductive research with a clean slate as 

previous knowledge and experience cannot be neglected and will influence the 

data collection process (Bryman, 2003). For this reason, this thesis 

acknowledges the fact that a purely inductive approach is difficult to achieve and 

thus it combines an inductive approach with theoretical reasoning. In other words, 

the theory provides an initial guide for our research method, which does not limit 

the research as new concepts based on the obtained data could evolve. 
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3.3 An Exploratory Study 

The purpose of this research is to find drivers and inhibitors of a makeup AR app, 

customer experience, and its influence on willingness to purchase. 

In order to determine the suitability of an exploratory research approach, the 

following requirements need to be fulfilled: an accurate description of a problem, 

identification of the relevant course of action, and the collection of background 

information (Bryman, 2016; Manerikar & Manerikar, 2014; Saunders et al., 2009). 

Saunders et al. (2009) advise researchers to use exploratory studies when they 

want: 

1. to find out what is happening 

2. to seek new insights and provide explanations on specific topics where the 

nature of the problem is unsure, and, ultimately, 

3. to assess a phenomenon in a new light. 

Generally, exploratory research investigates an area of interest, which is 

understudied, and provides a fundamental understanding of a problem without 

postulating conclusive results (Manerikar & Manerikar, 2014). Thereupon, the 

required information is only loosely defined at this stage, and the adopted 

research process is flexible and unstructured (Malhotra, 2015). This type of 

research process enables to change the direction of the study according to new 

insights and data results (Saunders et al., 2009). In other words, it allows us to 

start with a broader approach and become narrower as research progresses. 

Since our study aims at exploring the phenomenon of using AR makeup apps to 

generate customer experience which should trigger willingness to purchase, an 

exploratory study design was adopted. 
 

While explanatory and conclusive research seeks to test specific hypotheses and 

examine relationships, exploratory research aims at providing insights into the 

research issue and gaining an understanding of it (Malhotra, 2015). In contrast to 

explanatory and descriptive findings, which are conclusive and represent input 

for decision-making, exploratory research findings are tentative and are followed 

by further exploratory or conclusive research (Malhotra, 2015). Hence, 
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exploratory research is recommended when knowledge and understanding of the 

research issue are limited (Manerikar & Manerikar, 2014). The flexibility and 

unstructured manner of this research method allows researchers to reveal the 

background information, i.e., an exploratory study’s findings, needed to 

understand a current situation. These findings serve as a guide for more targeted 

future research (Manerikar & Manerikar, 2014). Furthermore, during exploratory 

research, concept testing is very much needed to gain a better understanding of 

the studied factors. Concept testing in this research is the process of having users 

evaluate the Virtual Artist by testing and experiencing the app. 
 

Nevertheless, exploratory research is subject to criticism due to its inability to 

provide an irrefutable truth and an appropriate solution to research problems. 

Furthermore, the lack of quantitative auxiliary data, and the small sample size, 

which displays non-representative findings of this study approach, do not allow 

an immediate implementation of the solution by managers (Malhotra, 2015). 

Nonetheless, when combining case studies and interviews, the retrieved data is 

believed to provide insightful and vital information to a particular context 
(Malhotra, 2015). 
 

3.4 The Research Strategy 

As mentioned previously, a case study is a possible way to conduct exploratory 

research studies. Case studies have been defined as “a strategy for doing 

research which involves an empirical investigation of a particular contemporary 

phenomenon within its real-life context using multiple sources of evidence” 

(Robson as cited by Saunders et al., 2009, p.145-146). Case studies are suitable 

for research questions that (1) start with ‘How?’ and/or ‘Why?’, (2) when there is 

no sufficient theory, and (3) when the topic is complex or innovative (Saunders et 

al., 2009). 

If compared to other research methods (e.g., survey, experiment, or 

ethnography), case studies are recommended when the aim is to gain a rich 

understanding of the research context. According to Manerikar & Manerikar 
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(2014), the ultimate goal of case studies is to provide an understanding of a 

particular situation or context to shed light on a research question. When using 

case studies as a research strategy, qualitative methods, such as interviews and 

observation, are needed for data collection as they provide the necessary insights 

for the studied context (Saunders et al., 2009). 

It also differs from other research methods in the fact that the research context is 

highly uncontrolled allowing the possibility to explore and deeply understand the 

possible variables that appear during the research. 
 

3.5 Qualitative Research 

Malhotra (2015) defines qualitative research as “an unstructured, exploratory 

research methodology based on small samples intended to provide insight and 

understanding of the problem setting” (p.61). Exploratory research is qualitative 

as it is based on small samples, and uses techniques such as focus groups, word 

associations, and in-depth interviews to gather the data (Malhotra, 2015). 
 

This thesis aims at providing a detailed analysis of the drivers and inhibitors of 

willingness to purchase while exploring AR Apps. Indeed, it intends to explore 

and understand what consumers are experiencing, feeling, and looking for in an 

AR makeup app to engage in a purchase. Due to the exploratory nature of the 

topic, we consider qualitative research the most appropriate approach. 
 

3.6 Data Collection Method 

As previously mentioned, the subjective view of interpretations, also called social 

constructivism, aims at understanding meaning that individuals attach to 

phenomena (Bryman, 2016; Saunders et al., 2009). Within the interpretivist 

paradigm, qualitative research approaches are used most often since they allow 

the researcher to explore feelings, perspectives, and perceptions of individuals 

(Bryman, 2016). As we base our research on a case study examining the impact 

of experiences with AR on willingness to purchase, a more in-depth research 
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approach is needed. Interviews allow studying perception and perspectives of 

individuals by focusing on gaining a deeper understanding of the emergence of 

phenomena (Daymon & Halloway, 2002). Therefore, we chose this type of data 

collection. 
 

3.6.1 Semi-Structured Interviews 

For this research, semi-structured interviews were chosen to collect primary data. 

When using this type of data collection, the researcher prepares a set of 

questions or themes, that need to be covered to explore the research topic. 

Nonetheless, the researcher is not restricted to these questions and can 

exchange or add questions depending on the flow of the conversation (Daymon 

& Halloway, 2002; Saunders et al., 2009). As a result, the interviews will differ in 

the questions being asked, however, the underlying themes will be the same. As 

already mentioned, interviews, in general, are useful when wanting to understand 

the interviewee’s thoughts and beliefs (Daymon & Halloway, 2002). 
 

In contrary, structured interviews, which are based on a predetermined set of 

questions, would not allow the researcher to explore an area of interest in depth 

by asking follow-up questions or probing the interviewee. Compared to structured 

interviews, semi-structured interviews are considered to be more flexible as it 

enables further exploration of meaning (Daymon & Halloway, 2002). 
 

We chose to conduct semi-structured interviews because of the advantages 

mentioned above. Having the opportunity to explore the meaning, thoughts, and 

beliefs in-depth is especially crucial for our case study, which intends to unveil 

the drivers and inhibitors of willingness to purchase driven by customer 

experience with an AR app. As customer experience differs among individuals, 

the semi-structured interviews allow us to dive deep on aspects that interviewees 

put their emphasis on and explore emerging topics. 
 

Based on the information presented above, an interview guide, which served as 

a guideline throughout the interviews, was developed. It contained overall themes 
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related to the research question, but each interview differed as we added or left 

out some questions (Appendix 1). 

3.7 Research Design 

3.7.1 The Selected Sample 

Bryman (2016), as well as other authors, suggests that when conducting 

qualitative research aiming at exploring a phenomenon, researchers should 

choose a sample which is relatively small compared to the sample size of 

quantitative research. Subsequently, we chose a rather small sample for our 

study. Interviews, which lasted approximately 30 minutes, were conducted with 

11 participants. The decision of conducting 11 interviews relates to time 

constraints and the conviction that enough information for an in-depth 

understanding could be gathered. In fact, after holding the interviews, it became 

evident that respondents started repeating each other. Due to the saturation 

criteria, stating that researchers have conducted enough interviews when 

realising that respondents repeat each other’s words, we decided not to do any 

further interviews. 

 

Participants 

Despite a shift of gender in makeup 

users, who are not only female 

anymore, society still associates 

makeup mostly with women (Montell, 

2019). Therefore, the sample only 

consisted of women. In addition to that, 

they were all aged between 20 and 30, 

i.e., they were all part of Generation Y, 

also known as Millennials. Although not 

initially wanting to limit the sample 

based on age, we aimed at interviewing 

women who consider their phone an Table 3: Overview of Participants. Own Source. 
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extension of themselves and who experienced the digital evolution of the world 

we live in. 

A total of 11 participants coming from 9 nationalities were selected for the 

interview. The participants varied in age and professional background, yet most 

of the participants are full-time employees. 
 

3.7.2 The Interviews 

An interview guide was developed to serve as a guideline for the interviews. 

Nonetheless, we did not have to strictly adhere to it, which allowed us to explore 

emerging themes or gain a more in-depth understanding of our interviewees’ 

point of view. The interview had three parts. The first entailed general questions. 

During the second stage, respondents were handed a phone instead of being 

asked to download the app because the app is currently only available in the U.S. 

market. Moreover, we wanted to avoid that our interviewees become reluctant to 

participate or be impacted negatively when being asked to download an app to 

their phone (meaning wasting storage and mobile data). Since we asked 

questions related to time perception, the phone’s time display was hidden in such 

a manner that it did not distract the respondent during the exploration phase. 

Moreover, the respondents were not told how long they could use the app. The 

interviewers told them that they could use it for a period of time, and once this 

time was over, interviewers would let them know. However, they were not forced 

to interact with the app for the entire period. They could also voluntarily hand back 

the phone once thinking they had seen enough. 

Finally, the last phase explored the user’s experience with the AR app. 
 

We scheduled the interviews over a period of two weeks. Each interview was 

held in a closed off room, in which only the researchers and the participants were 

sitting. The private rooms were booked to generate a safe and comfortable 

environment. It should encourage respondents to be as honest as possible. 

During the interviews, both researchers were present, however, only one asked 

the questions to avoid confusion among the participants. The other researcher 

was taking notes and added questions in the end when needed. As makeup is 
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often discussed with friends, the tone was informal and casual. Furthermore, we 

provided chocolates and sweets to encourage an even more relaxed 

environment. As a result, we believe that respondents were more honest and 

open compared to a formal interview setting. 
 

3.8 Limitations of Research 

This section addresses factors limiting the outcome and quality of the research. 

Saunders et al. (2009) identify three factors impacting the quality of data – 

reliability, validity, and generalisability. Actions of how to possibly avoid the lack 

of data quality are mentioned. 
 

3.8.1 Reliability 

Reliability refers to the “degree to which a measure of a concept is stable” 

(Bryman, 2016, p. 695). In other words, it describes the extent to which 

researchers would make similar observations and conclusions when conducting 

research using the same method. It also means that the process of analysing and 

making sense of data needs to be consistent and transparent (Saunders et al., 

2009). There are three threats to the reliability of the research. First, the 

´interviewer bias, or observer error, which refers to the influence the interviewer 

has on the interviewee’s responses through their personality, behaviour, etc., 

limits the outcomes of the research because it influences the way the interviewee 

will respond to questions (Bryman, 2016; Saunders et al., 2009). In order to avoid 

this bias, we used a neutral tone and clear, short questions. Moreover, a calm 

environment was chosen to create a comfortable setting. In order to erase 

concerns about privacy, we explained to participants how their data – all 

anonymised – would be used. Additionally, participants had the opportunity to 

choose when to conduct the interview, ensuring that participants really wanted to 

take part in the research and were aware of the time-consuming element of the 

interview. These aspects are believed to have lowered the interviewer bias of our 

research. Second, reliability is influenced by the response bias, also called 
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subject or participant bias, which describes the fact that although participants are 

willing to take part in the research, they still might be reluctant to share their 

insights on sensitive themes and hence withhold thoughts on questions they 

might not want to discuss (Saunders et al., 2009). By shortly introducing the topic 

when looking for participants, we tried to prepare them for possible themes 

without uncovering everything in advance. Thus, we believe that only people who 

were willing to share their thoughts signed up for the interview. Also, we 

conducted the interviews in closed environments, which we thought would allow 

them to fully experience the AR app without having to worry about what others 

might think of them. For example, interviewees could “flirt” with themselves and 

make “funny faces” while trying the different looks. Others could judge and make 

fun of these expressions. We believe that participants were more willing to 

explore the app fully and consequently share their thoughts because they were 

“protected” from possible spectators. Last, the observer bias relates to the 

researchers’ interpretations, which are based on their knowledge and perception, 

and hence can impact the reliability of the research (Saunders et al., 2009). 

Eliminating the observer bias is difficult. Therefore, we tried to uncover all 

assumptions, prior knowledge, and prejudices before starting the data collection 

period. The quality of research can be enriched if the researcher is aware of such 

biases and thus does not influence the interviewee’s answers. 
 

3.8.2 Validity 

Saunders et al. (2009) define validity as “the extent to which the researcher gains 

access to their participants’ knowledge and experience and is able to infer a 

meaning that the participant intended from the language that was used by this 

person.” (p. 327). In other words, validity refers to measuring what one wanted to 

measure, also entailing that researchers agree with what they see and hear 

(Bryman, 2016). First of all, careful consideration of research methods allowed 

us to decide on the type of research, i.e., qualitative, semi-structured interviews, 

which fits best to answer our research question. Furthermore, giving participants 

a choice to take part in the interviews instead of forcing them to participate 

allowed us to conduct the research with respondents who genuinely wanted to 
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share their knowledge and experience. Moreover, follow-up questions during the 

interview allowed us to verify whether we understood the respondent and made 

the right interpretation of their answers –increasing the validity of our research. 
 

3.8.3 Generalisability 

Generalisability, or transferability, describes “the extent to which the findings of a 

research study are applicable to other settings” (Saunders et al., 2009, p. 592). 

Doubts and issues regarding the generalisability of findings are often associated 

with qualitative research, to be more specific, with case studies, as they focus on 

a particular organisation, a particular subject, and context of research (Saunders 

et al., 2009). Many scholars argue that small, and therefore unrepresentative, 

sample sizes threaten the generalisability in qualitative research (Bryman, 2016). 

Qualitative findings are considered to be only relevant for several individuals and 

environments. Therefore, it is challenging to transfer and apply the findings to 

different settings (Shenton, 2004). This thesis does not aim to make any 

generalisations as it focuses on the context of CX with Sephora’s makeup AR 

app and its influence on willingness to purchase. Nonetheless, other 

organisations within the beauty industry could benefit from our findings (Shenton, 

2004). Therefore, background information relevant to the research was given 

throughout the research process. 

 

3.9 Data Analysis Method 

As the aim of our research is to find patterns, motivations, and general thoughts 

about the willingness to purchase makeup through AR applications, after having 

experienced them, we were looking for themes emerging from the collected data. 

Subsequently, thematic data analysis seemed to be an appropriate method to 

uncover what the raw data collected through semi-structured interviews were 

telling us. 
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Generally, thematic analysis is defined as “a method for identifying, analysing, 

and reporting patterns (themes) within data” (Braun & Clarke, 2006, p. 79). 

Hence, it seems that thematic analysis supports the categorisation of information 

gained through the interviews. Moreover, we chose a thematic analysis because 

of its flexibility. While some data analysis methods are strictly linked to specific 

types of ontology and epistemology, thematic analysis can be applied to a variety 

of research philosophies (Braun & Clarke, 2006). We base our research on 

interpretivism and social constructivism, where meaning from data is created 

through the interaction between interviewer and interviewee and is considered to 

be subjective. 
 

When identifying themes within the data, researchers search for aspects, related 

to the research question (Braun & Clarke, 2006). However, the importance of a 

theme is not defined by its frequency among the data set. Instead, we, as 

researchers, need to identify what is considered a theme and what is not by 

evaluating its relevance to the research question (Braun & Clarke, 2006). There 

are two ways of uncovering themes: theoretically and inductively. Theoretical 

thematic analysis “is driven by the researcher’s theoretical or analytic interest in 

the area” (Braun & Clarke, 2006, p. 84). In other words, researchers will refer to 

their theoretical concept when analysing the data and hence only focus on 

themes relevant to that theoretical foundation, instead of identifying themes 

based on the data only. In contrary, inductive thematic analysis “is a process of 

coding the data without trying to fit it into a pre-existing coding frame, or the 

researcher’s analytic preconceptions” (Braun & Clarke, 2006, p. 83). When 

conducting thematic analysis inductively, researchers identify themes which 

emerge from the data instead of focusing on themes linked to the theoretical 

framework of their work. Nevertheless, as mentioned previously, it is difficult to 

lay aside existing knowledge when taking an inductive approach. We have 

chosen to conduct an inductive thematic analysis to not miss any themes that are 

relevant for answering the research question, however, might not have been 

initially considered based on the conceptual framework of this paper. 
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Braun & Clarke (2006) distinguish between latent and semantic approaches, 

which depend on the level at which themes are identified. The first refers to the 

identification of themes based not only on the surface meaning of the data but 

also considers the researchers’ interpretation of underlying assumptions or 

meanings. The latter describes an approach which only takes the ‘obvious’ 

meaning of data into consideration. As we are taking an interpretivist approach, 

latent thematic analysis seems to be ideal because it allows revealing the diverse 

themes rooted in the collected data to answer the research question. Braun & 

Clarke's (2006) analysis guide, which consists of the following stages: 1) 

familiarisation with data, 2) generation of codes, 3) search for themes, 4) review 

of themes, 5) definition of themes, served as an inspiration. Respectively, the 

data gained in the interviews was sorted according to relevance and transferred 

into a table, converting them into codes. Afterwards we grouped the codes into 

themes. This procedure of data analysis is also mentioned by Saunders et al. 

(2009) who describe it as a general approach to qualitative data analysis. 
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Part 4: Findings 

This section presents the main findings derived from the data, i.e., the interviews 

(Appendix 2), through latent inductive thematic analysis. The first part presents 

the participants’ background regarding their makeup user status. The second part 

lists the themes found when analysing the data. A table, which can be found in 

Appendix 3, presents the grouped data set of codes and themes. 

 

4.1 Participants’ Background 

We identified different makeup user statuses, ranging from light to heavy makeup 

user. A vast majority of them were medium makeup users, i.e., they use 

concealer, powder, mascara, lipstick, eyeliner, and blush. Two of the participants 

considered makeup as a form of art, a way of portraying their personality. Finally, 

three participants considered themselves as light users, i.e., they only use 

mascara, blush, and powder. 

 

4.2 Codes & Themes 

After transcribing the interviews, we thoroughly went through the data set and 

identified a vast range of codes (50+) emerging from it. As a next step, we 

categorised them into themes. In total, we identified a total of 34 themes, which 

are presented below. 

 

App Movement 

The theme app movement consists of statements related to the app’s ability to 

adjust to user movements. When asked about the adjustment of the virtual layer, 

the majority of respondents agreed that the app adjusted to their movement 

relatively fast: “Fine, it moved with me, it identically moved with me” (Interview 4, 

April 2019). This perception was also backed up by interviewee 6 who said that 
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“it followed quite perfectly because when I closed my eyes, for example, I could 

also see the eyeshadow on the entire eyelid, not just where it was positioned in 

the first place. So, no complaints here” (April 2019). However, some interviewees 

also noticed minor flaws, which were demonstrated in short delays, “I think it was 

pretty seamless. It was only when I tilted my head a lot, then all disappeared or 

a little bit” (Interview 8, April 2019). Another one noted that “even though I was 

moving my mouth and everything, it’s still kind of like it did colour my teeth, but it 

was sort of immediately get back into place” (Interview 1, April 2019). Others 

noticed that sometimes the makeup moved to a different place as soon as they 

moved their head, e.g., “it would slip a bit when I moved too much” (interview 10, 

April 2019) or “ it’s just like when I move around my new eyelashes do not follow” 

(Interview 9, April 2019). To sum up, respondents were satisfied with the 

adjustment to movement but detected minor errors such that the app took a ‘blink 

of an eye’ to move the augmented makeup to the correct place and perspective. 

 

Product Range 

Most of the interviewees were surprised by the wide range of products the Virtual 

Artist app offers. Examples of interviewee statements are: “the shade selection 

for lips was mind-blowing” (Interview 1, April 2019), “there are so many options 

within the app” (Interview 3, April 2019), “the palette is so wide” (Interview 7, April 

2019), “I really appreciate that there were so many options” (Interview 8, April 

2019). However, interviewees did not always perceive this wide selection as a 

positive feature. Interviewee 10 stated, “there’s too many options there’s like a lot 

of confusion” (April 2019). This thought was also supported by interviewee 11 

who said, “the selection of thousand colours or hundreds of colours was a bit 

overwhelming to me” (April 2019), she would have preferred a few options she 

liked and select from those (Interview 11, April 2019). 

 

App Interactivity 

When being asked about the interactivity, the opinions differed among 

respondents. Some of them were impressed by the real-time interaction. “You 

can definitely see the moment you click on a different shape that it shows it in a 
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proper form and right amount. So that was really good” (Interview 7, April 2019). 

Interviewee 3 supported that point of view: “the fact that you can see it on and 

compare it so quickly, um, I think that’s what makes it more yeah better” (Interview 

3, April 2019). In contrary, some respondents did not see any changes when 

applying the different options or styles, especially when trying out eyebrow 

products. Interviewee 8 pointed out that “my eyebrows were not changed no 

matter which colour or style I chose” (Interview 8, April 2019). In general, the 

augmentation of eyebrow makeup was flawed because several participants 

stated that they had difficulties seeing the augmentation, however, they had no 

problems with other makeup products, e.g., “for the brows it was hard to see the 

difference between the different types. It worked better for eyelashes” (Interview 

3, April 2019). Another error related to the ‘smootch function’ of Sephora’s app, 

of which respondents were not aware. This function refers to the ability to switch 

between lipstick colour palettes when doing the mimic of kissing the camera. 

“Especially with the lipsticks, when I would select some colour and try to match it 

with the contour colour, then the app would revert to a totally different colour. It 

did that about four, five times. So that was a bit annoying as experience because 

you just selected a colour and then it changes” (Interview 7, April 2019). 

 

App Fitting 

All respondents agreed that the app recognised where to put the different 

augmentations of the makeup products. For example, the following statements 

underline this idea: 

1. “I felt like it was fairly accurate” (Interview 3, April 2019). 

2. “Yeah, I think that looked really good, especially the eyeliner because I 

don’t have a lot of lid space, but for some reason they just made it look 

better than I’m able to do when I do my own makeup. So little slap in the 

face. But that was really well done, I thought” (Interview 5, April 2019). 

3. “The lipstick, the blush, the eyeshadow, they were all perfectly place where 

they should be” (Interview 6, April 2019). 

In addition to acknowledging that the app recognised where to place the 

augmentation, some respondents also highlighted that it also respected their 
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facial features, especially when applying brow products, i.e., “Yeah they’ve been 

respecting my natural form. I could see that it wasn’t just arching it up or making 

it very “instagrammy”. They were like kind of falling on my face. I could see most 

of the makeup items did not try to form my face” (Interview 1, April 2019). 

Therefore, the app identified the facial features and placed the augmentation 

where it was supposed to be displayed. 

 

Credibility of Look 

Generally, there were differing opinions regarding the credibility of the augmented 

makeup look. While some participants were impressed by the “realisticness” of 

the looks that they created, others were more hesitant because they wished for 

a more natural look but were not able to find one that fit their requirements. 

Notably, the respondents heavily criticised the fake eyelashes for being “fake” 

because they were searching for more natural looks. As put by interviewee 6, 

“[the eyelashes were] too fake for me. I thought they kind of took over the whole 

face, which is not how I would do it in reality” (Interview 6, April 2019). Others had 

the feeling of taking a “sharpie” and painting over their lashes which gave them 

their fake look (Interview 11, April 2019). 

Moreover, a few raised their concerns that the colours might not be presented in 

their “actual” shade. One interviewee mentioned that she would always search 

for “swatches” “to make sure that the products that [are] presented to me on the 

website, I’m buying from, has, you know, the right pictures. So that I can see the 

true colour and thinks like that” (Interview 5, April 2019). She also pointed out that 

the app is not realistic when it comes to the different application techniques, 

especially regarding blending out eyeshadow which allows creating a more subtle 

look. However, the app did not offer this option (Interview 5, April 2019). 

Additionally, various interviewees mentioned that they would not able to apply the 

makeup the way the app does it. Nevertheless, the opinions on whether this is a 

positive or negative characteristic of the app differed among participants, e.g., 

“I’m doing eyeliner right now. It just looks so much better than what I do on my 

own face [laughs]” (Interview 5, April 2019) or “I feel like it’s a bit unrealistic that 

I wouldn’t be able to do this myself. You know, like the eyeliner - maybe on a 
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good day” (Interview 10, April 2019). As a result, it can be said that the 

impressions varied not only among participants but also regarding the different 

products. As already mentioned, the participants wished for more natural lashes. 

 

Skin colour 

Regarding the app’s colour matching, i.e., the actual product matching the skin 

tone and undertone, two respondents were sceptical. The respondent from India, 

manifested “I really don’t know how well this app would work on people of colour 

like me and darker skin shades because for us when we want a subtle look or 

really want to do something very light and dewy there are no product options”. 

Furthermore, Interviewee 10, who has a very fair skin argued: “with colours if you 

are like me fairly white, I’d say it’s hard to say, you know, if you will be looking 

like a Umpa-Lumpa or not in real life”. The remaining nine participants did not 

mention an issue with colour mismatching when experiencing the app. 

 

Ability to find Information 

Most of the interviewees did see that the app offered product and price 

information while browsing through the different options (Appendix 4, Image 1). 

Furthermore, they also noticed that this featured enables them not only to gain 

information but also to click on the selected product to add it to the shopping cart. 

However, two interviewees overlooked this function, “I saw the shade but not the 

price and product information” (Interview 6, April 2019) and “I don’t know if like 

whatever product you’re trying on is linked to an actual real product and if it can 

be bought” (Interview 2, April 2019). 

 

Initial Reaction 

Overall, most participants liked the idea of interacting with the AR makeup app. 

After overcoming the initial “shock” of seeing themselves, the respondents did 

engage favourably with the app. Interviewee 5’s first reaction when experiencing 

the app was “That’s crazy, That’s so crazy. I’m going to try brows first. What?? 

It’s doing it!!! That’s so creepy […] ok, I am trying lashes now... Insane” (April 
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2019). Interviewer 10 reacted by saying “o wow that is like face tune [...] that’s 

fancy” (April 2019). 

Nevertheless, some of the respondents commented that they were shocked by 

the first pre-set look the Sephora app presented them (see Appendix 4 image 3 

& 4). “I mean that first look, if you guys could see it, it was pretty terrible” (Interview 

2, April 2019). They would have rather started their look from a clean slate. 

 

Boredom 

Respondent 8, who has an IT background and has experience with various AR 

apps, explained that she would get bored rather quickly because there is only a 

limited amount of options of different application techniques, “I think it’s gamified 

and, in the sense, that there’s not that many options that you could create in my 

opinion. For example, for eyeshadow, there’s only so many options that you can 

try out before you get bored” (Interview 8, April 2019). Moreover, “the shades look 

very similar. Once you try yellow lipstick then another yellow lipstick, it looks kind 

of the same” she said, pointing out that she did not see a difference between the 

different shades of yellow lipstick (Interview 8, April 2019). One more interviewee 

got bored after using the app for a couple of minutes, “I’m losing a bit of interest 

already. […] No offence to you, but I already feel a bit bored” (Interview 8, April 

2019) she stated. All other respondents did not mention or indicate that they were 

getting bored. 

 

Fun 

This theme did entail the codes fun (15 mentions), entertaining (1 mention), and 

hilarious (1 mention). When asked about their experience nine of the respondents 

claimed that the experience had been fun. “It’s more of fun, jokey aspect. Like 

oh, this s**t actually suits me” (April 2019) said interviewee 1, interviewee 5 

claimed “this is so much fun. This is great” (April 2019). This was also stated by 

interviewee 6 “It think it was a nice way to have fun with makeup in a virtual way” 

(April 2019). Others specified that there were specific try-on items with which they 

had more fun: “it was fun with the eyelashes because I normally don’t use fake 
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eyelashes” (Interview 6, April 2019), “the pencil thing was fun and the eyelashes 

were fun” (Interview 9, April 2019). 

Interviewee 10 tagged the experience as hilarious and entertaining “So I guess it 

was entertaining” (April 2019) and “this is actually pretty hilarious” (April 2019). 

 

Curiosity Triggered by the App 

Only two out of 11 participants mentioned curiosity. Both highlighted that they 

were curious about what the app could do: “It’s very curious to see how you would 

look like in an app” (Interview 8, April 2019) and “I’m curious like how would it 

actually look okay or would I look like a freak” (Interview 2, April 2019). 

 

Playful Experience 

When asked about their experience with the app, the majority of respondents 

stated that it made them feel playful, e.g. “I think I was just being playful more 

than anything” (Interview 5, April 2019), “I liked that you could play around with 

the lip colours” (Interview 2, April 2019), and “it was like fun-ish, I guess like, you 

know, just like playing around because you don’t have to remove it and it was just 

also funny to see the different like crazy lashes that you would never try or buy” 

(Interview 10, April 2019). Interviewee 6 supported interviewee 10’s point of view 

as she said: “It’s fun to play around with makeup without actually having to apply 

it. […] This is so nice to play around with” (Interview 6, April 2019). Overall, 

participants enjoyed playing around with the vast array of options at hand. 

 

Best Version of the Self 

After having explored the app, two participants stated that “at first, it’s a little bit 

awkward because you’re like, I don’t know” (Interview 5, April 2019) or “in the 

beginning, I thought it was a bit weird” (Interview 6, April 2019). While some could 

see that the app enhanced their best features and therefore created a “better 

version of themselves”, the majority disliked looking at themselves. Examples for 

showing the best features include: “at one point I did imagine myself as a bond 

girl.” (Interview 8, April 2019), “I thought it looked really good. I really did” 

(Interview 5, April 2019), and “I think it depends on what you make out of the app 
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and what you make out of yourself. But the app definitely has the capabilities to 

show you a better version of yourself” (Interview 7, April 219). Interviewee 3 

supported this idea by saying that the app “puts my best features even better” 

(April 2019) and respondent 4 underlined that “the app provides the opportunity 

to get the best out of yourself” (Interview 4, April 2019). Furthermore, respondent 

9 stated that the app made her skin look nice (Interview 9, April 2019). 

Reasons for being aversive include feeling pretentious, “a bit pretentious to have 

like the selfie thing and to look at myself the whole time” (Interview 11, April 2019), 

and feeling like a stranger, e.g., “with the eyelashes I didn’t feel myself. That’s 

why I didn’t like it. With the lipstick, I thought, okay, I can still see me, but in a 

more, more prepared way” (Interview 4, April 2019). Also, two interviewees 

pointed out that they felt ugly (Interview 2 & 4, April 2019). As already mentioned, 

some participants were uncomfortable looking at themselves for longer than a 

few seconds. This was manifested in statements such as “I feel like I’ve seen 

enough of myself. That’s terrifying” (Interview 2, April 2019). As one of the 

respondents put it, “the more I was digging into it, the more I was like, this 

reassures me why I like certain things that I actually buy and why I don’t like long 

eyelashes” (Interview 7, April 2019). Despite a few seeing a better version of 

themselves when using the app, the majority, i.e., seven out of eleven 

interviewees did not like the image that it portrayed of themselves. 

 

Perceived Usage Time 

Once they handed back the phone, Interviewees were asked how long they 

thought they had been exploring the app. At the same time, the interviewers took 

notes of when the phone was handed in and when it was returned. The difference 

between felt time and the actual time is going to be analysed. While in average 

respondents felt they used the app for 6.54 minutes, the real average usage time 

was of 6.27 minutes. Overall most of the respondents had a good time perception 

as their guess did only vary in one to two minutes from the real time. 

Nevertheless, there were some interviewees, i.e., 7, 8, 9, who significantly 

differed in their guessing. Interviewees felt 6, 7, and 15 minutes respectively, yet 

the real usage was 10, 10 and 8 minutes respectively. 
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Table 4: Overview of exploration time. Own Source. 

 

Further Usage 

Opinions on whether to use the Sephora app in the future differed, with the 

majority not seeing themselves using it. Only four women wanted to explore the 

app further but had different intentions. For example, one wanted only to use the 

app if she were explicitly searching for new makeup products: “If I were to further 

explore it, it would be with the purpose of actually buying something, I think” 

(Interview 5, April 2019). The other three wanted to only explore Sephora’s Virtual 

Artist such that “I would like to continue exploring the app” (Interview 7, April 

2019), or “I could see myself even sitting there for maybe a decent good half an 

hour [exploring the app]” (Interview 1, April 20.19). 

The wish for discontinuation was demonstrated by statements like “I don’t want 

to further explore the app” (Interview 9, April 2019), “I think I have seen enough” 

(Interview 4, April 2019), or “not really, just cause I think I look so scary on it” 

(Interview 2, April 2019). The negative attitude towards the app was also shown 

by respondent 10: “I feel like you can waste a lot of time with the app” (Interview 

10, April 2019). 

 

Inspiration 

During the interviews, it became obvious that the need to own makeup in general 

is often driven by inspiration gained through a variety of channels. These are 

presented below. 

Inspiration – Offline 

Those respondents that do not find their inspiration online or through inspiration 

offline encompasses friends, sales assistant, store, and “street style”. Interviewee 

3 shared with us that one of her friends usually does her party makeup and if it 

looked good, she would be inspired to buy the products she is missing (April 

2019). Interviewee 9, (April 2019) mentioned that she finds inspiration in her 
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friends as she would notice if most of them are wearing a specific lipstick colour 

“I think that’s more where I would get influenced from if compared to this app” 

she said. Other, such as interviewee 4 stated “ if my friends say, okay, that looks 

good on you, I would trust them more than myself then I would buy it” she also 

added “my friends are knowledgeable who read and watch YouTube videos and 

would select the colours that suit and I like the best for me” (April 2019). 

Furthermore, three out of eleven participants get inspired by the product selection 

displayed in the stores; interviewee 5 stated “there is something charming about 

the experience of walking into Sephora. Maybe the luxurious experience and, you 

walk around and can touch everything” (April 2019) she even believes she could 

spend a lot of time in a store searching for makeup inspiration, which she would 

probably end up buying. 

Similarly, interviewee 6 confirms this though by saying “I usually go to the store. 

I’m just looking around at first, to see what catches my eye” (April 2019). Finally, 

interviewee 9 stated “for me looking at a shop is more fun. For me, makeup 

packages also have to be pretty for me to buy the product”. 

Interviewee 7 and 10 (April 2019), find their inspiration from in-store sales 

assistants as they would trust them more their knowledge and professional eye. 

Inspiration - Online 

Six out of 11 participants indicated that they find their inspiration online. They do 

so mainly through influencers who are active on YouTube. Other social media 

such as Instagram are also part of their source of inspiration. “I’ve been following 

makeup religiously online” said respondent 5 (April 2019). In fact, she stated “I 

get my inspiration from YouTube and Instagram mainly. Yes. I have some 

influencers that I follow religiously. And if they liked something, I’m, if it’s available 

to me in Denmark because I follow mainly from the U.S. So, if it’s available to me, 

I’d buy it” (Interview 5, April 2019). However, other people just find inspiration 

online in more general terms: “I don’t really well follow for makeup specifically. 

Not really. I mean YouTube has sometimes watched the Vogue makeup videos. 

The beauty videos form Vogue. I really like those. I think they kind of use nice 

products and you can really see how it changes the face and different routines 

from different people, which I find kind of interesting. And on Instagram itself, I 
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think it’s no, not really” (Interview 11, April 2019). All in all, some participants 

detect new trends and gain their inspiration online either by following influencers 

or watching videos. 

Virtual Artist as a New Source of Inspiration 

When asked about the experience with the Sephora app, five out of the eleven 

participants noted that they got inspired. Some had discovered colours or styles 

which looked good on them but that they usually do not wear or consider. For 

example, “that’s one particular example of something that stands out for me now 

form this experience because I was like, okay, this was not recommended, but 

this actually looks good on the app. So next time maybe I’ll go for this instead. 

You can use it as a reference for the future” (Interview 7, April 2019). Respondent 

3 also expressed that “it could actually inspire me to try something new that I 

wouldn’t try if I’d just done it in a store” (April 2019). Nevertheless, the inspiration 

was both positive and negative: “in the app, you scroll left and right, and then you 

go through like a lot of different things, and you realise there’s a lot that doesn’t 

look nice or things you might not have considered” (Interview 11, April 2019). As 

put by interviewee 9, “I didn’t really get anything out of the app” (April 2019). 

 

Ways of Purchasing Makeup 

When we asked the participants how they usually buy makeup and responses 

varied between offline and online. Furthermore, we also asked them if they would 

consider the Virtual Artist app as a new way of purchase. 

Purchase Makeup – offline 

Almost all the participants prefer to purchase makeup offline: “I buy makeup 

offline” (e.g., interview 11, 9 & 7 April 2019). The selected places to buy are either 

in specialized stores like M·A·C or Sephora and drug stores like Mattas “I would 

rather purchase offline, like in Mattas” (Interview 3, April 2019). The main reason 

is the capability to try the makeup on and see how the texture and colour fels and 

looks on their skin (e.g., interview 1 & 6, April 2019). 

Purchase Makeup - online 

Only two interviewees would purchase makeup online. One of the mentioned 

reasons is price “I buy most of my makeup online because I find it it’s cheaper 
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than in stores, specifically, Sephora is soo expensive in Denmark” (Interview 9, 

April 2019). A further reason is the incapability to find the desired products in 

store “if it’s not available to me in Denmark because I follow mainly from the U.S., 

I’d buy it online” (Interview 9, April 2019). Lastly, it was mentioned by both of the 

online purchasers mentioned laziness as one of the main reasons for buying 

online. “I would probably be too lazy to go into the store and would order it online” 

(Interview 10, April 2019), “I love buying things online. Being in bed is what I love” 

(Interview 9, April 2019). 

 

Moreover, other respondents cited that they would only purchase products online 

if they had used them before, i.e., they would only re-purchase their favourite and 

trusted products online – e.g., “I do purchase online, but these are re-orders, 

things I know that already work” (Interview 8, April 2019). Another reason for 

online purchase is if the beloved product is only on sale online “only if it’s my 

favourite [referring to online purchase], nude brown eyeshadow that I know I use 

and it’s on sale” (Interview 9, April 2019). 

 

Lastly, some quoted that they would rather prefer to purchase on the laptop than 

on the mobile app because the screen “is too small and I need space to compare 

side by side” (Interview 5 & 10, April 2019). 

Sephora Virtual Artist App 

When asked about whether they would purchase through the app based on the 

experience they had, opinions were mixed. Some did not have any reservations 

against using the Virtual Artist as a purchase method; others did not see 

themselves using it in the future for buying makeup. 

 

Some considered it a new form of online shopping: “I mean for online shopping it 

would be useful” (Interview 10, April 2019). Another participant considers the app 

as a new way of purchasing and would buy from the app “because I have a 

Sephora loyalty card, so I get points” (Interview 8, April 2019). The convenience 

provided by the app is a driver for purchasing through the app: “it’s very 

convenient when you see something, and you see the look, and then you can say 
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like add to basket and then you can have it all” (Interview 3, April 2019). Others 

also pointed out that the convenience relates to the application of makeup: “It 

takes time and it, it just gives you a lot of options virtually without having to have 

the product itself” (Interview 6, April 2019). 

 

Three out of eleven respondents indicated that they would use the Virtual Artist 

for purchasing makeup - some even only when in need of new makeup: “I would 

only use it when I have a need to buy makeup” (Interview 10, April 2019). The 

following statement supports this line of thought: “if I were to further explore it, it 

would be with the purpose of actually buying something, I think. Yeah” (Interview 

5, April 2019). In contrary, the data set showed that most of the participants did 

not see the Virtual Artist app as a new way of purchasing; “I think if, if I would 

know what I, and instead of going to the shop, I might purchase something. That's 

products I already owned, but that might be almost empty or something like that, 

then yes. But then it's kind of like any other shop. I think for brand new things, I 

wouldn't buy it through the app” (Interview 10, April 2019). As interviewee 1 put 

it, “I don’t really see myself buying that like yes this is the shade, this is the thing 

I’m going to buying from this app. I don’t see myself going that far” (April 2019). 

Risk of buying through the App 

Only trying on the products virtually does not inspire sufficient confidence in the 

users to purchase the different makeup products. This concern arises mainly for 

foundation “let’s say you buy a foundation and it turns out it doesn’t exactly match 

your skin tone. This kind of stuff would bother me for example” (Interview 6, April 

2019). Besides, another interviewee stated “I think especially with makeup, you 

can’t really return it. So, if you buy it, if you try it on, and it looks bad, you can’t 

return it because you already opened the package” (Interview 11, April 2019). 

Interviewee 6 revealed that, for her, makeup is subjective “even though I'm sure 

those shades are quite close to reality, but then it can turn out not to match your 

skin tone” (Interview 6, April 2019). 
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Usage of Sephora App 

Respondents mentioned an assortment of usage purposes including 

experimenting and exploring. 

 

Some voiced the advantage of experimenting with colours that they usually would 

not use (Interview 2 & 6, April 2019). Interviewee 2 said, “I got to like experiment 

with like colours and things that I normally wouldn’t play with” (April 2019). The 

idea was supported by interviewee 6 who said that “I liked that you can just focus 

on your face and experiment with the different options” (April 2019). 

Exploration of the options at hand encouraged participants to detect what suits 

them and what does not. In other words, the app could provide useful insights 

into what works and what does not work for one person. Statements such as “I 

think if I sat down one day and thought, wow, I really need a purple eyeshadow, 

which is something that I’m likely to think, I pull out the app, and then I probably 

spend a while trying on the different colours and seeing what I thought would 

work best for my skin and my eye colour” (Interview 5, April 2019), “So maybe I 

would stumble upon colour of a brand I didn’t know or wouldn’t find and then I’m 

like okay I need this” (Interview 10, April 

2019) and “for me, it’s really the 

exploring part of it that I really enjoy” 

(Interview 7, April 2019) underline the 

finding stated above. 

Indeed, seeing what colour suits one’s 

skin tone, also known as “swatching”, is 

vital to most of the respondents and was 

perceived as an advantage of the app, 

e.g., “So to like see it on myself with my 

skin tone with actual swatches was nice 

for me” (Interview 2, April 2019). 

 

Other motivations to use Sephora’s app are the ease of use, i.e., not having to 

remove the makeup products after applying them - “Just the fact that you can try 

Image 3: Swatches. Lime Crime. 
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so much different makeup options without actually having to buy the makeup first 

and then apply it and then take it off” (Interview 6, April 2019). 

 

Limit Choice 

The majority of the respondents mentioned the option of narrowing down the vast 

selection available to the app user. They communicated that “to buy a new colour, 

I will probably sort of try it in these apps, especially with lip colour; lipstick, I would 

probably try how it suits my skin and then go out and actually try it before 

investing” (Interview 1, April 2019). As the app’s product range is similar to 

Sephora’s product range in-store, respondents acknowledged that they could 

narrow down their options by virtually trying them on and then take their selection 

with them to the store and try them physically on (e.g., Interview 6, April 2019). 

 

Previous AR Experience 

When asked about their earlier experiences with AR, respondents hesitated. 

They all have experienced filters on social media, which are AR, e.g., “stories of 

Instagram, Facebook, and co. are essentially AR. So yes” (Interview 11, April 

2019), but the majority had never used an AR apps with a purchase function 

before which was demonstrated by a clear answer: “no” (e.g., Interview 3, 5, 6, 

9, April 2019). 

 

Only two respondents, who have a technological background, had interacted with 

AR on a more advanced level, i.e., AR advertising or IKEA’s AR app (Interview 7 

& 8, April 2019). 

 

User’s Suggestion to Improve the Virtual Artist 

During the interviews, many respondents made suggestions on how to improve 

the app – ranging from providing a more personalised user experience or product 

reviews to showing “how-to…” makeup videos (by users). 

Respondent 10 pointed out that she would have appreciated filters to narrow 

down her choice as she said, “I would have loved a price limit. Cause I hate when 

this happens: when you’re online shopping, and you find the perfect piece but 
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you forgot to put your price limit and then you look at the price and you won’t 

spend 200 € on a lipstick, but that is a Dior one” (Interview 10, April 2019). 

Others stated that they would like to have product reviews as they often rely on 

this type of information to make a purchase decision. The following statements 

demonstrate this idea: “I rely a lot on the reviews, but both from influencers and 

also from the people who have previously bought the product on the site” 

(Interview 5, April 2019) as well as “reviews are the best. […] They could influence 

me. Yeah. I’m very easily primed” (Interview 10, April 2019). Moreover, one 

respondent wished for videos that explained how-to apply the different makeup 

products and how they look like on different skin types. She wanted these videos 

to be provided by users (Interview 11, April 2019). 

 Personalisation of App 

During the interview, several interviewees highlighted potential improvements 

regarding offering a more personalised experience during the virtual makeup 

application process. Interviewee 1 considered that makeup is all about extreme 

personalisation, this because she would want to “mix two colours, for example, I 

want to start with green and gold and finish with blue as I do normally. I really 

doubt the app is in the level to do that level of personalization” (April 2019). Others 

emphasized the wish to be able to get some recommendation of products or tips 

about the way of applying products based on their facial features, skin tone and 

undertone, hair colour, and eyebrow colour (Interview 11, April 2019). Interviewee 

5 was aligned with this thought, “if you could actually pick maybe your eye colour, 

your complexion, maybe your undertone [...] that would mean that it could 

suggest things that would complement me personally”, she said (April 2019). 

Through this personalisation, interviewee 11 thinks that her experience with the 

app would be “more personal and less out of space and randomly put things on 

your face” (April 2019). 

 

 Product Information Provided in App 

There were differing results regarding the respondents’ awareness of the product 

information provided by the app. However, the ones who noticed it mentioned 

that they would have wished for a picture of the product. “If you are spending 200 
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kroner on a lipstick, then it has to be pretty, it has for sure. Right? It’s not just a 

colour. In the app, it was just colours. I had no idea about how the box looked or 

how it was wrapped” (Interview 9, April 2019) one stated. Another one said that 

“maybe the logos of the brands or the like a small picture of the actual product. 

Because people are influenced by brands and by the optic of some products. So, 

either way, like if it’s a big brand that’s known, for example, M·A·C would probably 

benefit” (Interview 10, April 2019). 

Interviewee 7 was satisfied with the information provided for her: “but at the same 

time, it gave the information on top right away. It’s real-time. You just click on 

something, and you see the price and what it is called. I also like that the product 

information and the availability were presented on top” (Interview 7, April 2019). 

Also, others were happy that Sephora did not bombard them with information as 

revealed by this statement: “you don’t feel like they’re bombarding you with some 

ads or like they’re forcing you to buy their product immediately” (Interview 6, April 

2019). 

 

Use of Apps (general) 

Respondents 6 and 11 brought up that they do not regularly use apps in their 

phones “I don’t like spending too much time on my phone” stated interviewee 11 

(April 2019). Interviewee 6 stated, “I just don’t have that many apps on my phone 

through which you could actually buy products” (April 2019). 

 

Ease of Use of Sephora App 

Interviewees agreed that there is a need to have an app that is intuitive and easy 

to use. Interviewee 10 (April 2019) claimed that the app was “pretty intuitive”. On 

the contrary, Interviewee 2 and 5 considered that the app could improve their 

user experience. They reinforced their confusion regarding the navigability and 

handling of the different categories and options (Interview 2 & 5, April 2019). 

 

Trying Makeup 

Some respondents voiced concerns regarding trying on makeup since they prefer 

to physically try it on in-store. “So, I think this is something I would always want 
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to physically try out rather than just buying it online” said respondent 10 (April 

2019). 

The ones in doubt would always go to a store to try on the product (e.g., Interview 

6 & 2, April 2019). 

 

Data Security 

Only one interviewee was concerned with her personal data. She quoted “what 

keeps me away from these apps is the level of data security. I am scared that 

they are going to steal my face without my permission” (April 2019). 
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Part 5: Discussion 

This section reveals the relationships between the themes based on the findings 

presented in the preceding section. We grouped these into main themes, which 

in turn belong to overarching themes. The overriding themes relate to the three 

main topics presented in the literature review, namely customer experience (CX), 

augmented reality (AR), and willingness to purchase (WP). After having 

answered the research question, this section concludes with managerial 

implications, future research, and limitations of our study. 
 

5.1 Customer Experience with the Virtual Artist 

Within the research of this paper, we found an initial positive reaction of surprise 

and amazement as soon as they started engaging with the Virtual Artist for the 

first time. This reaction transformed into positive emotions such as fun and 

curiosity partaking them into a playful phase of exploration. However, their 

interest in the app quickly diminished after using it for a couple of minutes, which 

was mirrored in a loss in excitement even resulting in boredom. This sensation 

increased the longer the respondents used the Virtual Artist. Reasons explaining 

this sensation include (1) the feeling of having explored the different sections 

rather quickly and not finding any new outstanding differences; (2) disliking 

looking at oneself for longer than a few seconds; (3) feeling pretentious. The 

usage time of the Virtual Artist app also ratified these reasons. Only two 

respondents took the predetermined full ten minutes to discover it. The remaining 

interviewees only interacted with the app for approximately 5 minutes and then 

voluntarily returned the phone. Surprisingly, the difference between the felt usage 

time and the real usage time was only approximately 20 seconds on average with 

actual usage time being perceived as higher. Wherefore, there are only two 

explanations for this sensation, either the users had an excellent timer 

perception, or they were not immersed in the experience. 
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Although we experienced relatively short usage times during the interviews, there 

were mixed opinions about whether to continue using and further exploring the 

app. Short exploration times during the interview did not necessarily lead to a 

wish for discontinuation and vice versa. 

 

Despite the positive emotions and playful engagement, findings do not suggest 

that the app added a personal value to them, e.g., influence their confidence or 

sexual appeal. None of the respondents claimed to need makeup to feel beautiful 

but use it because they think it is a form of self-expression. While some 

acknowledged that the app applied the makeup better than what they would ever 

be able to do, others did not see a better version of themselves due to their ideal 

of beauty. The first suggests that the interaction with the Virtual Artist weakened 

the credibility of the AR look resulting in a decrease of the experience and their 

willingness to purchase the selected products. Personal, hence subjective ideals 

of beauty influence the latter, i.e., seeing a better version of themselves. Socio-

cultural movements could have an impact on these ideals, for example, since 

2018 there is a trend among women to go for a more natural or barefaced look 

(Adewunmi, 2018; Low, 2018). 

 

All in all, based on the results of this research, it can be stated that users engaged 

with the Virtual Artist application pleasantly, as the experience with AR is 

relatively new. Howbeit, due to the lack of personal value or input, they quickly 

entered a mode of boredom and indifference. Consequently, they were not 

immersed in the experience. 

 

Our research found similarities to Csikszentmihalyi´s (1990) and Privette's (1983) 

conceptualisation of experiences and parallels of their ideas and the concept of 

gamification (Abrahams, 1986; Berger et al., 2018). Although both 

Csikszentmihalyi (1990) and Privette (1983) suggest that peak experience and 

peak performance contribute to flow, it is not a requirement for both of them to be 

given nor does the presence of one of them imply flow. Our findings suggest that 

there was no peak performance, but we saw peak experience and some 



 

 

88 

 

elements of flow albeit for a short period. Theoretically, a peak experience should 

stand out because of the intense positive emotions it triggers. In our research, 

the experience reached a peak as a result of its novelty and the positive emotions 

the app triggered. Notwithstanding, flow could not be utterly achieved. 

On the one hand, the positive effects were too short to immerse the users in the 

activity of virtually trying on makeup. As already mentioned, respondents enjoyed 

the activity and focused on trying a variety of products. On the other hand, we 

cannot confirm that they had a distorted temporal experience, i.e., having the 

feeling that “time passes faster”. For each user, our findings of perceived usage 

time indicate that time passed faster by one to two minutes. As Csikszentmihalyi 

& Nakamura's (2014) study lacks a precise definition of this notion; the 

achievement of flow is difficult to determine. 

 

5.2 Virtual Artist’s Augmented Reality 
Performance Criteria 

We evaluate Virtual Artist’s performance based on two factors - interactivity and 

augmentation quality. The first entails perceived ability to adjust to movement and 

app response. The latter encompasses how accurate the application and 

credibility of the digitally applied makeup mirrored reality. 

 

Small delays in the adjustments to movements are seen as acceptable as it only 

takes “a blink of an eye” and no one expects technology to be perfect as AR in 

the makeup industry is still in its early stages. Especially the real-time reaction of 

the app contributes to its high levels of interactivity. Through its 3-D registration, 

users do get not only the opportunity to apply different colours and products but 

also get the impression on how the makeup would look like from different angles 

and perspectives in real-time. 

Moreover, the Virtual Artist successfully applies the makeup to the facial parts 

where it is supposed to be. For example, it should place the lipstick on the lips 

and even adjust the colour based on the user’s lip shape and natural colour. 
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Nevertheless, this characteristic is arguably the basis for an AR makeup app to 

be accepted by consumers. When intending to incentivise sales through such an 

avant-garde channel, brands need to ensure that essential criteria - as the ones 

mentioned above - are fulfilled to their best possible by making use of the state-

of-the-art technological advancements. In case this cannot be achieved, 

companies should carefully evaluate potential advantages and disadvantages, 

as the decision to introduce a mediocre app could harm consumers’ brand 

perception. 

In addition to having an accurate placement of digital contents, the augmentation 

also needs to be credible, namely, create the illusion that the virtual and real 

world coexist. In other words, it should give the consumers the feeling that they 

would be able to wear the illustrated virtual makeup in real life comfortably. 

However, our research has shown that Sephora’s app did not achieve this. The 

exaggerated - even clown-like - makeup looks made users reluctant to further 

browse through the Virtual Artist or be willing to purchase anything from it. 

Likewise, they did not see it as a possible new way of buying makeup but 

identified it as a source of entertainment and inspiration instead. Ironically, the 

most criticised makeup items were the fake eyelashes which respondents 

declared as fake. This product was described as false eyelashes [and brand 

name] (see Appendix 4, Image 2), nevertheless, users did not notice this in the 

product description although they had indicated to have noticed the product 

description box. Hence, it is open to discussion if this feeling of “unrealisticness” 

would endure if deleting this feature from the app or renaming the pop-up menu 

description from “lashes” to “false lashes” (see Appendix 4, Image 2). 

 

According to theory, ensuring interactivity and augmentation quality results in 

better customer experience while using the app and hence instigates willingness 

to purchase. In other words, the superimposed makeup needs to be in 3-D and 

look alive such that it is credible and appealing for the consumer (Azuma, 1997; 

Poushneh & Vasquez-Parraga, 2017; Steuer, 1992). Our research corroborates 

part of the existing literature as it identifies and confirms the existence of AR’s 

performance criteria. Interactivity and augmentation quality are proven to have 
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an impact on CX, yet we could not prove an influence on willingness to purchase. 

While interactivity could be satisfactorily verified, information quality, i.e., the 

provision of personalised and relevant content, was the only non-existent 

component in augmentation quality. Due to the lack of filtering options within the 

Virtual Artist, which did not provide the possibility to personalize the content, 

information quality could not be achieved. 

Furthermore, the fact that the Virtual Artist provided a satisfactory real-time 

interaction through movement and interactivity so as accurate recognition of 

facial features enabled the consumer to have a unique, fun, and playful 

experience - peak experience. On the contrary, the Virtual Artist was not able to 

generate peak performance since it did not elicit the feeling of enhancing the self. 

Put differently, our respondents did not perceive the applied makeup as 

something they would wear and hence regarded it as “fake”. 

 

The vast product range has also contributed to the app’s interactivity, in the sense 

that users have more options to play around with. To be precise, the app offers a 

product range of approximately 9,000 products. Interviewees acknowledged the 

wide selection of products, yet, not all of them considered it as a positive feature, 

as it did not trigger amazement to try the different options and some of them felt 

somewhat overwhelmed. Despite research stating that a higher range of 

possibilities contributes to a greater consumer experience (Steuer, 1992), the 

tremendous selection could also lead to a state of confusion, which also stems 

from the similarities between colours. Literature underlines that when having a 

tremendous product palette at hand as well as “lookalike” products, consumers 

might start misusing the original purpose of the app. This might lead to 

dissatisfaction, negative customer experience, lower sales, and a poor brand 

image (Mitchell & Papavassiliou, 1999). What is more, academics identify an 

optimal range of 12 to 14 products (Broniarczyk, Chernev, Duhachek, Goodman, 

& Griffin, 2006). In our case, this means that instead of trying on products that 

would be part of their makeup routine, participants started exploring the 

unconventional products Sephora offers, e.g., green or yellow lipsticks. This 
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paper presumes that it is possible that our respondents became bored relatively 

fast due to the overwhelming array of products presented in the Virtual Artist. 

Consequently, to ensure a positive and satisfactory experience the app would 

need to integrate a filtering function to accurately narrow down the assortment for 

it to be more appealing to its users. Moreover, product availability for the entire 

product range needs to be ensured across channels to allow consumers to switch 

between channels as they wish (Cook, 2014). 

 

5.3 Willingness to Purchase 

Despite having had a good experience with the Virtual Artist, chances that 

consumers would buy from it are relatively low. When asking the participants if 

they saw the Virtual Artist app as a new means of purchase - as envisioned by 

Sephora - only two respondents confirmed that they would use it to buy makeup. 

The rest of the respondents were sceptic about how the product would look and 

feel when they apply it in real life. Hence, most of them confirmed that they would 

primarily use the app as a source of inspiration, exploration, or entertainment. 

One of the assumed reasons for this is that consumers still need an extra step of 

verification before purchasing makeup, that is physically going to the store and 

examining the desired products in person. 

 

Accordingly, the decision-making process of makeup purchase with the usage of 

the Virtual Artist could be described in the following manner. Consumers would 

engage with the app when having a specific need or an exploratory aim. 

Throughout the experience with it, consumers might encounter products they 

usually use and which they would buy through the application. Also, they might 

discover and be inspired by new brands; nevertheless, they do not trust the app 

enough to purchase those through the app and thus would need to “double-

check” in-store if it still looks as charming as in the app. 

Ergo, only when consumers are confident with the product, i.e., they already 

possess it and have an opinion of it, they would utilise the app for the entire 

decision-making process. However, when acquiring a new makeup product, we 
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believe, based on the findings of this research, that consumers use the app to 

explore and do a first screening, that is evaluation, of the products offered in the 

Virtual Artist. This first part of the assessment entails the selection of a precise 

colour palette, price range, and preferred brands. The second part of the 

evaluation would be carried out in an offline environment, where consumers go 

to the store to try the product in real life and examine other factors such as 

packaging, texture, and pigmentation. Subsequently, the app would only be used 

until the first part of the evaluation stage. In other words, consumers make their 

final product selection, choice, and purchase in an offline environment. In today’s 

digital environment, companies need to ensure a smooth and personalized CX 

which is consistent over the variety of channels at hand. Instead of looking at the 

channels as silos, it is crucial to understand that consumers are constantly 

switching between them (Agius, 2019; Cook, 2014; Koetz, 2019). In line with 

literature, our research observes the phenomenon of consumers continually 

switching between channels during the decision-making process (Fulgoni, 2015). 

 

A possible reason why consumers would not purchase a new item through the 

app is related to the risk of not being able to return the items that they “blindly” 

purchased. Put differently, when the consumer receives the purchase, tries it on 

and sees that the product does not suit her as well as in the app she will not be 

able to return the item because she broke the security seal. Hence, it is lost 

money (Interview 11, April 2019). Moreover, the lack of willingness to purchase 

might be rooted in the fact that purchasing makeup is related to the judgement of 

aesthetic appearance and perception of subjective norms and hence relies 

heavily on emotional needs (FECYT – Spanish Foundation for Science and 

Technology, 2011). 
 

5.4 Required Improvements for the Virtual Artist 

During the interviews, respondents shared a few of their ideas on how to improve 

the app and hence customer experience. These suggestions include: 

1. Measures for personalisation 
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2. More detailed product information 

3. Further wishes to enhance the interface and experience 

 

Many respondents were dissatisfied with the level of personalisation the app 

offers especially regarding the inability to filter the app’s vast product range and 

the impossibility to enter personal features. Researchers support the importance 

of personalisation. They acknowledge that personalised experiences, which need 

to be consistent across channels, are particularly important in omni-channel 

environments (Agius, 2019; Cook, 2014; Koetz, 2019). Thereupon, filters allowing 

to search for specific brands, select a price range, or adjust products according 

to specific skin needs could help to improve the experience and the app’s ease 

of use. Moreover, having an option to define physical features, such as hair and 

eye colour, complexion, makeup and colour preferences, and skin type would 

make the experience more personal and targeted. Accordingly, based on these 

two criteria the app would suggest the best matching products. 

The app’s product information banner currently only displays brand and product 

name, price, and availability. However, the interviewees wished for the inclusion 

of a picture displaying the product and its packaging as it was especially important 

for them when considering buying a product through the app (see Appendix 4, 

Image 1). Additionally, the product information box should be expandable on 

request showing a more detailed overview of the product components, for 

example, ingredients and warnings. The detailed information box would allow app 

users to gain a better understanding of the product’s attributes. By improving the 

product description box, consumers receive the possibility to access complete 

information facilitating the decision-making process (Grewal et al., 2017). 

 

Lastly, interviewees mentioned the wish to include verified consumer reviews and 

possible linkages to videos and posts of influencers, i.e., people who are active 

on either Instagram or YouTube. These would enable them to gather information 

about the positive and negative aspects of the products. As a result, respondents 

corroborated that they would be more prone to purchase a product through the 

app after having examined the reviews and videos. Moreover, during the 
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interviews, we depicted a yearning for an integration of their online inspiration 

channels such as YouTube, Instagram, and Facebook into the Virtual Artist app. 

Agius (2019), supports the idea that companies should aim at engaging 

consumers even more through social media channels where they can interact not 

only with the brand but also with other consumers. 

Furthermore, users were shocked with the Virtual Artist’s initial pre-set look when 

starting the experience and expressed their desire to start from a clean slate. 

Having this predetermined look could serve as inspiration for some users, 

nevertheless, it might also have a negative priming effect on others (see 

Appendix 4, Images 3 & 4). For this reason, when starting the app consumers 

should be asked if they would like to begin barefaced or with the Sephora pre-

created look. 

 

5.5 Virtual Artist - Value-adding Experiences 

As our respondents did not view the app as a platform for purchase, we identified 

alternative ways of usage. These can still add value to the brand and the 

consumer both in-store and online. 

 

In the physical Sephora store, there are a variety of value-adding usages of AR 

apps. On the one hand, the app could incorporate a function that allows 

consumers to scan product barcodes for further try-on. This option would 

integrate the best of both worlds: offline - being able to feel and touch the products 

- and the AR app - being able to try a wide range of products without hassle. It 

would facilitate the consumers’ decision-making process as it is more interactive 

than traditional tools (Foroudi et al., 2018). Respectively, consumers would not 

need to apply and remove the makeup for every product they wish to try before 

finding the ultimate one. In this manner, they have the opportunity to experience 

and engage with the full product range without being overwhelmed by the vast 

product selection as the store’s layout and brand displays most probably guide 

them subconsciously. When scanning the barcode, they would not have to search 
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for the product actively in the app but would immediately be directed to the 

product try-on of the selected product. 

 

A second function would be personalised swatching - seeing what colours suit 

one’s skin tone - by scanning the barcodes of the products they liked the most. 

By doing so, the Virtual Artist would enable its consumers to compare and 

contrast their favourites products in a more personalised manner. Typically, 

swatches are only available for pre-set palettes and colour schemes (Lime Crime, 

2019; Sephora, 2019a). Moreover, as consumers tend to end up with several test 

colours on their skin, it would be advantageous if Sephora included the product 

names of the swatched products on the augmentation. In such a manner, 

consumers do not forget which ones they have already tried and can quickly 

identify their favourites.  

 

Furthermore, Sephora could go the extra mile by enabling consumers to access 

online reviews or YouTube videos when scanning the barcode. 

On the other hand, the AR app could add value to the in-store sales process 

when consumers ask for advice from the salespeople. The app, integrated into 

the in-store mirrors, could support the identification and narrowing of consumer 

preferences in terms of colours and makeup styles before applying the makeup. 

Subsequently, Sephora’s makeup artists gain background knowledge that they 

can use to create an individualized look in line with the consumer’s wants and 

needs and hence increase the chances of actual purchase. 

Online, further appliances of the Virtual Artist can be subdivided into mobile app 

usage and website usage. The mobile Virtual Artist is proven, based on the 

results of this study, to serve as an exploration and inspiration tool. During this 

process, consumers might encounter products that they “need to have” yet would 

not buy online. Thus, an idea to not lose the purchase is to include a geolocation 

option through which the consumers finds the closest store where the product is 

available for physical try-on. Furthermore, the app could also include videos 

teaching consumers how to apply the different makeup styles they have chosen. 

This feature could be the extra incentive some consumers need to engage with 
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products they have never tried before. For example, interviewees highlighted that 

they have never bought contouring products because they do not know how to 

apply them appropriately, however, they did like how it looked when interacting 

with the Virtual Artist. Therefore, offering targeted “straight to the point” video 

could incentivise the desire to try the product and subsequently purchase it. 

Usually, websites only include simple static product pictures without putting them 

into context, in the sense of not seeing the product’s fit on the consumer’s very 

own facial features or how it harmonizes with other desired products. Sephora’s 

AR technology could fill this gap by letting consumers apply the makeup to their 

face instead of a stranger’s. Adding AR to the online shop would enable Sephora 

to provide a complete product impression and a better online, i.e., website, 

experience. 

 

5.6 Contribution to Theory 

Firstly, no drivers of willingness to purchase have been found. Howbeit, findings 

have shown that AR performance influences CX. Precisely, having an app with 

real-time interaction and good augmentation quality, that places the digital layer 

where it is supposed to go, contribute to a positive CX. Furthermore, the app’s 

novelty, which relates to the fact that in the makeup industry such brand specific 

AR apps have not been yet exploited to its fullest, contributed to the elicitation of 

excitement. Despite the augmentation of makeup being something that the 

majority of our respondents had not encountered before, its first-time usage 

effects wore off relatively fast. Overall, the app elicited positive emotions such as 

fun, playfulness, and curiosity. These emotions were triggered by the interactive 

and entertaining nature of the app, allowing to engage with Sephora at any 

moment. 

The possibility of trying on a wide selection of makeup products without having to 

remove them after application enhanced the experience. In the interviews, 

respondents labelled the Virtual Artist as an excellent tool to narrow down 

options. 
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Secondly, a variety of factors during the customer experience inhibited 

willingness to purchase. The most influential inhibitor was the perceived fakeness 

of the applied makeup as it did not allow for a realistic representation of how the 

makeup would look in real life. Also, the perceived fakeness was a barrier to 

properly create a need for the makeup look, i.e., the products, which in turn had 

a negative influence on consumers’ willingness to purchase. As a result, app 

users got the impression that the Virtual Artist is similar to filters found on 

Instagram and Snapchat and therefore considered it as a source of 

entertainment, fun, and explorative behaviour rather than as a channel to 

purchase through. Besides, the lack of reviews does not allow the consumer to 

gain that extra information required to make a sound purchase decision. 

Consequently, the app neither provides enough information nor generates trust 

in the products’ real-life look and feel. Thus, consumers would be less prone to 

buy directly through the app. If they find a product that they like, they will go to 

the store to further inspect its attributes before deciding whether or not to 

purchase it. Moreover, data security concerns could hinder the flourishing of 

customer experience and as a result willingness to purchase. These relate to the 

fear of personal data being stolen, shared, or misused. These findings are 

supported by theory, as Dacko (2017) found that consumers are concerned about 

the collection of personal data and subsequently the security of AR applications. 

 

The overloaded choice of products in the Virtual Artist leads to consumer 

confusion - a state in which consumers are not able to pursue a purchase 

decision as they lack in confidence of which product is the most adequate for 

their need. As a result, consumers that interact with the app could lose interest 

after a short amount of time due to the overwhelmingly large assortment and 

hence close the app without purchasing any product. 

 

5.7 Framework 

This thesis’ findings show that instead of using an AR app for purchase, 

consumers would use it for inspiration, entertainment, and/or exploration. 
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Accordingly, we developed a framework taking the interviewees’ responses as a 

basis. 

 

 
Illustration 2: Research Framework. Own Source. 

  

As the discussion of our results has shown, the augmentation influences 

customer experience through its components interactivity and augmentation 

quality. However, we could not verify that positive customer experience would 

lead to willingness to purchase through the Sephora Virtual Artist. Instead, we 

found that positive customer experience with the app leads to inspiration, 

exploration, and/or entertainment. 
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5.8 Managerial Implications 

Several implications can be drawn from our findings. 

Illustration 3: Managerial Implications. Own Source 

 

First, due to the heavy criticism of the lack of personalisation, app developers 

should integrate filters to allow app users to narrow down the product choice. 

Consumers should be able to search for their favourite brands, indicate their 

preferred price range, and desired colour palette, to avoid dissatisfaction with the 

experience. It is crucial to allow consumers to explore and purchase within their 

delimitations. Moreover, adding filters to makeup AR apps will increase 

interactivity, ease of use, and display personally relevant content to each 

individual. 

 

Second, based on the principle that consumers already have brand preferences 

and consider the packing and product design as an evaluation criterion, the app 

should include product images or the brand logos in the product description box 
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(see Appendix 4, Image 1). Subsequently, the product information box might 

guide app users subconsciously and incentivise them to buy. Furthermore, more 

extended product information should be provided to give consumers the 

opportunity to gain a richer understanding of what they are going to buy. 

 

Third, from a technological perspective, the augmentation needs to adapt to 

movements very fast to create the illusion that the virtual and the real world co-

exist. Furthermore, our research showed that often the looks were labelled as 

unnatural when users applied eyelashes. They complained about them looking 

fake without even noticing that they were applying false eyelashes (see Appendix 

4, Image 2). Hence, we would suggest relabelling the tab in the drop-down menu 

such that it becomes clear that it is false eyelashes (see Appendix 4, Image 5), 

and add different mascara looks, which can be found in a new section called 

mascara. 

 

Fourth, the inclusion of verified customer reviews in the app could be a way of 

increasing trust and willingness to purchase as consumers could rely on others’ 

experiences, which would provide a first impression of the product and possibly 

decrease the feeling of buying “blindly”. 

 

Fifth, since consumers seem to gain a significant part of their inspiration online, 

especially by watching YouTube videos and following influencers on Instagram, 

brands should collaborate with these internet personalities. Beauty influencers 

give reviews about the makeup products they use, i.e., talk about the product’s 

finish, texture, pigmentation, and if one application lasts the entire day. Therefore, 

brand managers can promote not only their AR app but also the products by 

collaborating with influencers, who will let the audience know that the used 

product can be tried on and purchased in a brand-specific AR app. 

 

Sixth, because the app is mainly used as a source of inspiration and narrowing 

down options for further offline evaluation, the stores would need to make sure to 

offer all the different products. However, constantly having approximately over 
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9,000 items available (in stock) in-store is hard to achieve. Therefore, the AR 

makeup app should include an in-store product availability feature with stock 

information for all geographic locations. 

 

Seventh, our research has shown that consumers still prefer to shop offline when 

purchasing makeup. Therefore, the Virtual Artist should be seen as a means of 

inspiration instead of a sales channel. By integrating the app into both the offline 

and online channels, managers could magnify customer experience across 

channels. Introducing the app with the idea of it being a “try before you buy” 

platform empowers every consumer to experience the products in the context 

they desire and hence reduces the chances of it becoming a gimmick. 

 

Eighth, the app should entail a “complete your look” function, which serves as an 

additional source of inspiration for the consumer and a sales hook for the brand. 

This algorithm should search for products that complement the ones already 

selected by the consumer enticing them to try it. 

 

Finally, before introducing the AR app brands should gain an in-depth 

understanding of their target audience, i.e., those that are most probably going to 

interact with the app, and predefine the app’s goal, e.g., incentivise trials versus 

increase sales. Additionally, from a technological perspective, basic requirements 

such as interactivity and augmentation quality need to be ensured to meet 

consumers’ minimum expectations. 

 

5.9 Limitations 

Despite revealing intriguing insights, our study is not without flaws. These mainly 

relate to the generalisability and reliability of our findings. 

 

After critically discussing the conducted interviews, we noticed that an interviewer 

bias, an observer bias, and a participant bias were present. 
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The respondents might have not explored the app the way they would have done 

it when being alone because the researchers were in the same room. As a result, 

they might have interacted with the app for a longer or shorter period. Likewise, 

we noticed that sometimes respondents were not totally honest and provided an 

answer they considered to be the most “suitable” or “correct” for the given context. 

It seems that they wanted to present themselves in a good light and make a good 

impression. 

Our presence during the exploration phase might have influenced our outcomes. 

Typically, people do not tolerate to be in the centre of attention for a longer period 

of time as it overwhelms them. Moreover, not seeing the looks our respondents 

created might have limited our understanding of the situation. As we could not 

see the look that the interviewees were trying on, it was hard to accurately judge 

if the different products they sought on “looked like a clown” because the 

augmentation of the product was over-pigmented or if it was because they tried 

the more extravagant options (e.g., green lipstick or red eyebrows). Thus, when 

they expressed their thoughts and experiences, we were not able to ask further 

questions for an in-depth exploration of that phenomenon. 

 

Despite researchers being advised to have a relatively small sample of 

interviews, the sample size also limits the generalisability of our research. Time 

constraints and the time-consuming nature of interviews only allowed us to 

pursue 11 interviews. With this number of interviewees, we cannot transfer the 

obtained results to the broad population. Furthermore, the utilization of Sephora's 

Virtual Artist as a case study narrows down the applicability of results to other 

research areas, for example, fashion or jewellery. 
 

5.10 Further Research 

An inductive-exploratory study introduced the topic but left room for further 

exploratory and conclusive research. As the topic of AR and its impact on CX and 

willingness to purchase is still under-researched, future research should include 

the following aspects. 
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Findings of this study show that AR influences CX. Nonetheless, the extent to 

which it does so and whether an AR experience is sufficient for creating an 

excellent customer experience still needs to be further examined. This could be 

further investigated by conducting a more targeted survey which would not only 

shed light on this topic but also increase generalisability. Other factors influencing 

customer experience should also be taken into consideration especially the fact 

that people did not like to look at themselves for a longer period. Therefore, future 

research could elaborate how long people can play and engage with social media 

filters and then compare it to the usage time of the Virtual Artist. By doing so, one 

might uncover why people do not mind playing around with social media filters 

but do not enjoy the AR app. 

Moreover, we found that the app would potentially only serve as a means of re-

purchase. Therefore, it should be investigated if the app would actually be used 

as a means of re-purchase by the consumers. 

 

Additionally, respondents indicated to prefer shopping in an offline environment 

because they do not trust the app. Our respondents, who are all part of the 

Millennial generation, indicated that they do not have or use many apps in their 

daily life. Therefore, it would be of interest for researchers to compare Millennials 

and Generation Z as they are the first two generations which encountered 

technology in their daily life. The differences in technology usage might be of 

valuable insight for academics and managers. While Millennials were introduced 

to technology during their childhood, Generation Z is considered more 

technologically affine than Millennials because they grew up with it. 

 

Another study could further investigate the similarities and differences in 

customer experience while interacting with AR apps from different industries 

(IKEA vs. Virtual Artist). For example, a comparison of the app’s contribution to 

sales either offline or online could provide a deeper understanding of the app’s 

feasibility in a variety of industries. 
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All in all, this study’s research aim could be re-conducted in different settings. For 

instance, a study in the United States or Asia could differ from Europe, as the 

shopping habits and usage of smartphones and apps might vary. Studies getting 

to the same results as our research increases the validity and generalisability. If 

these results are proven, more extensive research about the different effects can 

be done. 

 

Conclusion 

This study attempted to shed light on what factors could influence customer 

experience and willingness to purchase when interacting with an AR app. Fiction 

and reality have met and like Snapchat, Instagram and co. have already shown, 

linking fictional elements to the real world is no longer a problem. 

 

Guided by an epistemological and ontological philosophical approach of 

interpretivism and social constructivism, this thesis developed drivers and 

inhibitors of customer experience and willingness to purchase while interacting 

with the Sephora Virtual Artist app. To achieve this, we investigated how the 

quality of augmentation and interactivity of the app contributed to a positive 

customer experience consisting of peak experience, peak performance, and flow. 

Both augmentation quality and interactivity influence customer experience by 

eliciting positive emotions and a full focus on the activity. However, these effects 

did not last for long. Consequently, the experience evoked by the usage was only 

able to spark inspiration, entertainment, and/or exploration, but did not trigger 

willingness to purchase and hence no actual purchase. 

The overwhelmingly large assortment and a lack of personalisation resulted in 

consumer confusion. Furthermore, the unnatural portrayal of some products 

inhibited the development of trust in the app’s capabilities of aiding a purchase 

decision. If used for purchasing makeup, the app would serve mostly as a filter to 

narrow down options. These options would then be tried on in-store to evaluate 
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the product attributes which could not be assessed through the app, e.g., texture 

or pigmentation. 

 

We believe that AR has what it takes to generate the need of “I need to have this” 

in the consumer. However, brands need to communicate the existence of this 

new way of experiencing the product, which can support the consumers’ 

decision-making process while allowing them to shop in a more personal and 

enjoyable manner. The principle “try before you buy” used in AR mobile 

applications represents an excellent possibility for consumers to virtually test 

products in an online or mobile environment before having to make a purchase 

decision. However, it is indispensable that the augmentation of the makeup is as 

close to reality as possible so that consumers accept it. Consumers have the 

idealised perception of how augmented makeup should look like although they 

have never encountered it, i.e., they expect a portrayal as in their mirrored 

reflection. Overcoming the technological restraints to meet these idealised 

expectations can be challenging for companies. 

 

Overall, with more demanding consumers, who are continually looking for a 

“wow-effect”, and a non-stop digital transformation, businesses need to go the 

extra mile constantly. Consequently, companies should start considering the 

implementation of augmented reality marketing strategies. However, managers 

need to ensure that, for consumers, AR is a new way to engage with their brand, 

instead of being just a gimmick. AR as a marketing tool has the potential to tackle 

a unique and personalised experience with a brand by adding value, narrating a 

story, and offering immersive experiences. 
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Appendix 

Appendix 1: Interview Guide 

Hello and thank you for joining us. My name is Sarah/Caro and we have invited 

you here today to ask you some questions. We are investigating how the 

experience with Augmented Reality Make-up Apps influence purchase. The 

information that you will share in this interview is anonymous. We will be 

recording this session for further analysis, yet the recording of this interview will 

not be shared with anyone. We want to let you know that what happens in this 

room stays in this room, so you can be yourself, no judgments are made :D we 

tried the App ourselves and went all in with facial expressions. The interview will 

have a length of maximum 1 hour. Feel free to contribute with any comments, 

thoughts or questions you have. If you are ready, let us begin. 

Stage 1: General Questions 

1. Do you normally use make-up? 
2. What is your make-up routine? / What products do you wear on a daily 

basis? 
3. Age? 

Stage 2: Trying the Sephora Virtual Artist App 

The interviewees are given a phone, with the Sephora app already open and 

ready for use. 

They will be told that they have some time to explore the app. Meanwhile, the 

interviewers will stay in the room, but there will be no interaction with the 

interviewee during this phase of the interview. 

After 10 minutes, if the interviewees have not stopped their experience by 

themselves, they are kindly asked to hand back the phone in order to proceed 

with the third phase of the interview.  

Stage 3: The Interview 

1. How long do you think have you been browsing the app? 

Would you like to continue exploring the app?  

a. Why? 
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Please describe your experience as detailed as possible. 

How did you personally feel while using the app? 

Do you think that the look you created is the best version of yourself so 

far? Why? If no, what would it need to get there? 

What is it that you like/dislike about trying make-up through this app? 

Based on what you just experienced what would you consider purchasing? 

b. why? 

Would you consider this a new way of purchasing make-up for you? Why? 

Have you ever bought anything after using an AR app? 

c. What? 

d. Where? 

e. Why? 

 

Appendix 2: Interview Transcripts 

Interview 1 

Question (Q) 1: Do you normally use makeup 

Response (R) 1: Yes, I do normally use makeup. I um, I enjoy a lot of lipsticks and eye liners. 

That is my thing. That's my go to direction. Not so much into eyeshadow foundation and stuff 

because I realized that over the years when I tried those things, I ended up being allergic to a 

lot of stuff. So, it's sort of lipsticks and eye liners. 

Q2: So, based on that, do you use more like a, day make up more than a proper night makeup? 
R2: No, I hardly use night makeup and I rarely touch glitter because most of the time I'm just 

like crying tears and everything goes off. 

[respondent starts playing with the App] 

R: Got It. 

R: Hm Hm. Yes. Hmm. Yep. Hmm. 

R: Interesting. 
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R: Great. 

R: Yeah. Got It. So you want me to sort of, okay. This APP was a little Wonky, sort of purposely 

changes the colour. Uh, so like I've been for my favourite colour then I lost it. [doubt] Okay. 

Okay. Let's keep this look for now. 

I: You do not have to save it only if you want. If not just keep it in your memory. 

R: Yeah, I will keep it in my memory. 

Q4: So then I wanted to ask you now, how long do you think you have been browsing in the 

App approximately? 

R4: Approximately, maybe three to five minutes. What I think I have been browsing three to five 

minutes. 

Q5: Okay, Would you like to continue exploring maybe other looks or just try other type of 

makeup? 
R5: I would actually like continue to keep trying, but I could see that, for example, since I'm a 

very brown skin person, the blush for example, was not showing up at all, no matter unless that 

I went really clown makeupish, 

Q6: you mean? 

R6: A really pink, very pale, very strong shades. I couldn't feel a subtle look for example at the 

blushes 

Q7: How did it feel? 

R7: It felt turned up, not natural. 

Q8: Okay. But apart from only that fact, how did the rest feel in regard to your skin tone? 
R8: Yes. I think they nailed the lips part because whatever colour I put, it felt like a lipstick that I 

can put on me. Eyeliner I could, because I play around a lot with eyeliner so I know how actually 

an eyeliner colour looks and I would say eyeliner isn't completely there. Um, and not a lash 

person, so I can't comment on how the lashes look, but whatever experimental lashes I put on 

me felt nice. 

I: We had the same, we were like, ohhhh, and then you even tried to touch them, but they don't 

exist.  

Q9: How would you evaluate the overall experience? 
R9: Overall experience with the APP? I am pleasantly surprised because the first time I'm 

trying, uh, an augmented reality app, especially with makeup. So, I'm pleasantly surprised. So 
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especially if I'm someone who's planning to buy a new colour, I will probably sort of try it on 

these apps was, especially with lip colour, lip stains, I would probably try how it suits my skin 

and then go out and actually buy it before investing. Yeah. 

Q10: Would you buy straight away from the APP or would you maybe go somewhere or think 

about it or searching the internet or whatever? 

R10: No. Um, mean I wouldn't straight away by from the APP purely because I most, I think 

since I come from technology, I know the limitations. I know like they really can't see your skin 

undertone, don't actually see whether it works out you. So I probably know them, the colour 

number, the name and I try to find similar matches outside and actually try a sample on me on 

my actual skin tone and see if that, if that is a colour actually want. 

Q11: So, If I got it right. Basically, you use the app just kind of to limit your options and then you 

have three lipsticks that you're considering buying. Then you go to the store, you will try them 

on, see how the colour really fits with your skin. And then you either purchase it or not? 

R11: Precisely 

Q12: You mentioned that you used, the lipstick, the eyeliner, and the blush. Did you use 

anything or tried anything else on? 

R12: So, I tried, I've been full face. I went from the eyebrow. I honestly, and maybe because I 

was very subtle with my eyebrows as well, so I couldn't find a strong difference. So, I tried the 

eyebrows, then I went for eyeshadow. Um, some I just fed you did not fall on my eye that great. 

So, I just didn't really experiment that much. I really tried a lot of eyeliners. Then I went with the 

blush again. I have the same problem. Then lipstick I was, I would say quite honest I was 

actually trying on a lot of lipsticks. I think a good time of my browsing time felt with my eyeliner 
and my lipstick. It also sorts of comes with my natural taste. 

Q13: You mentioned that the lips were perfectly on spot what about your eyebrows, were they 

also kind of respecting your natural form? 
R13: Yeah, they've been respecting my natural form. I could see that it wasn't just arching it up 

or making it very instagrammy. They were like kind of falling on my face. I could see most of the 

makeup items did try to form my face and I also noticed that you could also format the look so 

you can say, okay, no I don't want a blush. I actually want a highlighter; I want a bronzer. You 

could also sort of play around with that. It says that it was too, I just couldn't feel it on my face. 

That's it. 

Q14: So... It was on the right spot. It was just not good enough for your face tone in that case? 

R14: Yes, exactly. 
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Q15: Based on that I wanted to ask, did you see that when you move maybe your face the look 

moved with you or do you have the feeling it took some time? 

R15: I noticed that with lipstick, even though it was moving my mouth and everything, it's still 

kind of like it did colour my teeth, but it was sort of immediately get back into place. But with 

eyeliner I could see was trying to sit on my eyebrows, and I was noo go down. I though the eye-

makeup, felt like I had to be looking more in place, whether the blush and lipstick I could feel 

that it was able to sort of fallow endless. It could be also the area or region they're working with. 

Q16: Um, did it kind of maybe annoy you the part of the eyeliner or was it still in the range of, 

okay. I mean it's, it's some seconds so they can wait. It's not an issue. Or was it kind of that 

point where you'¡ give up. 
R16: ah, no, not really because maybe I think it's because when I was applying my eyeliner, I 

could, it possibly am a very still person. I am not sure. Um, when I was applying that particular 

makeup for that region, I could feel it, it was falling in that region. Okay. Is I think it's also comes 

with the natural thing like we are applying eyeliner we don't generally like go [respondent 

moves]. You sort of stay still so, so when I won the finished look, I naturally account for the 

technological weakness and I was like saying okay this is my full look and I want to observe it. 

So, I wasn't actually trying or testing the limits of her purposely going my face. It's just I was 
treating it like if I have having makeup by your own. 

Q17: We have talked more about the App's features and look like, but how did you feel like; 

how did it personally make you feel when applying the makeup? and seeing other looks that you 

maybe don't try every day? 

R17: Hmm. Um, how it personally makes me feel. I think the first thing that, that sort of keeps 

me away from these apps is the level of data security that is there right now. I am quite, uh, a 

part of the reason I've been really away from all these kinds of gangs apps is because I am 

scared that they are going to steal my face without my permission. There's so much of fine print 

that we don't have the patience or don't read. So that's the first step of it. Then once I get into 

the APP, then yes, I could see myself even sitting there for maybe a decent good half an hour 

playing with so many looks, so many things and playing around. But I yet don't really see myself 
buying that like yess this is the shade, this the thing I'm going to buy from this APP. I don't see 

myself going that far. Um, I could see myself sort of playing it around and sometimes forgetting 

the look to be honest and at the same time I also noticed the app but sometimes I forgot that I 

was having this particular look on and suddenly changed the colour and the shading with the 

structure. So, I was like, oh, I can't remember what happened right now. 

Q18: would you say that it made you feel, how to say like sexier or kind of that it was the best 

that you could get off yourself in that moment? Like if you apply that makeup, let's say that you 

are at home and apply the look exactly as in the App, would you say that that's kind of the best 



 

 

125 

 

that you could look? 

R18: Uh, I wouldn't say so because since I am someone who plays a lot with eyeliner, I 

purposely did not wear anything today because I didn't want it to hinder the experiment and we 

are doing. But like for example, if I, maybe I haven't tried that enough. If I wanted a cat eye or if 

I wanted to do sort of just do something more intense. If I want to mix two colours, for example, I 

want to start with green and gold and finish with blue I do those things, but those effects, I really 

doubt the app is in the level to do that. So, I think to do that level of personalization, I think 
makeup is all about extreme personalization. So, to do that kind of personalization and that's 

been the complete look comes the feeling of sexy is actually have the complete look of playing 

around with like, plumping up your lips, uh, doing different looks, trying different things. So, the 

feelings, I wouldn't say it's a very, very sexy feel good aspect. It's more of a fun, jokey aspect. 

Like, Oh, this shit actually suits me. Maybe I should try. Or do they like, this is the best version 

of me. I wouldn't go that far. 

Q19: Is the one thing that you liked the most about this app? 

R19: I think. Um, the shade selection for lips was mind blowing. Whatever virtual colour I 

tapped, they seem to show a product that actually existed and that was like, and I, to be honest, 

the first few minutes and you didn't realize they were popping, it was popping up products 
because it was more about focusing the colour on me and then I'm like, wait, it's starting to 

show brands that has these colours and that sort of blew my mind. 

Q20: Okay. What did you dislike the most? 

R20: Um, I think I played with the APP a little too short to say I disliked something. 

Q21: Okay. That makes total sense. But based on what you could see 

R21: um, I could see that. I really don't know how well this APP would work on people of colour 

like me and darker shades because for all of us it's all about when we want a subtle look or 

really want to do something very light and dewy. It doesn't keep those things in mind for 

example. 

Q22: So, you would say the APP is thought for lighter skin tones. 

R22: I think yeah, I get the feeling it's more lighter skin tone I mean and especially when you're 

darker person, you sort of, the undertone gets a little difficult to find out and therefore you need 

to be very careful and a lot of us like, you know, even though it's a nice book and then you 

applied on, you look super ashy in real life. 

Q23: I have the same problem in summer I get very dark and I feel that the same makeup I 

have from winter time does not suit me. 

R23: Um, especially if you're someone who tans and you are a person of colour with much 

darker shades on you, you, I think when you apply makeup, like why does these thing look good 
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on one day and why it doesn't look good at the other day because of the skin details, moisture 

and everything is completely different. And that's why the people who love makeup end up 

having multiple products because on a day your skin is hydrated, one can make up those better 

than the other. 

Q24: Do you have the same issue when you're in a store? Like when you go there, you can 

apply it, but still you cannot apply the whole palate. What has been your experience in that 

sense? 

R24: So, I come from India and in my place makeup I would say it has to take up. Uh, there's 

still a lot of, uh, I would say taboo. I would say taboo is a very harsh word. There's still a lot of 

misunderstanding and lack of knowledge about makeup. And right now, I'm in Denmark. Who 
are not used to very darker skin people as well. So sometimes, unless I go to Mac where people 

are actually trained, like most of them are probably interns from beauty school. I rapidly get the 

right direction. Most of my, I think most of the knowledge that I got about makeup and what to 

try, what not to try is actually from YouTube and not from the salesperson to be honest. And you 

learn from YouTube, you learn that this is why certain things don't look good on me and this is 

why sort of things look good on me. And then with that knowledge I come and listen to the 

person is probably an intern from a beauty school. I rarely get good recommendation, uh, from 
the salesperson to be honest. 

Q25: But basically, if I got this right, you got your inspiration in YouTube, let's say that you are 

watching a YouTube and she uses x, y, z products in there. And then you go to Mac, Sephora, 

any of the stores. And then you go there and say like, Hey, I have seen this product. Do you 

have something similar or the same? And then you ask for their advice based on those products 

that you saw on the YouTube video. 

R25: Pretty, pretty much. To be honest. Uh, the only reason I wanted to buy the Jeffrey star 

cosmetics of Fenty cosmetics is purely because I see YouTube was raving and people of the 

darker skin tones going saying, Whoa, this actually suits our skin tone. I'm just like, hmm, 

maybe this is a product I actually want to think or try. 

Q26: Based on what you just said, that you normally go to Mac. Have you ever, tried Sephora? 

R26: I haven't tried. Uh, so, um, I was living in Aarhus before so there wasn't any Sephora. It's 

after came here. Uh, I think there is a Sephora here. So I ended up buying a lot of my products 
from India. Purely because I could find products that are um, a lot of products over here that I 

don't know, they're not vegan and before I end up becoming allergic to them, so I don't go well 

with a calm mind and a lot of makeup friends over. He ended up having Columbine or 

something like that. You don't have R40, so when in India, there's a little more, it's the sensitivity 

comes from a very different religious and cultural aspect. 
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Q27: So, you would say that Indian makeup is more appropriate and done for your skin tone? 

R27: No, no. There's a huge problem of having finding trouble that is within your skin tone. In a 

place where we are so tanned and dark people. There is so much of emphasis on buying 

shades that are three, four shades lighter than you. 

Q28: I did not know that. I would have expected India to be specialized on your kind of skin 

tone. 

R28: I actually actively buy brands that are black people owned. That is so sad. I have to go for 

the Latino, or the black people owned because the makeup industry in India is yet too behind. 

They have focused on skincare so you can find really good skincare products but once you hit 

makeup it is garbage. Fun fact. I don't find my shade in India at all and it is something people 
are raising their voices against, like come on. It's high time. I find the foundation of my shade. 

It's at times four to seven shades lighter because there's this trend. 

Q29: So, you said that you take the products from YouTube. Let's say that those three products 

that they mentioned, they would have it in this app and you try them on, and you like them. 

Would you still need to test them, or would it be enough with a YouTube video and seeing with 

the app how it looks on your face, to buy it? 

R29: I would buy it, but not from the APP again. Right. I would rather directly go to the website 

or the particular company's website so that I can directly support them. Rather than supporting 

a third party. 

Q30: So, the APP that you just try is Sephora's and you have seen all the products they sell in 

the website and the store. 

R30: Okay. So that, that changes the game. If it is Sephora’s app and I know that those 

products I can buy directly from Sephora. But if I can buy that from Sephora, yeah, I would do 

that. Yes. That's sort of changes the game to be honest. 

Q31: That's really interesting. That you just made, the fact that if it's a direct link with the store 

and you know this you would buy it, but if it's kind of just a random app that you just found 

somewhere you will be more careful with. To confirm, would you trust more Sephora than a 

non-branded app? 

R31: Uh, it also depends but for example, I would still not save my look purely out of data 

protection probably comes from someone who is a little old school, like someone who lived 

before Internet and who saw Internet grew up. So, I am very comfortable posting myself on 

Instagram. That's because I can control the privacy settings. Facebook, everything is so much 

like, yeah, Facebook is fucked up, yeah but there is some control within like, okay, this is the 

app I got, this is how I get to sort of save my privacy settings. Like this one would just be 

information, but these kinds of apps, they're still playing around. They're still finding themselves 
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out there. I won't completely blame the APPS. They still understanding the technology 

themselves. 

Q32: Sephora gives you the option to save the look but does not do it automatically for you. 

what do you think about this approach? 

R32: Yeah, exactly. I kinda like that aspect that there is this one layer of security, but I could still 

put her on my face, but it's not like I have to put the photograph of my face. I actually do like 

that. That was a major plus for me to be honest. I also noticed in privacy settings, if it is going to 

ask me, hey, can I access your camera? Makes Sense. If the next step is can, I access your 

folder or your audio or video and be like, no thank you. Get out of my life. 

Q33: Have you ever encountered any other AR app? If yes, have you ever bought anything 

through them? Not Precisely makeup apps but any other sort of AR apps? 

R33: No, I haven't specifically looked for one, but I can see, especially if I have access to an AR 
app. I can honestly see myself using that a lot 

Q34: To confirm, since you haven't tried them, you have never bought through one of them? 

R34: No, I haven't. 

Q35: We are now done with our questions. Is there any question you want to ask us? 

R35: So, I'm also curious. So um, so how many of these apps did you need to like play around 
before you found like actually this is an ideal app for me to actually like base my research 

question. 

I: So that was not our issue. Our issue was more than in Europe this apps do not exist. So the 

APP that you just used from Sephora is only US-based. You cannot download this app and 

European apple store. At least not to the same extent. For example, we have different APP 

stores. Mine is a German one and she has a Spanish one and the Spanish one at least has the 

app with the lipstick. 

R: So how did you manage to get the US one? 

I: I have a friend that has a US app store. 

R: I'm also curious, would you rather trust a company that uses such a technology or a youtuber 

to purchase? 

I: I think I'd go to YouTube as well because I actually tried it sometimes, but you never know if 

they are telling the truth, if they're paid behind. That's my personal feeling that sometimes they 

can trick you. 
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R: the fun thing for me is that you can actually go through the comment section. 

Q36: Based on this. Let's say the APP has you, can see the product and then they show you 

the stars because I know that some companies do it. When you order online, would you then 

after seeing it on yourself and saying, okay, that's a colour for me, you see the product and you 

see it has five stars or three, would you then click on the reviews. 

R36: Hmm. That actually slightly changes the game if first of all, the product was very subtle, so 

you sort of focused so focused on yourself. Yes. You would like to be self-absorbed with them 

like that, so it didn't even click. It was in the last few last few seconds of playing with the APP. 

To be honest. I'm like, oh, they're actually sort of showing which company this thing is because 

it's sort of notice something on the top of the text changing. It's just like, oh they actually 
showing that particular company and where the thing belongs. It's not just a stupid play to play, 

but it's actually like there is an actual colour actual product behind is instruct me super late. So 

maybe if the APP has a proper introduction, that is one thing. And the second thing is this is the 

product and if it's sort of like, um, so says this is the product and if I can see sort of a rating 3.5 

so on a scale of one to five, what is the thing? Then I would be curious to actually take on it and 

see what it is 

Q37: What if they link it to YouTube. Let's say they link with an Instagram or whatever it is. 

Would the chances of purchasing the product increase for you? 
R37: Way Higher. Yes. Because I think people underestimate the value of YouTube influencers 

and Instagram to this point. But the thing is, for example, if some, the reason I think even Fenty 
got sold off is because like there were other brands like Nars that did cater to people of colour 

and darker skin tone, they had some really good stuff. It's just that Fenty set the benchmark like 

you know what? This is how you actually do it. Like you don't like, you know like first sell-out of 

colour have said release, a set of beige and then slowly add sub units went, okay, this is for 

whiter people and this is for the darker people. When you go, you go all champagne and hit all 

of the 40 shades of people. 
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Interview 2 

Q1: Do you normally use makeup? 

R1: Yes. 

Q2: Okay. Could you explain us what is what you normally use? 

R2: Um, so I normally use depending on the day it's foundation or like tinted moisturizer, um, 

bronzer and then I like curl my eyelashes. 

Q3: So, do you make up everyday, or almost every day? 

R3: Almost every day. Say like five days out of the week, usually on the weekends. 

Q4: What about night makeup? Or is that only for nights? 

R4: kind of, but it doesn't really change that much. Maybe I put like Mascara and eyeliner on or 

something. 

Q5: Okay. But you don't do kind of like a smokey eyes, contouring..? 

R5:Yeah. I like had a phase where I wore a lot of makeup and then I like as I got older, maybe 

it's something with age, like I just started like stripping away and wearing less and less. 

I: now I'm going to get you the APP ready. [Explanation of how the app works follow]. If you 

press here, then you have kind all the products that you could use. 

R: okay. [respondent gets the app and strats using it] 

R: Oh my good I hate looking at me. I look like a clown with the preset look. Okay, I need to 

change whatever is happening here. 

R: I also like hate taking pictures of this over and seeing myself on camera. This is, and this 

case I think is fine. It's okay. No one else is going to see it. There's so many options for colors. 
Okay. 

R: I feel like I've seen enough of myself. That's terrifying. 

Q6: How long do you think you have been on the APP right now approximately? 

R6:[she doubts] four minutes? 

Q7: Would you like to continue kind of exploring other things? Maybe not now but later on or in 

another moment? 

R7: Not really, just cause I think I look so scary on it. 

Q8: Why do you think you look so scary? 

R8:I think like the way that it like put eyelashes on me, it just didn't seem like an accurate 

representation of like how it would actually look on my eyes. Um, like I, I liked that you could 



 

 

131 

 

play around with the lip colors. That's probably what I would play around with most. But, um, 

yeah, I don't know, I just didn't like seeing myself. 

Q9: But apart from the eyelashes, if you take those away, I think you tried to take them away. 

R9: I did, yeah. 

Q9: And then did it look better or worse? 

R9: It's still kind of scary. But because there was like I had like eyeliner on too when I was trying 

like the different styles of eyeliner as well. Um, but yeah, I don't know if I would spend more time 

on it honestly. 

Q10: Could you go more in detail in regards to the experience, I mean in the sense of, do you 

think that when you moved the lips moved with you ro what happened when you open your 

mouth? 

R10:I didn't actually open my mouth, but I did move my face around and when switching the lip 

colors. It was slightly like off, like it was lower on my lip, the color. Then where my am my actual 

lips were? And also what I would, uh, would blink, like the eyelashes would like, like stay up 

here or something instead of, yeah. 

Q11: Did it go then kind of back to its official place? 

R11:Yeah, it, it went back to, its um, like the actual placement. Um, but I did feel like it didn't like 
fully move like with my face. 

Q12:was it to the point that this time that it took until it was in the spot again, was it annoying or 

was it kind of something you could cope with? 

R12:No, it was something, yeah, it was so quick too like it I'm blinking, so, it is ok 

Q13: So it's something that is not going to make you say, okay, this takes too long. 

R13:Not at all. Yeah. I think it might be more about like, um, like, alignment and like calibrating 

issues, um, cause it has to like calibrate to your face and your future. So maybe it just like didn't 

line up, I don't know. 

Q14: How many of the different products did you try on? 
R14:I did all of the options given in the app and then I played with like, um, like under lips 

there's like lip gloss, lip plump and whatever, and like lip stain, those things. Um, with like the 

Bronzer I did the contour or like the full thing. So yeah, I tried to like, play around with a lot of 

them 

Q15: Um, and which one would you say you spend the most time? 

R15: Probably the lips. 
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Q16: and the one that you spent the last time? 

R16: Um, it's [respondent doubts and thinks] the eyeliner. Yeah. 

Q17: Do you think there was anything missing in the APP? Kind of any products that they 

should add or any features that they should add from what you could see during this time? 

R17:Yeah, I mean, I don't know, maybe I didn't see this part, but I don't know if like whatever 

product you're trying on, if it is linked to like an actual real product that they sell? 

Q17b: it is. [interviewer confirms] 

R17b: Okay. I didn't see that. Um, I did feel like it was kind of confusing with the different, like 

filters that you can choose. Um, in terms of like Ux, Ui, like knowing to click on something in 

order to see like these other options instead of just seeing the color, like the color is like 
immediately visible. Um, but I had to like poke around to see where I can like manipulate like 

the length of the eyelashes or like, um, where I want the content on my face or just like those 

little things. 

Q18: So you would rather prefer to have like to have both of the options, like the color may be 

on top and then where to place it next to it? in a less hidden way? 

R18: Yeah. Yeah. So no it seems like I am going like deep into it. Um, whereas like maybe if it 

was just there, it would be easier for me to play around. 

Q19: And you said that you didn't see that on the top of your face you had exactly what product 

it was for, like product information, price...? And that you could actually click on it and then go 

straight away to buy it 

R19: Yes, I missed that part [she laughs]. I was like way too fixated on how scary my face 

looked. 

Q20: But do you like that it was not really like popping out and so visible or would you have 

preferred to see that it is there, that there is an existing product? 

R20: I think I would have liked to see the product more visibly, like a physical image of like the 
lipstick and the brand that it's from. Um, cause I feel like a lot of people are loyal to a certain 

brand and when they like buy foundation from this brand, they know that like maybe the lipstick 

from this brand will be good too. So yeah, I think it would have been good to see the product 

more physically. 

Q21: So we talked about the app, I'm like more technical stuff and I would like to know how did 

it make you feel like personally feel where you were using this? 

R20:It made me feel [responded laughs nervously], ugly yeah, but that might be just me 

because I hate seeing myself on camera. And, um, on top of that, like there were like, there 

were looks that I wouldn't never wear. So it was just kind of shocking to see like me with this 

orange lipstick on and these like eyelashes and it kind of made me like I didn't recognize myself, 
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myself really. Um, but I did like the fact that like I was thinking as I was using it, um, I would 

definitely use something like this to test lip colors out. Um, just because like that's something 

that has to do with like your skin tone and it's something like you want to see before you buy it. 

Um, and I feel like when I'm buying lipsticks online, like on Sephora.com the swatch colors are 

not like accurate to what the actual colors are. So to like see it on myself with my skin tone with 

actual swatches was nice for me. But yeah, I mean overall like I remember when, um, there 

were like websites like this for trying on hairstyles. And I used to do that all the time because I 
just wanted to see myself with like blonde hair, bangs and like stuff like that. And I loved that. 

Um, but I think, I don't know for some reason with this, like, I don't know, I just didn't like seeing 

myself. 

Q22: What do you think is different? Like the one of the hair and this one? Well, first of all, how 

was the one with the hair was it the same or did you had to upload an image and then you 

changed the looks on that image? 

R22: Yes exactly. It was a chosen image that I put so maybe like, I think I would probably use 

an image where I looked like decent or like good in it and then I would upload that and then put 

the hair styles on that where I was like, this is like real time. And like just me, it's like raw. Like 

reality right in front of you. Um, so maybe that's why I don't know. But I do like the fact that it's 
like real time and like live and I could see it like it like almost does look like it's on my face, but 

there's an element to it where it does look like artificial. 

Q23: What is that element? Could you go a bit deeper in that? Like what makes you feel that it 

is artificial? 

R23:Yeah, I guess, um, it's more like the technology behind it. Like the, it just didn't look 

realistic. Like the lip color or the, the eyelashes and the eyes. The eyebrows actually looked 

really realistic that I was pretty impressed by. Um, but everything else was kind of like maybe 

like the placement of like bronzer and blush was kind of off. Um, and yeah. 

Q24: So you saw it on your face, but you did think that it was not where you would regularly 

apply it, if you will do it yourself, 

R24: yeah. Okay. Or it like actually wouldn't look like that if I put it on. Okay. Yeah. 

Q25: But is it because your skills of makeup are not AS good or because it's just off? 
R25:I think it's, um, I like to think that my makeup skills are like pretty decent, but, um, I think it's 

just like different, like it, this with something like this like kind of has to be exaggerated for 

someone to like notice it on them, but in real life I don't, I wouldn't like put on such like dark 

amounts of lipstick or like such dramatic eyelashes, you know, like it just, yeah, it didn't seem 
realistic in that sense. 
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Q26:Then you said that you kind of felt ugly because of this extreme thing and all of it, um, my 

question then is like, out of curiosity, why didn't you go for such extreme makeup style if you, 

from what they got, you're more of a subtle makeup user. But then you tried this crazy orange 

lipstick. Why that? 

R26: Yeah. I mean, yeah, the initial one was, I mean it was set to that when I put it on my face. 

So that was like kind of shocking. So after that I came to the lip color to like something more 

nude and then I went to the eyelashes and put on like more natural ones. And so I definitely like 
toned it down afterwards to like something that I would normally wear. But then after awhile I 

was like, let me just see what I would look like with like black lipstick on or something. Cause I'm 

curious like would it actually look okay or would I look like a freak. And so like at that point it 

kind of got fun and I got to like experiment with like colors and things that I normally wouldn't 

play with. 

Q27:So if I get this right, you were basically used this up more for exploring and having fun than 

actually for looking for proper makeup that you could buy and use in your daily life. 

R27:I think the APP as it is now, I would probably use it more experimentally and for fun. But 

um, I don't know something about, it just looks too fake to me. Like it looked, it didn't look like it 

was on like a part of me. It looked like it was sitting on top of my face. So it was hard for me to 
imagine it in real life. So maybe if it was better in that sense and it actually looked like it was on 

my lips and it actually looked like it was on my eyelashes, then I would have a more like real life 

application for it and I wouldn't be able to see myself using it to find products that I want to buy. 

Q28: then if you have to choose one thing that you liked the most about the APP, what would it 

be? 

R28: Um, [respondent doubts] probably all the color options. Like there were a lot of colours I 

did not even know existed. but yeah. 

Q29: Okay. Um, the one that you disliked the most? 

R29: Um, I think just the, like the filtering functions and the like the general menu of the APP. 

Like I don't, I don't think it was very like UX friendly. 

Q30: And then based on what you have experienced and what you have seen, would you 

consider buying anything through the APP? 

R30: Uh, probably not. Only because I like, I don't even buy makeup products online unless it's 

something that I've already used before and I'm just reordering. Um, because I feel like makeup 

is such a thing where you need to go and like swatch things and like try it on and see how it 

looks on you. So only for that reason, I probably wouldn't buy anything from it. 

Q31: But would you maybe use it as a filtering so that you use the APP and say, okay, I have a 

thousand colors from those I try all of them virtually and then I have five as an end selection and 



 

 

135 

 

then I go to the store and tried those five on? 

R31: Yeah, I think so. I mean like let's say sometimes like for some whatever reason I'm like, 

oh, I want to start wearing like purpully like mob tone lipsticks. Like, but there are so many 

different tones within that category that I like, don't know what works for my skin tone. So for 

that reason I'd probably go on the APP and narrow it down to like things that look decent and 

then like go into the store and maybe try to look for the product. 

Q32: And when you're in a store, How do you buy makeup? 

R32:I usually go in like with something in mind that I want to get, but there are times where I'll 

just walk in. Um, and I feel like everyone has something that they're like gravitate that they 

gravitate towards more than other products. So for me, like I'm a sucker for like really nice 
bronzers so I'll usually go and look at like, um, different brands bronzers and then I try it on or 

like swatches or something. Um, but yeah, it's like, it's pretty random how I go about. 

Q33: Do you normally get advice from sales people? 

R33: No. Oh, I don't really like when they bother me. I'm like, I don't need your help 

Q34: then when you decide to buying a makeup product, is it only based on your experience in 

the store or from where do you get inspiration?, do you search in the webpage first?, or do you 

go on the Internet just to see what's the latest trends are? How do you decide what to buy? 

R34: Right. Um, I think a lot of it, a lot of inspiration I get from watching YouTube videos. Um, 

there are like certain makeup artists that I follow on YouTube, um, and they'll do like, oh, like 

what products am I loving this month? Or like rave about a certain on their Instagram or 

something. And then that'll like Pique my interest and I'll go like looking for it. Um, but yeah, 

that's usually how I find out about new things. 

Q34: And let's say that for example, this YouTube person that you follow, he recommends one 

of the products you could find in the Sephora app. Would you buy it only based on their 

recommendation or would you still need to do other like searches or tests before you buy it? 
R34: I would research it. Okay. Um, probably like go to the store and try it out myself just 

because like makeup is so expensive. It has to be like a worthy investment for me. So, um, 

yeah, like my interest is peaked by this youtuber Instagrammer but then I'll always do research 

afterwards. 

Q35: Have you ever experienced any other augmented reality APP before? Any type 

R35: aaammm. Not really. I think the only ones, um, one that I've experienced is like, you 

download, I don't even know what the APP was called, but you download the APP, you scan a 

QR code somewhere and then you can, like, you turn your camera on and it'll show you like 

some saying that was designed and it looks like it's there, but it's not like in some environment. 

That's the only thing. Yeah. 
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Q36: But never something that you could purchase straight away from that interaction with the 

app? 

R36: No 

Q37: Apart from makeup would you consider buying other product through AR apps? for 

example in the Ikea app you can see how the furniture would look like in your house before 

buying it. Would you maybe then consider buying it straight away from the app, without going to 

Ikea store? 

R37: for stuff like that, Yeah, I think so because I think furniture is something that's easier to like 

place in a room and be able to like have a more accurate representation of how it will look as 

opposed to like something on your face or like, like if there was an app to like try on clothes. 
Like I would still want to go and try on the clothes. 

Q38: Okay. So if I get it right, it's basically because that's something that affects you as a 

person and because if the sofa kind of looks shit, then it's either, you know, you buy a new one 

or do you just live with it. No one is really going to see it in your home. But if it's you, you as a 

person that interacts with other people who sees your look 

R38: Yeah. it's just also like, I think with AR it's harder to accurately put something on a human 

because we're like, we all come in different shapes and forms, whereas when you're placing 

furniture in a room, rooms are pretty basic. You have four walls. Um, and it's basically like a 

rendering. Like you can put that there and it'll pretty much look like how it's going to look in real 

life. Um, so yeah. 

Q39: Just so that I have it totally clear, would you consider this app or any AR app a "no go" for 

makeup purchase? 
R39: Hmm. I don't know. I, I want to say that maybe I would take a chance and order from it, but 

I think deep down I know that I would. Yeah. Just because I like, I'm, I just really need to like 

see it in person. 

Q40: I've got some more questions just for verification if that's fine? 

R40: Yeah. 

Q41: Well you said that you spent more time on the lips and less on the eyeliner. Do you have 

any idea why you were more drawn to the lips then? 
R41: Maybe because that's where, um, that's where I like experiment the most in my like 

everyday makeup. Like I'm, I mean when I come to the office I'm usually, I don't wear lipstick on 

a daily basis, but like if I did want to like jazz up my look or whatever, I would go seeking like a 

cool color lipstick to like amp it up. Um, so yeah, cause I don't use color on like anywhere else 

on my face besides maybe like blush sometimes. Um, so I think it's like the most fun for me to 

play around with the lip colors 
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Q42: You said it's super scary when you were working with the APP and you said it afterwards 

as well. Did you mean that more in a positive or a negative way? 

R42: I mean that first look, if you guys could see it, it was pretty terrible. 

Q43: Would you say that the first look did bias you for the following looks? 

R43: Possibly, yeah. Maybe if it was sent to something more like toned down, I wouldn't have 

been so like shocked but also like I changed it to like a different setting so, 

Q44: but you still had that look in mind? 

R44:Yes and I can still see it now 

Q45: You said when your hair, when you try to all the hairstyles, you uploaded a picture. What'd 

you prefer uploading your picture rather than seeing it in real time or the other way around? 

R45: Oh, I think I would rather see it in real time. Um, yeah, I think I'd rather see it in real time. 

The only thing was with that was my arm was kind of getting tired. Mostly that os the reason 

why I stopped. 

Q46: Would you say that when you go to a store like foundation wise it is hard for you to find a 

good foundation even when trying it on. We had the thought that for the application, one of the 

hardest things would be to match your foundation colour because everyone has a under tone. 

It's something that you cannot really get with an algorithm out there. So, but we also figured out 

that then going to a store, it's not really helping. So in that sense, how complicated or easy is it 

for you? 

R46: go with foundation because like it's not just the shade you need to match. It's like the type 

of skin you have. Like what formula you want, like how much coverage you on. I feel like with 

foundation there's so many elements. Like I usually want, um, like I think I have like yellow 

undertone. So like it's hard for me to get a color match sometimes if they don't have like more 

yellow or like cool tones. And then also like I have oily skin but I don't want to look matte. So like 

I don't know finding something for that and yeah, they're just so many elements. And I also think 
that a lot of women like to try it out of foundation and like where for a day to see if it actually like, 

um, it looks good the entire day. Yeah. So I usually will go and like get samples of a foundation 

that I'm interested in getting and then try it out and then buy it. But usually, yeah, it's kind of, 

that's probably like the most difficult thing for me to purchase. 

Q47: And is that one of the things you would give it a chance to buy through the AR App? 
R47:No, because it's hard to like maybe you can get a color match but then you don't know like 

what the formulation is like and all that. 
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Interview 3 

Q1:I will ask you two questions before. First, Do you normally use makeup? and What kind of m

akeup do you use?  

R1:Yes I use makeup. For example Foundation, Mascara, like basic stuff. What's it called? Like 

blush, powder sometimes.  

Q2:Okay. And then what is your makeup stile?  

R2:I'll go for a toned down, aim for like more natural look I guess.  

 [interviewer hands the phone to the respondent] 

Respondent: oh wow. Wow. Oh, Okay.  

Respondent: Wow.  

Respondent: Oh No, now I have green lips.  

Respondent: Fancy.  

Respondent: I hope you can buy all these products  

Respondent: Wow  

Respondent: okay I think I am done  

Q3:how long do you think you've been using the app?  

R3:10 minutes.  

Q4:Would you like to continue exploring it?  

R4:Yeah, it was really fun. It was really like, yeah, I liked it.  

Q5:What did you like the most of it?  

R5:I mean it was, it was kind of Nice. That you could. You know, you can see different colors wh

at matches your face and also you had the prices. Like if I were to buy any of it, it's kind of nice t

o, you know, compare like if I think this one was a slight better fit, but if it was like double the pri
ce, like what's it worth it, you know, and it was, it was much easier to do with the APP than in th

e store. You know, if you go to the store you can usually also try it on, but then you have to tick i

t off and tried the other thing and then it's not as like hear can just can quickly switch like which l

ook I like better. Um, so I think that was very convenient compared to like going to the store and

 trying it on.  

Q6:Oh, you've started describing your experience with saying that you consider this more conve

nient. Would you say like when you look at how it was portrayed on your face, how did you feel 

about it?  

R6:I felt like it was fairly accurate. Like of course it's not quite the same as seeing it on, but I thin
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k one of the things you I also liked was maybe with the app you would try something a little mor

e bold. So think I would probably be more inspired in terms of my makeup rather than if I'd like h

ad to go to the store or like you should you just go with, the kind of makeup, you always go with 

and you know that works and then you go with that. But here it's more like, I feel like you becom

e a little more bold and you see and what does this look like? What does this like does it match 

my face or does it look ridiculous or, yeah, so, I like that.  

Q7:Then you said you explored at all. So where did spend most time on?  

R7:that's a good question actually. Mm. Maybe,... maybe the lashes actually.  

Q8:Any idea why?  

R8:I guess that's, you know, that's always the thing I spent the most time on so also the thing I s

pend the most time on in my daily like make up routine? And probably also because it's like usu

ally either that or like if you're wearing like a very color lipstick, that's the thing you noticed the m
ost when people are wearing.  

Q9:How did you personally feel when you were using the APP?  

R9:I thought it was fun. It was really fun and I really feel like it would, it could actually inspire me
 to try something new that I wouldn't try if I'd just done it in a store.  

Q10:When you say that's something you aspire or get inspired by? Is that your only source of in

spiration or do you have other sources?  

R10:Mm, mm. I think in general people get very inspired by, you know, social media and stuff. I 

think for me it's like, and maybe a little too lazy, she's just, I mean, some people really enjoy just

 sitting down trying a lot of different stuff and really like this. I don't really do that as much. Uh, s

o I think for me it's like if I have one of my friends do my makeup for like a party or something an

d I think it looks good, then I'll probably be inspired from that.  

Q11:Based on that you'd rather go for more convenient?  

R11:Yeah, for sure. I think this is more convenient. Definitely  

Q12:do think like that. It has put your best features even better?  

R12:Yeah. Yeah. So yeah.  

Q13:Why?  

R13:I think it's because there are so many options within the APP. So like if you think like what I

 would usually go for it. I mean that look fine, but then I could try something slightly different and

 compare. So, okay, does this actually look better than what I usually do, so things like the variet

y of options and the fact that you can see it on and compared so quickly, um, I think that's what 

makes it more yeah better.  
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Q14:Then, you already mentioned what you'd like the most. Is there anything that you didn't real

ly like about it or anything that you noticed was rather odd?  

R14:I mean, of course it wasn't like a perfect fit always like it did sometimes look a little bit, not a

nimated, but you know, you could see that it wasn't natural, but I mean, that's to be expected fro

m an APP, I guess. And I think sometimes put it, I mean, for the brows it was maybe a little hard

 to see the difference. I thought actually worked better for lashes than for brows.  

Q15:Would you consider purchasing anything after having experienced?  

R15:Yeah, for sure.  

Q16:Even through the APP?  

R16:Yeah, I mean it's, it's very convenient when when you see something and you see look, an

d then you can just say like add to basket add to basket and then you can have it all. So I think t

hat's, that's very smart way to do it.  

Q17:And then out of curiosity, where do you normally go and buy your makeup?  

R17:Probably like in Mattas  

Q18:Would you say more offline or online environments?  

R18:More offline Yeah.  

Q19:Have you ever experienced any AR apps before?  

R19:Yes. I am trying to think of an example? MMM, well, yes, and a little bit, but it can really thin

k of any  

Q20:where there any where you could purchase anything?  

R20:No, I think it was more like as a new kind of as an experience. So I don't think I've seen it w

here it was like integrated with the purchase. Like with this one,  

Q21:You said that the eyelashes were more accurate than the eyebrows. Apart from that how w

as everything else?  

R21:fairly accurate where, yeah, I think the only thing would browse was that I couldn't see that 
much of a difference between the styles. Like you could choose the styles or, I mean I can see t

he difference with the colors, but it was mostly just like my own eyebrows, but a different color.  

Q22:so basically the brow was in the place but you could not see a difference between your nat

ural one and the look you created?  

R22:Yeah, exactly. So, but I don't know if that's the purpose because I mean if you buy, somethi

ng for your brows, it's also like your own kind of taste  
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Q23:what did you think, like when you moved, do you think that the things went with you or did t

hey stay kind of in one place and then it took a time until it got to the right position?  

R23:Ah, I thought it was quite good, actually moved fairly quickly if I moved my face.  

Q24:Okay. And then you mentioned that did not look hundred percent natural. Was this somethi

ng that kind of disturb? Do you in the sense like was it as bad so that you would not buy it or is it

 just like it's still in the range where you said like it's ok I would still buy it.  

R24:Yeah. Yeah, I think so. It wasn't too disturbing. It was, it was okay. I mean, you could, you 

could see it was an app and it was like, you know, mmm. Sort of animated. That's the wrong wo

rd. But it's, you can see daddy wasn't, like a picture of a real person as such. But, uh, I think it w

orked well.  

Q25:I have two more questions. First one is, you said that you felt inspired with this new look, b

ut would you actually buy one of those?  
R25:Yeah, if there was something that was like slightly out of what I would usually wear, eh, yes

. Still within my comfort zone, yeah, I think I could buy it. Especially because you know, it's a lot 

of products where maybe between 20 or $30. So even if you don't use it that often, it's not like y

ou spent several hundred dollars on trying something new.  

Q26:And then my last question for now, do you think you've had super sexy when you were tryi

ng this thing, so, or do you say that it, yeah, that it was just the normal you but with some make

up on?  

R26:I don't know, I thought it was fun at least, uh, was definitely like if I saw it in a store or if it w

as, if I could download, you probably can't download the APP. I would probably sometimes sit th

ere and use it. If you're like, oh how would this look, how would this look  

Q27:If I get it right you would use it to purchase, but also to explore different options. and if one 

of those options really convinced you, you go to buy the product and then just check out and go 

for it?  

R27:Yeah. Yeah. Okay. I think it would, especially because as I said, it's not that expensive pro

ducts. So it's not like crazy amount of money you spent. If it was like $500 then maybe it wouldn

't .  

Q28:Um, right now how do you purchase makeup? Like do you know go to stores or do you buy

 it through the websites  
R28:I still go to the stores. Uh, but I generally don't shop a lot online.  

Q29:Is there a particular reason why you go to the store to buy makeup?  

R29:Um, I think it's just in general. I don't really buy a lot of things online because we're not so 



 

 

142 

 

much for makeup but for other things it for like lets say cloth if it doesn't fit and then you have to 

send it back and then like return it and get your money back. It's just too much hassle. I just rath

er go to the store and just do it there. And I think now it's just basically everything I do. But I coul

d do it for makeup, I guess because I don't actually change brands or anything that often, so it c

ould do it for makeup  

Q30:So when you go to a makeup store to buy makeup, what do you do?  

R30:I go straight to what I always buy and get it. I buy it, and I leave  

Q31:do you ask for advice to the makeup artists that are there or anything. So you know exactly

 what you want when you get it.  

R31:Yeah, basically. Yeah, it would be very rarely I would ask for anything. I am a lazy shopper.

 When I find something that works for me. It's like, I'll just go with that. It's so, but I think that's w

hat's good about this app that this could actually convince me to maybe try something else and 
still be lazy. I think that's the difference between, because in theory you could do the same in th

e store as with the app. You know, you could go try on a look and see what it looks like its not y

ou can't do that at the store, but then you have to put it on and take it off afterwards and it's, I thi

nk this is more convenient. It's good for the lazy shoppers.  

Q32:Okay. Just last question, how old are you?  

R32: 24  

Q33: How much time do you think you will be spending in this APP?  
R33:I don't know. I guess you could, I don't know, maybe 20 minutes or half an hour. Like if I do

n't have anything to do mean you can just like, you know, with snapchat, with the filters, sit there

 and be like, Hey, I have bunny ears now.  
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Interview 4: 

Q1:The first question is do you normally use makeup? 

R1:Yes. 

Q2:Could you explain a bit more what products you normally use? 

R2:powder um, usually once in the morning and if I remember to take it with me then maybe 

sometimes in the afternoon, but usually I forget it. 

Q3:And you only use powder? 

R3:Yes 

Q4:So no. Um, eyeliner, mascara...? 

R4:Oh that falls into the definition of makeup 

I:Yes so everything that you put on your face. Oh, sorry. 

R4:Yeah, Yup. Okay. Um, so first I eyeliner then um, mascara and then concealer and then the 

powder. 

Q5:What about Lipstick or eyebrow products? 

R5:No. 

Q6:Okay, perfect. What is your age? 

R6:26. 

 [interviewer prepares the phone and hands it to the respondent]  

Respondent:Alright. 

Respondent:That's crazy 

Q7:So my first question for you would be, how long do you think you have been using the app? 

R7:four minutes. 

Q8:would you like to continue experimenting more things in the APP? 

R8:No, I think I have seen enough 

Q9:could you go deeper in why did you stop? 

R9:Um, I think I tested all that I wanted to see. It was nice to see. But, um, I think I would need 
more and more input from an expert who knows what kind of colors suit me because otherwise I 

select randomly, which doesn't make too much sense. 
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Q10:So basically you would need kind of the advice of an experienced person in order to take a 

decision? 

R10:Yup. 

Q11:So how do you normally buy makeup? 

R11:Sometimes with friends and when I'm alone, then I usually buy What friends have 

suggested to me before because I myself don't read up on that or what see YouTube videos or 

anything. I'm pretty lazy in that. 

Q12:So you're saying that you rely on friends, What type of friends are they, are they 

knowledgeable friends or is it just any type of friend? 

R12:Hmm. It's knowledgeable friends who read on that and watch youtube videos or, um, yeah, 

just to have done some workshops on how to do that. 

Q13:So basically if I get it right, you don't watch the youtube videos, you have someone else to 

watch them for you and then you rely on their input? 

R13:Yeah, sometimes. Every once in a while. 

Q14:Then could you describe your experience while you were using the, the APP? 

R14:Um, sometimes I was a little shocked because as I said, I chose the or less randomly and 

felt like, okay, that lipstick is way to read and it looks horrible on me or that lashes is way too 
much. Um, so it was a funny experience, but also I kind of negative sensation in me that I felt I 

don't want this to better click something else. 

Q15:And then when you clicked on something else, did that feeling change in you? 

R15:um, for the lashes it's got worse because I didn't find any look that looked natural enough. 

Um, but yeah, for the, the eyeliner or the, uh, lipstick, it was better because with the lipstick I 

could see that bright colors I would not chose. 

Q16:Okay. Soo. Basically you were concerned about the naturalness of the look and that's why 

you didn't like the experience more than the fact that you didn't like the APP perse 

R16:Yeah, it's just about the image of myself that I didn't like. The APP itself is I think it's a great 

tool to experiment. 

Q17:would you say that it was accurate, meaning that the lips were, or the lipstick was where it 

has to be and the eyebrows where it has to be? 

R17:Yes. 

Q18:Perfect. Did you try to move? if yes how was that experience going? 

R18:Yes. Mm, fine it moved with me. it identically moved with me 



 

 

145 

 

Q19:Where'd your conscious that you could buy the product and that you could had product 

information? 

R19:Yes. 

Q20:Um, did you like that you could actually buy it and go click through it or what were your 

thoughts? 

R20:I think it makes sense from a business point of view. But as I said before, I myself wouldn't 

buy it in the apps since I don't feel knowledgeable enough to decide myself. 

Q21:You tried the lipsticks, you tried the eyelashes, what else did you try? 

R21:Yeah, the eyeliner, the brows. I quickly clicked on shadow, but I saw nothing happening. 

that is when I stoped. 

Q22:Did you go for contouring, or blush? 

R22:No 

Q24:Um, from those things that you saw, which one was the one that you'd like, like from you, 

what you have experienced during the user what is the thing that you liked the most? 

R24:The lipstick. 

Q25:Why the lipstick? 

R25:I think because that's the most obvious and you can see the, well I could see the 

differences best in between the colors and since I usually don't variance it made me think of 

maybe I should try it. 

Q26:Okay. And what's the one thing that you dislike the most? 

R26:The lashes. 

Q27:The reason behind is? 

R27:Because it looks so unnatural, like I felt with fake eyelashes. 

Q28:how did it make you personally feel like you as a human when you were trying those 

things? 

R28:With the eyelashes I didn't feel myself. That's why I didn't like it. With the lipstick. I thought, 

okay, I can still see me, but in a more, more prepared way or yeah, 

Q29:Did you feel sexier in a way maybe? 

R29:Yeah. Yeah. We're just okay. Someone, saw you made an effort to make yourself beautiful, 

but still not too much, so I could still say, okay, that's me and on another person. 
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Q30:But, would you say that you got the best you out? 

R30:Hmm. I think the APP provides the opportunity to get the best out of yourself, but yeah, in 

the timeframe that I used it myself, it didn't happen. 

Q31:Then, then I think you have almost half answered this question, but I would just re-ask it in 

case of. Okay. So based on the experience that you have, would you buy products or would you 

consider this a new way of buying makeup? 

R31:Um, yes, I think it's definitely a new way of buying makeup. Hm. Yeah. Maybe if I use the 

APP together with someone then I could consider, okay, let's just buy it here in the app. 

Q32:Um, would it be more other fun just randomly or why with someone yes? and not alone? 

R32:Um, because alone it's the chance of buying something that I won't regret later is way too 

high. 

Q33:Okay. So you would go back with a friend that is knowledgeable about, it's not that you're 

just with a friend and like what are we doing? Oh, lets let's try the Sephora APP right now. 

R33:Mm. Yeah. Maybe also, but then if their friend says, okay, that looks good on you, I would 

trust that person more than myself. 

Q34:And you would buy it online? 

R34:Yup. I think so 

Q35:Normally how do you buy makeup? I mean you are now in the store off Sephora and 

you're going to buy makeup. What is what you normally do? 

R35:Mm. I look at all of the alternatives. Well usually I compare prices. Um, yeah, look at the, 
um, the kind of colors they offer and the kind of features, the product has. Um, yeah, the, the 

amount of makeup in it compared to the price and then just choose the color that I like best with 

the best price. Value for money 

Q36:When you go to buy makeup, do you normally go alone or do you go with friends? 

R36:That depends. Half. half I would say. 

Q37:Okay. Um, do you normally ask for recommendations to the makeup artists? 

R37:No. 

Q38:Okay. So you rely on what you see/feel in that moment? 

R38:Yeah. 
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Q39:Okay. Then have you ever used any other AR app before? It doesn't have to be kind of in 

the beauty industry, just generally speaking? 

R39:I don't think so, no. 

Q40:for example, Ikea has this AR app where you can buy the furniture. Would you maybe 

consider it more possible to buy through it? more possible than makeup? 

R40:Well I think it's two different things because with makeup it's easier if you buy it in the store, 

you have the product in your hand and after you purchase it you can immediately try it or maybe 

even try it in the story to really see how it looks on you as opposed to the APP. But with 

furniture you cannot just buy the cupboard and put it in your kitchen and see how it fits there. It's 

a more complex thing. So yeah, I think it's more likely to buy the furniture in the app than the 
makeup since the alternative side 

Q41:Do you normally buy online or offline? 

R41:All kinds of things. Cloth, for example, I prefer to buy in stores to try them on and see how 

they look on me. But if it's like electronic products or more product of daily usage that are more 

expensive or not available in the country I live then I buy them online. 

Q42:when you said you go to the store and then you can try on the product to see how it looks 

on you. What makes you prefer doing it in the store compared to the APP? 

R42:But when I said that I meant cloth and I think it's different with clothes as compared to the 

makeup with the app because they are on your whole body and yeah, I'd like to see it life. Uh, 

from a mirror perspective, um, where's the makeup is just the face, which is easy to see in the 

APP. 

Q43:you said the Lips looked natural. That lipstick is the only thing that you considered was not 

really natural was the eyelashes. What if they maybe in a hypothetical case improve the 

eyelashes thing and they look more natural. Would you consider buying it? 

R43:Yes. 

Q44:Um, my last question now is would you use like, let's say that you have this app in your 

phone right now. Would you use it more in an exploratory way or really with a purchase 

intention? 
R44:I think first explorative, but, and then if I really like it and the value for money is ok, then I 

could imagine buying it. 

Interviewer: That's from my side. Thank you for helping us 
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Interview 5 

Q1:I would like to ask you first: Do you normally use makeup?  
R1: Yes.  

Q2: What type of makeup? Please tell us a little bit about your routine. 
R2: Well, my everyday makeup consists of a setting powder, bronzer, blush, mascara and brow 

product and lip gloss.  

Q3: Do also use night makeup? 

R3: Yes, when I do. When I go to parties, I do night-looks. And then I go all the way out.  

Q4: It means contouring, etc.?  

R4: Yes. Everything: lashes, lips, everything. 

Q5: Then I will give you now the APP. Well we'll have to ask you your age.  

R5: 29. 

I: Then let me get this started for you.  
R: I've heard about it. Well, I've seen people use it online. Yeah. I think  

I: L'Oreál had one really similar, but we didn't find it anymore so we thought that maybe they are 

improving it or whatever it is. Then we go to know this from Sephora. If you click over here, then 

you have like all the options that you have. 

R: oooo.. 
R: That's crazy.  

R: That's so crazy. Okay, I'm going to try brow first. 

R (while using the app): What? It's doing it. That's so creepy...I didn't, I didn't understand at 
first it was the brows, but then they changed colour and I was like, that's crazy. ... Okay, I'm 

trying lashes now...Insane... You could probably spend a whole day. Whenever you're bored, 

you're like well..This is so much fun. This is great. I'm doing eyeliner right now. It just looks so 

much better than what I do on my own face. That's funny...I think I needed to go and buy some 

new products. Crazy...I think I've been through all types now. I've done a lot of looks. So this is 

super cool. Yeah, I think I'd be ready to answer some questions.  
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Q6: Perfect. Well, my first question would be how long do you think you have been using this 

app now approximately?  
R6: I have no idea.  Maybe five minutes. 

Q7: Would you like to continue exploring that or playing with the app or playing with the app?  
R7: MMM, well yeah, I thought it was really fun. Um, but I think you can also like relatively 

quickly go through the different parts of your face to see what it can actually do for you. So if I 

were to further explore it, it would be with the purpose of actually the buying something, I think. 

Yeah. 

Q8: How was the whole experience with it? Can you just explain us?  

R8: That was really fun. That was so cool. At first I didn't notice because I chose brow products 

and I mean my brows are pretty red. But then I noticed that they change colour and I thought 

that was really fascinating. It seems like it they've created an app that captures your face very 
well. Because that was my initial, you know, I thought if it doesn't really get the contours of your 

face, it's just going to be super awkward. But I think they did a pretty good job doing that. Yeah.  

Q9: based on your comments: You noticed that you could buy the products. Did that annoy you 

somehow or was it more like that you were happy that they were up there and kind of, what 

were your thoughts about that?  
R9: I think that was really good. I think that was really good. I actually found a fancy product that 

I know they do carry in the Danish Sephora and I might have to go and check that out. So that 

was really good because I think for a lot of consumers. Well I follow makeup religiously online. 

And the brands, they carry a certain value for the consumers. So I think being able to quickly 

decide, also based on the brand name, this is something you know, do they have values that 
you can align yourself with it. So I think that's very important for a lot of people, including myself. 

Yeah. 

Q10: You said that you were surprised that your face was properly recognized. Does this also 

mean that you're, that everything was in place or was it kind of moved around? How was it 

when you moved? 

R10: I think everything looked fine for me. The only thing that maybe didn't really work was for 

my lips. I mean I have pretty big lips, but they're not very well defined. So, I thought when the lip 

products were on, it looked a little awkward, but I still got an idea of whether the colour would 

work for me or not.  

Q11: But from the rest like lashes, powder, etc.? 

R11: Yeah, I think that look really good, especially the eye liner because I don't have a lot of lid 

space, but for some reason they just made it look better than I'm able to do when I do my own 

makeup. So little slap in the face. But that was really well done, I thought.  



 

 

150 

 

Q12: So you would say that you looked your best in that app. So if say it was what you saw 

through the APP was reality you would think that that's kind of the sexiest you that could come 

out of there? 

R12: Well, it depends on the colours. I chose, I thought it looked really good. I really did.  

Q13: And if you compare it to yourself, like if you had to do it, you think you would get to this 

result.  

R13: Well, okay. So for the eye shadow, obviously they're trying to show off the shadow and 

depending on what colour you choose, if you did it yourself, you might want to like tone it down 

a little bit. I chose the purple and it was just like purple. And it didn't look like super blended out, 

which of course if you were to do it on your own, that's something that you would spend some 
time making sure that it was if that's what you wanted. Of course, that depends on every 

person.  

Q14: So you said that you used almost all of the categories. you said that the lips was the ones 

that you dislike the most? 

R14: I think it looked slightly weird on me, but that's not the first time. So it's not, of course it's 

not the same as the Sephora app, but when I use snapchat or Instagram, I use the filter with lips 

on. It always looks weird because I feel like the camera is like, where does the lips begin and 

where do the end? So, sometimes it will look weird.  

Q15: The best fitting product was? 

R15: I think that was the powder actually. I really enjoyed that. Yeah. Or The eyeliner that was 

really good. Yeah.  

Q16: And apart from that, like app-wise like technological-wise was what is what you liked the 

most?  

R16: Well, I mean it's always fun to see how colours will work against your own complexion. 

Can I add something that I thought would be a good idea to do with the app? I think it would be 
really fun. I don't know if it's a feature, but if you could actually pick maybe your eye colour, your 

complexion, maybe your undertone if you know it or if maybe the app can help you find your 

undertone. I don't know if that's possible, but that would mean that it would suggest things that 

would compliment me personally. 

Q17: So you want it to be more personalised? 

R17: Yes. Because I was doing the contour and the powder. It suggested a palette that I know 

is specifically for people with a deeper skin tone. So naturally, if I look in the app and I think, oh, 

that looks good, but I'll buy the product, I'll have a harder time making it work for me. than if I 

chose something for a fairer complexion. So I think that would be a really cool addition. 
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I: No, but it would be actually nice.  

R:Yeah, I could see that. I mean, if it's not already a feature, I could definitely see them trying to 

implement something like that the future. It would be super helpful for people who aren't that 

experienced and are looking for something to start with. 

Q19: How did it make you feel personally, like you as a person when you were scrolling through 

it and of this?  

R19: I thought it was super fun. At first it's a little bit awkward because you're like, I don't know. 

Unless you're used to looking at yourself like that, but it was really fun, I thought. And I don't 

know, maybe it could also make you want to try new things, new colours that you wouldn't have 

considered, things like that.  

Q20: Would just say you felt, you said at the beginning you felt kind of awkward, but afterwards 

did you feel kind of beautiful, sexy, something like that? Or was it like still the same you?  
R20: Yeah, I think I was just being playful more than anything. I mean if you, if you chose the 

contouring and you've got some cheekbones, you might feel that. For me I just felt like I was 

playing around and I really enjoyed that.  

Q21: So based on this, how do you normally buy makeup or where do you get your inspiration 

to buy makeup.  

R21: Okay. Do you have a list? I get my inspiration from youtube and Instagram mainly. Yes.  I 

have some influencers that I follow religiously. And if they liked something I'm, if it's available to 

me in Denmark because I follow mainly from the US. So if it's available to me, I am more likely 

to try it if somebody has already given it a good rating. Yeah.  But I'll buy most of my makeup 

online because I find it's cheaper than doing it in stores, specifically Sephora is so expensive in 
Denmark. So unless I can't find it online, I'll go to Sephora. But I basically buy all of my makeup 

online. And then I'll look up swatches on Google as well. To make sure that the products that 

presented to me on the website, I'm buying from, has, you know, the right pictures. So that I can 

see the true color and things like that. Very thorough. You know, if they have a picture and 

you're like, oh, this is very pink, and then you get it and it's more peach and you're like what? 

Q22: So you said that you mainly buy makeup online. How is it when you don't know the brand, 

do you still trust it all? If you say like you have no reviews, no one on youtube or Instagram has 

mentioned it, would you buy it? 

Q22: no, probably not.  

Q23: But if you have never tried a makeup and a Youtuber or Instagramer mentions it, you will 

buy it?  
R23: I am more likely to do so. Yes. But if it, I mean depending on the price, again. I could risk it 

with a product that has no reviews and then I just liked the look of. If it's not too expensive. And 
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I guess if it is a product that I find reviews for, depending on the price, it would take me longer to 

get persuaded into buying it the more expensive it is. I would say having recommendations, it's 

more likely to get me to buy something.  

Q24:  What if Sephora adds recommendations to the app? Let's say your favourite Youtuber is 

actually linked with the Sephora app. So they try it and then you can try it virtually on you. 

Would that even instigate you more to buy through the APP?  

R24: Depending on how, I mean if you're looking at an Instagram post and they say, well I'm 

partnering with Sephora and if you click the product on my face, you can get sent to their app to 

virtually try it on. I think it has to be implemented in a way that it wouldn't need the consumer to 

do too much work because we kind of just want to click and then.. 

Q25: You don't care about not trying the color properly?  I mean let's say that you need to go to 

the store in order to see how the texture, whatever it is.  
Q25: Well the, I guess that again would depend on the product. I find like lip products especially 

are very nice to be able to swatch. So you know, if it's really drying, if it's uncomfortable. But 

again, I rely a lot on the reviews but both from influencers and also from the people who have 

previously bought the product on the site.  You'd be able to read, do they find it drying? Do they 

find it moisturizing, blah, blah, blah, things like that. Yeah.  

Q26: If the price would be the same? would you still only buy it online or would you kind of be 

more intrigued to buy it in store? 

R26: that's a good question cause I love buying things online. Being in bed is what I love. . But I 

also find, you know, there's something charming about the experience of walking into Sephora, 

maybe the luxurious experience and, and you walk around and touch everything. I can spend a 
lot of time in there. It's just, I think if the prices were the same, I would probably buy a lot more 

in store. Yeah, the price really. Sometimes you're a hundred kroner, 150 kroner more expensive 

than if I were in the US and purchase the same product. And that's just. you know, that's a 

whole new lipstick. So why would you? I also know that we have different taxing up our product 

here and things like that. So I will go to Sephora every once in a while. Yeah.  

Q27: When you buy online, do you buy through apps or do you buy through the web page? 

R27: That would be on my laptop. 

Q28: So you go normally don't buy through apps?  
R28: No, I don't really know why. I just find it's too small and I need space. I don't know why. It 

makes no sense 'cause it's the same product, but I prefer to browse on my laptop. So I can 

open up a new page for maybe if I want to watch a video about it, if I want to watch swatches on 

Google and yeah.  
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Q29: In the case of this app, since you had the product straight away on the top, which makes it 

so easy. You can just put an order in your basket and then check it out. Would that enhance 

you to buy through an app? 
R29: I think so. It's different because when you're able to wear the product on your face, you 

kind of feel like you're interacting with it in a different way than you could never experience just 

by being on a, on a regular app or webpage. Yeah. It feels like you're kind of in the store trying 

the products, in a sense. So. I could see myself using that if it, if it were to come to Denmark at 
some point.  

Q30: You mentioned at the beginning that you think you will use this app more continuously if 

you wanted to buy something. How would you integrate this in your buying process?  
R30: Well, I think if I sat down one day and thought, wow, I really need a purple eye shadow, 

which is something that I'm likely to think, I pull out the app and then I probably spend a while 

trying on the different colours and seeing what I thought would work best for my skin and my 

eye colour. But then, I would most likely also go and like watch reviews and I would still go after 

the brands that I trust, but I would be presented to new brands in a way that, you know, I would 

actually be able to interact with them, which I probably wouldn't do if it wasn't for an app like 

that.  

Q31: And you might consider to pick a new brand in this case? 

R31: Yeah. I would say I'm more likely to do it, but I'm also very much a creature of habit. I think 

being someone who is very into makeup also is, you know, it's more challenging to get me as a 
customer. Than if I was just somebody who sat down and searched for purple eyeshadow and 

then I'd just pick the one that I thought looked best. Yeah.  

Q32: And what this would you look in a brand?  

R32: Well, quality mainly.  Texture and everything. Just that it works very well for me.  

Q33: Do you also consider now all of these organic, vegan, cruelty free aspects?  Or is this 

something that you don't really care about? 

R33: It's there, but if it's a brand that I enjoy, it's not something that I consider. I mean, I will say 

probably with the whole cruelty free thing is something that I'm trying to implement more in the 

things that I'm buying now. So there's a few brands that I've had to maybe reconsider, but 

fortunately the market is so large that you can find alternatives to almost anything. 

Q34: And then one of my last questions is: Have you ever, ever tried another AR app before? 

Like anything of any kind? 

R34: well, that would be things like snapchat and Instagram, I guess.  
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Q35: But associated to a brand? 

R35: No, I don't think I have, no. 

Q36 Like for example the IKEA app? RayBan has something similar to try on glasses.  
R36: No, I've never tried those.  

Q37: And have you tried any one that's kind of more like uploading a picture? I know that they 

exist for the hairstyles or whatever, that you the upload a picture from yourself and then you can 

try several hairstyles. Have you tried something like that? 

R37: I don't think I have. I think maybe I've tried one like on a website where I could try on 

glasses if I uploaded a picture, but it looked really stupid. See that the thing is I don't have, I 

don't put a lot of trust and things like this. I'm always like, take it with a grain of salt. It's going to 

look kind of silly. So I was actually very positively surprised by the Sephora app. I think it did a 

nice job finding my features correctly. Which is super important cause it's makeup. So if it 
makes you look like a clown, you're not going to buy it. Unless you like the  

I: That's true. Yeah. So that's from my side. Do you have any questions for us?  

R: Well, no, I don't really think so. Um, yeah. Well what is specifically, so you're, you're writing a 
thesis about is it more like how? 

I: it's more about the customer experience through the use of AR. How does it make you feel? 

How do you cope with the technology? Because of course what you said, if it doesn't pick your 

features then you're annoyed. and then you're not buying but if that that technology part is 

there. Is this emotional customer experience also there? If people are starting buy more through 

the APP and maybe what as you said that maybe you consider trying new things on and you 

would have never considered before. And what we're surprised and we never thought about 

this, the high influence of Youtube. People really blindly trust YouTube. And that's actually 

crazy. Because they're paid by the brands, to sell the brands. So people trust someone that is 

paid by the same brand. It's kind of a bit contradicting. So rather than going to a store and try it 

yourself, you trust someone else that is paid by the brand to maybe say specific things or not. 

It's, it's, it's really interesting insight that we're getting right now.  
R: I think I've been following influencers for maybe about five years. First of all it completely 

exploded. And second of all, I do also feel, but then again, I'm almost 30, so I'm able to see 

things that maybe you're not able to see if you're only 15 or 16. So for me, I have gone through 

my fair share of influencers and I feel like I've connected in a way that's cause that's what you 

feel like you're connected to this person that you will never meet and it's on the opposite side of 

the screen. Right? There are definitely some of them, who are more genuine than others. 
They're better at disclosing their sponsorships. Which is actually, you know, something that they 

have to do by the law. But some of them do not. So it's true. It's funny how you can create that 

kind of relationship. But I also feel like they're under more scrutiny than almost any other type of 
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celebrity. I feel like if they come out in the video and they say one wrong word, their entire 

career can just be, so they really have to watch what they're doing. They document every single 

part of their life. It's just, it's not a lifestyle that I would prefer for myself, even if there's a lot of 

free makeup, but it's not worth it to me  

I: Showing the your life like so publicly. Like I'm now in the bathroom.  

R: Yeah. It's so, it's so insane. And then it's, it's a very interesting development, but I do feel of 

course that they have a certain impact on buyers.  

I: They do. Yeah. They really do. So kind of that you trust them blindly, without even knowing 

them that already saying a lot about it Like how they got into you and into your person. For you 

it's a friend, although you don't know them 

R: They work very hard to be relatable as well. Um, uh, so yeah, it's kind of crazy.  

I: We thought the same thing. You're the fifth interview and almost everyone has mentioned 

youtube and we did not expect this. We were expecting more people came out with the kind of 

data protection and all of this. What are going to do with it? Like are they storing my image or 

whatever. 
R: That's really interesting. I didn't think about that. 

I: But people instead of saying like, I like it. Yeah, Youtube and whatever.  
R: Interesting. I think that's also a main part of the way that we consume technology. We're 

giving our information to anybody. 

I: everyone is in their late twenties. They're used to sharing their information everywhere. unless 

I think you're really into that IT stuff and you know, way too much about all of this. It's not really 

something you think about because  you share it on snapchat. You share it on  Facebook and 

Instagram. What's the difference than just having kind of five minutes of glory?  
R: That's really funny actually. If it wasn't already normalized by using filters in Instagram and 

snapchat, it will probably be perceived way differently. And very like, it could be kind of invasive 

to your privacy, but because we're already so used to doing it and having our camera track 

whatever we do...I was wondering actually does, does it use the microphone?  

I: No, no. 

R: Is there actually any advertising on maybe Instagram or Facebook  or something like that? 

As a marketing tactic? If you use the app and there is say a purple eyeliner that you linger at, 
they would probably use that data to try and push that product to you once the app is closed.  

I: So I suppose, I mean I'm getting a lot of announcements. But since I don't know what you're 

using I don't know what products. But it's true that I have a lot of Sephora advertising about 



 

 

156 

 

whatever makeup or now I'm going to look for the purple one. If I get it. I mean it will be smart 

from them. They have your information, they have seen what you have tried on longer and not 

that long and you can actually save looks. So it takes a picture of you and then you can take 

another picture and then you can compare one by one the pictures. So it makes it actually like 

really easy. And of course, if they see that you have those two pictures of whatever and both 

are red lipsticks, then maybe they can try to sell you red lipsticks. 
R: Yes. Because they always want to keep you coming back for that product that you left 
behind.  
 

I: Oh actually, seeing the trend, they should also lign up with influencers.  
R: I think they probably will at some point. I'm not too sure about so far because I have seen 

them done sponsorships. Like they will send some products to an influencer, but definitely not 

as much as like individual brands.  

I: I have the feeling  that sponsorship was really more with smaller companies that are trying to 

go up but like this bigger like L'Oreal or Sephora, they don't sponsor that much. But I will say 

that maybe they would have to.  
R: I think so too. I think they would have to probably in stores and online, eventually. If they 

partner up with an influencer, they could make like a specific webpage that said picks of this 

and this influencer, I mean it works, Influencer marketing. It really works. Yeah. It's really crazy.  

I: We thought the same. Maybe they should. Until now I have the feeling that the makeup 

industry has been ruled by the big four but now smaller brands are coming with more 

personalised, with more fancy products and this vegan trend, cruelty free also. and they [the big 

four] thought that they would be at the top of the crown all the time but if they don't watch out, 

they will be slowly losing people.  

R: Most definitely. I actually had this discussion the other day, I don't remember with who or 

why, but we were talking about many of the brands that you can go, like the high end brands 

that you can see in may tests like Chanel, Helena Rubinstein, blah blah blah. They're like huge 

fashion houses. So they probably won't go bankrupt but I just don't see that their makeup is 

selling as well as it was before. This mid range and before like drugstore makeup is also doing 

extremely well right now and the quality that they're putting out is able to match some of the 
quality of of the higher ends, and maybe even better actually. So you can't any longer slap the 

name Chanel on something and then expect people to buy for eye shadows for like 400 kroner. 

That's just, it's too much. When you can get much better quality somewhere else.  

I: Chanel and all of these, they were more a fashion brand that a makeup brand. For me, they 

are fashion, like that's their target, that's what they're really good at. Makeup is kind of a 

secondary thing. But then if you have, for example, let's take Mac, they're only in makeup. So all 



 

 

157 

 

their investment goes into makeup and improving that and whatever. So Chanel for me would 

be kind of behind.  

R: But interestingly enough, I think actually Mac lacked a little bit. They've started to do some 

influencer marketing also makeup, you know, bringing influencers and to create their own 

custom lip shade and things like that. They're definitely stepping more into the game. But I think 

for a while there, Mac was also like, you know, we're the makeup queens, everybody comes to 

us, but now there's so much competition and the market is just completely oversaturated. So 
consumers are able to just to like to have like super high standards all of a sudden. 

I:  Based that you can buy it online, you know, you have no limits. You can buy it from 

everywhere, any time. So it's what you said like why should I go to the store? If I have like the 

whole world in a click.  

R: And it's probably why influencer marketing is so prominent and makeup is because there's 

so much to choose from. So as a consumer, if you enjoy makeup, it's like where the frick do I 

start? Really you, you go to somebody, you feel like you form a relationship with them, they 

become your friend and you're like, wow, okay, I'll try. As a point of entry, I'll just try what you 

like because kind of look like me or we have the same skin type or something.  

I: Yeah. Basically it's that you're using them as testers. They test it for you. They do all this 

research behind. They search it or whatever. And then you just see if you liked it or not and then 

you decide only to buy it or not. So it's kind of easier for you to have to go to the store and test 

5,000 colours. 
R: Yeah, exactly. But you have to be critical. And the thing is: you can use photos and you can 

edit them and you can make them look great even if the product doesn't really work for you. But 

I think that's where the youtube aspect comes in because I've seen people making youtube 

videos on a product and it's very obvious when they put it on their face that it's not working and 

they're just stubbornly being like this is so enjoyable, I really love this. But you can see the finish 

is not working. Um, so of course that would really work against their reputation and their 

honesty, but as a consumer you can see the product tried on. So I think that's why youtube is 

growing so much with that industry.  

I: When did you start with makeup? 

R: Um, probably, yeah, I think probably five or six years ago when I also found YouTube. I don't 
really remember. 

I: But that's when you started kind of doing proper makeup or? 

R: that's when I started investing more time in it. I thought for the longest time I was one of 
those girls and I'm not very proud of it, but I was one of those girls who would say, you know, 

girls who use makeup, they're just fake, they don't have a personality and blah, blah, blah. But 

then I found, actually it's such a fun way to be creative. I can't play music. I can't really paint. I 
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can't really do anything. And then it makes me feel like I'm enhancing the best parts of myself. 

I'm having fun. I've had discussions with men, especially on nights out in clubs when I wear, you 

know, a full face of makeup, they'll come up to me and they'll be like, you know, guys don't 

really find that attractive. And I was like, funny, I didn't fucking ask you sorry. But it's just, I think 

that it's funny, right? Because makeup is something that, you know, it's not hard to see that it 

was created for us to be more beautiful, to look better for men. I think it's changed now and it 

has become much more of a way to express yourself as a person. And even for men as well, 
they are getting more into makeup and go out with a full wing liner and lashes and everything. 

You just gotta be like, that's really cool. It's really nice that we can share this thing across all 

skin colours and all cultures. We can have makeup and we can just have fun with it.  

I: We were having an interview with one of the girls, she was from India and she told us on an 

Indian still a taboo to wear makeup actually because they really go into this natural look like no 

makeup, no hiding yourself, whatever. And she said, it is a shame to where actually make up. 

And then when they come here they go all crazy. But at the same time she says when they 

don't work but would need kind of to cover up pimples or whatever they're like, why are you not 

wearing makeup? So she's said it's so contradicting. She also said that if you would like to wear 

makeup, you can't really find a foundation of your skin color because they sell it normally five 

tones lighter than what they should be wearing. She's like, you really see who wearing makeup 

just basically because her face is white and the rest of the body it's kind of more like brownish 

R: So that's a real shame cause it shouldn't and obviously it should not be something shameful 

that you just want to bring out the features in yourself that you really like 

I: I suppose this religion and cultural really is really into it 

R: but then it's become such a huge thing within the last five periods basically. I really do see 

that in the future it's going to take over and it's going to become more and more, I want to say 

like allowed also culturally because there's so much money there. There's so much money. It's 

crazy. People just launch a brand and then the next day they're freaking billionaires. It's really 

insane. I'm also looking forward to seeing like with the over saturation of the market, when is it 

going to end and, and are we going to see a trend going the other way that we're all going to be 
bare face like in a protesting way.  

I: at least in Hollywood they're already starting doing it. There are some big names that said I'm 

not doing makeup anymore. And I was like, okay. I mean totally perfect. It's not like they should 

be wearing makeup. If they don't want to wear it, they shouldn't be wearing it.  
R: But it's funny, right? Because when, when a lot of people start doing the same thing, there's 

always going to be like some opposite reaction. Like you said, it's fine to stop wearing makeup, 

but you don't have to shame people who do it. And that's what I learned when I started doing 

makeup. It's fun and I should get to look exactly how I want to because it's my body. We're all 
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very much in each other's business and always like trying to judge people for how they look and 

what they do and it's just like you really need to turn that intention to yourself.  

I: The only thing where what I'm really critical is when you really see it. When these super young 

girls, that are maybe not even 18, wear so much makeup. the fact is, if you know how to apply 

it, then of course go all into it. But when you really see this thick paste on top of it, you're like 

girl, doesn't really look that good.  

R: You have to be able to do it for the right reason. Which is, you know, obviously it's not the 

same thing but cosmetic surgery and things like that. It's very important that you love yourself 

before you start making too many changes. And for me actually, I think I came to love my face a 

lot more after I started using makeup. When I started getting better at it, I was also much more 
comfortable walking out in public without anything on because I've sort of found the things about 

my face that I like and I'll focus on those instead of the things that I don't like. But I will say I do 

think that has something to do with age as well. Yeah. Cause when you're a teenager you're 

just like everything is wrong. And I look like shit.  

I: I think so too.  You also use less but wiser to say like. So you exactly know what colours you 

should be using. And then if purple is totally in but it's not a colour that fits you, then you're like 

I'm not even going to try it. I know it does not fit. That's it. And then you leave it out. But when 

you made 18 and all your friends are wearing it then you might want that too. 
R: Yeah. I enjoy a pretty plain day-face and then I really enjoy the transformation in doing a 

really crazy, but again, I mean it is crazy, but it's not the craziest out there.  

I: I mean there are people that really need to like, I don't know, if you can call it makeup 

anymore. It's kind of body art in some sense. A really, which I think is amazing. Scary 

sometimes.  

R: But yeah, there's just so many possibilities and if you are like a creative person, or like me, 

like I said, I don't consider myself is super creative, but this is something that I've gotten good at 

through years of trying things out. Yeah. And it makes me feel creative. If I'm going out, I'll sit 

down two hours before and just take it easy, maybe follow a tutorial, try something new. Yeah. 

So it was really like, it's just self care experience. I just love it so much.  

I: But that, I mean I think it's something good. It makes you learn about yourself, and self-love 

and all of this because even those days when you're feeling a bit down, maybe you know that if 

you just applied this three tick ticks of makeup that you know your whole perception of yourself 

will change. Then you get that spark again and are like I'm ready to conquer the world right 

now.  
R: That's again the difference between already having confidence and then putting on makeup 

or putting on makeup to get confidence. That washes off again. So you really need to have that 
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foundation in yourself.  Well I mean I think we can go on, I don't know if you're getting anything 

from this that you can actually make of this in your thesis. 

I: I mean it's what you're saying, the makeup industry is changing and who knows how long it's 

going to last. There may be brands, big brands are going to disappear or, new brands are going 

to come up. We don't know what's going to happen.  
R: It's super interesting. 

I: Maybe the concept of makeup changes, totally. And then we'd just be wearing masks. We 

were chatting about Asian makeup the other day. That's so crazy. I mean, you actually really 

used tape in order to take all the other things away. 
R: Well, I don't know if we talked about this as the party, but I wrote my thesis on K-beauty with 

my partner at CBS. That really got me into K-beauty.  Skincare and makeup, that's my jam. I 

have so many products. And then there was this one cream that I bought actually online that 
said like, it had brightening properties and I was like, hell yeah, I want that glow. So I buy it and I 

go to put it on my face and it's actually whitening. When I put it on my face, I'm pretty fair, but I 

put it on and I became even wider in my face and I was like, what the hell these people are 

actually putting on lotion that gives them, well the same as you would with a foundation 

basically, right? Giving you an entirely different skin color and it just, that's where the line gets 

drawn for me because you need to be able to appreciate the way that you look and then 

enhance the beauty of yourself, instead of trying to look like someone else. Unless you're doing 

it as an art form of course 

I: I kind of think that in the Asian market, that is the thing to go. Really changing and creating 

this perfect face. I saw that they even put some kind of stuff like silicone on in to create this 

perfect chin. What if it falls down? When you see a girl in the U.S you say, oh my God, they 

have changed so much. But in the Asian market I have the feeling you cannot even recognise 

that girl 

R: It's pretty crazy. There's definitely a fixation on youth. and to look young and innocent. Some 

of the literature that we went through for our thesis would also say that girls, or children actually, 

will be gifted gift cards for plastic surgery that they can have done the minute that they turn 

legal. They have these plastic plastic surgery clinics, which is like sort of a, like a walking in. We 

just walk in and then you come out with new face and they're all trying to like emulate certain 
characteristics, you know, big eyes, small noses, like you said, wither skin, things like that. It's 

pretty crazy. There's a beauty ideal that has definitely taken over completely.  

I: We had that here too. Like Angelina Jolie's lips how many girls got them or have them?  Or 

now Kim Kardashian it's kind of like same. Everyone wants to have those super full lips and 

then contouring, whatever. We have those ideals too, but we don't go that crazy maybe 

R: Or maybe it's because we see it from the outside and we're like holy shit, that's crazy. But 
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we're actually doing the same thing but we don't really want to point a finger at ourselves. So it 

just pointed at exactly.  

I: It's the same in the South American culture with getting boobs. I have friends over there day, 

who got a new booty for their 18 birthday. 

R: It's insane. That's really like one thing is to do it with makeup. Again in washes off and then 

you actually put your health at risk by surgery. Not everybody can afford the best surgeon.  

I: We are pretty as we are. We love ourselves. We're  just enhancing ourselves from time to 

time. 

R: It's so much cheaper to learn to love yourself. I would consider myself a person who's like, I 

feel fine about myself. I do love to play with makeup and things like that, but I don't do it to 

change the face that I have. I just liked to have fun with it. I still buy a lot of makeup because I 

tell myself it's self care. I have fun with it. I enjoy it. It's my hobby. I'm still buying a lot. So 
actually this month I haven't bought anything and it's so hard. I'm trying because I understand 

that the way that these companies are just pushing out products, it's so crazy. To not to get 

super deep, but we're living on a planet that's not doing very well anymore. So we could all do 

with like considering what we choose to spend money on. But now we're moving into a totally 

different area.  

 

Interview 6 

Q1: My first question for you is: Do you normally use makeup?  
R1: Now less than I used to. Now I use it maybe once a week, but before I would use it every 

day.  
Q2: What changed in your life?  
R2: Maybe it's the culture here in Denmark because women tend to be a lot more natural. 

Maybe it's the fact that I decided to simplify my life a little bit and applying makeup and 

removing it every night seemed just like another task that was more or less unnecessary. I 

started feeling better within my own skin. I felt like I didn't need that much makeup to look 

acceptable, that I can be just as good without makeup.  

Q3: Then could you explain a little bit about your makeup routine? Including what type of 

products you would use.  

R3: Even before my makeup was quite natural. I would use a foundation normally by Bobbie 
Brown. Then I would use some concealer because I used to have lots of problems with acne. I 

would sometimes use just some bright to eye shadow underneath my eyebrows to keep this 

kind of face lift effect. For my eyes, I just used eyeliner on the waterline and the eyelid and 
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some Mascara. And then I would also use blush on my cheeks and maybe sometimes a little bit 

lipstick.  
Q4: How old are you? 
R4: 24.  
I: I am starting the app for you now.  

R: This is so nice to play around with.  

R: Okay. It looks so... Alright. I think I had enough now. 
R: You can send me the first two looks. I think this one is quite similar to the one I created 

before. 

Q5: Now my first question for you is: For how long do you think have you been using the app? 

Approximately, I don't need an exact number.  

R5: Was it like 10 minutes?  

Q6: Could you describe us your experience with the app in as much detail as possible? 

R6: It was fun. In the beginning, I thought it was a bit weird. I didn't really see that much 

difference between the shades of the eyebrows, but maybe that's because my eyebrows are a 
bit dark. So, it was fun. I don't think all the shades are quite realistically pictured, especially the 

ones with glitter. I don't think it's quite realistic, but otherwise I think it was really nice. I think 

some of the shades are maybe a bit too strong. The one thing I would like would be that the 

eyelashes would look a bit more natural because they were like really strong. I think the only 

way a woman would really look like this would be if she were those false eyelashes. So, I would 

suggest maybe a bit more natural looking eyelashes. But otherwise I really enjoyed it. It's fun to 

play around with makeup without actually having to apply it.  
Q7:  In your opinion, what did you think about the technology? Was the lipstick or eyeshadow 

where it's supposed to be?  

R7: The lipstick, the blush, the eyeshadows, they were all perfectly placed where they should 

be. Maybe the eyeliner was a bit too much on the inner corner and not so much in the outer, 

which is something I would prefer to have a bit moved to the outer corners. 
Q8: Would you say that that was annoying? 

R8: It's not how I would do my makeup.  

Q9: Would that influence your decision? If you are looking for an eyeliner, does the fact that it is 

not portrayed as you would usually wear it negatively influence your purchase? 

R9: No. No.  
 
Q10: How did the makeup react to your movements?  
R10: It followed quite perfectly because when I closed my eyes, for example, I could also see 

the eye shadow on the entire eyelid, not just where it was positioned well in the first place. So 

no complaints here. 
Q11: Did you realise that you could actually buy the products? 

R11: I thought so since there's it's the Sephora app. 
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Q12:  Did you see it in the app?  
R12: I saw the name of the shade. I mean I wasn't really paying attention to that. I saw the 

shade but not the price and product information.  

Q13: So basically, in the top of the interface there was some sort fo product information, the 

brand, and the price. You could just add it to your basket straightaway for checkout.  
R13: I didn't see that at all. 

Q14: Based on that, what did you think about the product information being subtle? 
R14: I liked that it was so subtle. You don't feel like they're bombarding you with some ads or 

like they're forcing you to buy their product immediately. I liked that you can just focus on your 

face and experiment different options. I guess, in the end, if I really like one product, I would buy 

it either way. Like if there was a huge add over it or none at all. If I really like something then I 

would find a way to trace it down and buy it. I prefer it that way. Definitely. 

Q15: Did you go through all the categories? Were there any categories that you did not 

explore? 
R15: I went through all. As far as I know. 
Q16: So you went through lips. eyelashes, contouring? 

R16: Contouring?  I didn't know it was there.  

Q17: Where do you think did you spend the most time?  
R17: I would say maybe lipstick, but that was just because I was like trying different options like 

blue or whatever. Or maybe eyelashes because I was looking for something more natural 

looking. 
Q18: Now that we talked about the technological aspects, I'd like to know how the app made 

you feel. How did it influence you or how did it make you feel in some sense?  
R18: Well, I mean didn't give me any negative emotions. I guess quite neutral. I think it was like 

a nice way to have some fun with makeup in a virtual way. It didn't make me feel bad or good 

about myself. 
Q19: Would you say that it presented the best of yourself? Like when you saw you with the look 

that you had, would you say that that's the best that you could look like?  
R19: No, especially because of the eyelashes. It was too fake for me. I thought they kind of took 

over the whole face, which is not how I would do it in reality. But then of course, in reality you 
can't really do it like this unless you use those false eyelashes. So yeah, I mean, I didn't feel 

bad about myself, but I didn't feel different. 

Q20: Would you say that you looked the way you wanted to look through the app? Did it make 

you see a new you? 

R20: No, no. That's not the case. 
Q21: What's the one thing that you liked the most?  
R21: About the app? Just the fact that you can try so much different makeup options without 

actually having to buy the makeup first and then apply it and then take it off. That was really 
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convenient. It takes time and it just gives you a lot of options virtually without having to have the 

products yourself. 
Q22: What is the one thing that you disliked the most?  
R22: Hmm. Hard to say. Um hmm. MMM. Yeah. Maybe the false looking eye lashes  
Q23: Based on like the experience you had with this app right now, would you consider that a 

new way of buying makeup?  

R23: Maybe. 
Q24: What would motivate you to buy through this app?  
R24: For example, if I lived in a place where getting certain brands is impossible, because okay, 

here in Copenhagen you have a vast selection of different brands, but that's not the case 

everywhere. So if you live somewhere else and you don't know how a product would look on 

you, you can just use this app and then buy it and yeah.  
Q25: And would you buy it straight from the app? 
R25: I think I would still prefer to find it in real life to see if it really looks the same in real life. But 

if that wasn't the option, then yeah, I would buy it with the app.  
Q26: So if I got this right:  if you have a store that backs it up, you would use the app then to 

delimit or to say these are my favourite lipstics and go to the store and try them? 

R26: Yeah. I would use the app to explore the range of products. 

Q27: Would it motivate you to try new products? Let's say, the blue lipstick you tried. and Would 

you even consider buying a blue lipstick now after seeing how it fits you?  

R27: The app? Yeah definitely. I mean, I probably would not consider the blue lipstick because 

it's still something I wouldn't use regularly. Maybe there was like a special occasion, like a 
themed party or Halloween or whatever coming up. If I would really like the shade, then maybe I 

would go for it.  

Q28: What about something that is not as 'crazy'? Let's say that you see a new lipstick in a 

colour that you normally don't use but is still considered to be a 'normal' colour to go out in the 

street with. Would you then consider it? 

R28: Yes. In that case I would actually consider buying it. For the sake of trying something new. 

That's why I think that it's good. So that you can explore different options in an easy way I 

guess. 
Q29: How do you get your motivation to buy makeup? 

R29: I usually go to the store. I'm just looking around at first, to kind of see what catches my 

eye. And then I would ask a sales assistance if he or she could give me some tips on what 

would fit my skin tone, my eye colour, et cetera. Then, I would buy. One thing that's quite 

important to me is that the lipstick is hydrating so that it doesn't dry out my lips. 

Q30: So that's normally the thing that you follow for any type of makeup? You go to the store, 

you look for yourself first and then if you're in doubt, you go to sales person asked him for 

advice or anything? 
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R30: Most of the time. But sometimes I also go directly to the sales assistant for, especially for 

the foundation because it's harder to find. 

Q31: Have you ever tried another augmented reality app before?  

R31: No. No, no, no, no.  

Q32: I have a question which I forgot: Do you normally buy online, or do you mostly buy 

offline?  

R32: I would say it's kind of a mixture of online, offline, but I still prefer offline because I still 
prefer the idea of actually getting to see and to try the product before you actually pay for it. But 

if that's not the option then of course online. 
Q33: When you purchase online, do you buy through apps or through webpages? 
R33: The webpage normally. Yeah. 

Q34: Is there a reason why you do through the web page or not through the app?  

R34: Not really. I just don't that many apps on my phone through which you could actually buy 

the products. I think it's also better to not install the app right away because then you're likely to 

buy even more and more, which is not something I would want to do. 
Q35: So in the case that you have this Sephora app and that you really liked it, how big is the 

chance now that you download it? What are the changes from zero to 100? 

R35: 80. 

Q36: Would you use the app more kind of open exploratory way or as a purchase channel? 

What would be your preference? 
R36: I think more in the exploratory way. because like I said, with makeup and stuff like that, I 

still kind of prefer offline shopping. 
Q37: And if it will be, for example, another app, you know, the Ikea App. They have something 

similar to Sephora. You use your phone to put furniture in your house to see how it would be 

looking like in that spot. Would you be more prone to buy that type of product through the app?  
R37: I think so, yeah. Maybe because with furniture you can actually get real measurements. 

You can see how big it would be in your space and you can actually picture it in the space, in 

the room itself, then yeah, I think I would be more prone to buying such things. 

Q38: Why do you think that is? 

R38: Because I think with makeup, it's a bit more um, subjective.  I mean even though I'm sure 
those shades are quite close to reality, but let's say you want to buy a foundation and it turns 

out it doesn't exactly match your skin tone. This kind of stuff would bother me, for example. 

Whereas with furniture, I just think you can picture in a bit more realistically.  

Q39: But if you have, for example, I don't know, you see a couch and then you buy through the 

app and it's not really the colour that you thought they would have or it does not really fit at the 

end? Then you have the same problem. 

R39: That's true, but I think it's less risky with furniture. 

Q40: Could it be because maybe it's one is your own you that you present to the society to say 

like that and the other one is something that's kind of personal in your house and no one sees 
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it? 

R40: Could be. But also, even if we mentioned Ikea, I would maybe use the app to see there 

are different possibilities of placing the furniture, but then knowing myself, I would still go to 

IKEA to see it. Yeah, I think the chances of getting it wrong or lesser with the furniture then it 

would with makeup.  

 

Interview 7 

Q1: My first question for you is do you know to use makeup?  
R1: If I normally use makeup? Yes. 
 

Q2: Please tell us a little about your makeup routine. 
R2: My routine of makeup is daily makeup on weekdays are mostly around the eye area and 

lipstick. Within the eye area it's mostly Mascara or pencil. Eye shadow sometimes on 

weekends. When it comes to foundation, it's mostly on occasions like parties, birthday parties, 

weddings. 
Q3: Do you normally do contouring or any of this more, let's say, sophisticated makeup use? 
R3: No. Okay. 
 

Q4: How old are you? 

R4: 28.  

I: Now I'm going to give you the phone with the app. 

R: Okay, cool. Holy moly. My eyelashes have never looked better on a picture. Oh Wow. I can 

really see the difference - the different shades. 
I: I'm sorry to say you will have to stop now. 

Q5: After you used the app, my first question to you is: How long do you think have you been 

playing with the app? Approximately. 
R5: Five, seven minutes. 

Q6: Would you want to continue exploring this app?  

R6: Yes.   

Q7: How often would you use the app? 

R7: I don't think I'd use it daily. It'd be mostly when I'm searching for something new. 
Q8: So you search it for, with the aim of buying makeup?  
R8: Yes. So I would spend more time on that when I'm looking for something. It doesn't have to 

be a particular item. It could just be like I'm feeling like buying some makeup. I would not use it 

consistently and regularly. 

Q9: Please tell us a little about your experience while you were using it. 

R9: I really liked the experience. That's the first time that I'm using a makeup app. Anything 

close to that I've used have only been like filters from Instagram or something similar. This was 
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way more sophisticated in terms of applying the different filters. For example, for lipstick, you 

could select whether if it's lipstick or lip gloss, you could select, if the contour is further up or like 

centred and more rounded. I really liked that because in the beginning I was like, alright, I can't 

really see the difference. But the more I was playing with the app, the more my eyes could catch 

the details of the different previews of it. So I really liked that experience. It definitely helps in 

terms of this is not me type of look. So you can eliminate the things that you don't like and then 

focus on exploring the things that you do actually like. I very much like the feature on top with 
seeing immediately if it's and stock out of stock, what's the actual price of the item.  Technically, 

what really annoyed me a couple of times, especially with the lipsticks, was when I would select 

some colour and try to match it with the contour colour, then the app would revert to a totally 

different colour. It did that about four, five times. So that was a bit annoying as experience 

because you just selected a colour and then it changes. The pallet is so wide. It really takes a 

lot of time to go back even close to do the thing that you actually liked and selected. 

Q10: Would you say that would annoy you so much that you would not buy? In the sense of I 

would not use this again. 
R10: It really depends on the velocity of errors from the app. Like if it gives too many, I probably 

get to a point where I'm like, this is shit. If it's just a couple of times then it's fine. 

Q11: You mentioned that you like the product description. Did you like that it was rather subtle 

or would you have preferred it to be different? 

R11: No, that's exactly what I like about it. It's not aggressive. Like the app is not trying to make 

you to do any purchase and any final decisions prior to actually having explored everything. But 

in the same time it gave the information on top right away. It's real-time. You just click on 
something and you see the price, what it is called. I also like that and the product information 

and the availability to really great presented on top. 

Q12: Would that enhance you to click on it straight away and add  it to your basket and then just 

check it out when you're done with your look?  
R12: Well, that's definitely easier. I think if I was playing for a bit longer and was actually 

searching for something, this is the way I'd do it. I would just add the few things that I really like 

to basket and then maybe review if I want all of them at once, or amongst those that I selected 

and be like oh I'm only gonna buy two out of those three. 
Q13: Did you go through all the options the app offers? 
R13: Yeah, more or less. 

Q14: In general, how was your feeling about how it fit your face? Was everything where it 

belongs to be? 
R14: Not with the lipsticks because I suspect that I still had some on from this morning. So 

maybe the rest of that colour just confused the app. Everything else fitted perfectly apart from 

the lipstick. I could definitely see that it's on the upper lip that it just shows a different colour on 

top and I'm like, okay probably because the app has applied over the leftovers of  my own 
lipstick. When it comes to the eye shadowing part and the pencils and the eyeliners, I really 
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liked that experience. It was very accurate. You can definitely see the moment you click on a 

different shape that it shows it in a proper form and right amount. So that was really good. 

Q15: I saw that you moved your face from right to left. Did the makeup move with you or did it 

stay in another spot?  
R15: It did move. Yeah, that's when I was exploring the different types of contouring cause 

that's one of the areas that I really haven't explored too much and haven't focused on. So it's 

still relatively new to me. I just wanted to see how the different levels actually look like. That 
helped and I liked that experience with the side because you could see how it's moving. 

Q16: So these questions focused more on the technological part of the app. How did it make 

you feel as a person when you were interacting it?  
R16: Well, I was focusing more on the experience. I didn't really focus too much on how it 

makes me feel. I really liked about it is that I will still take it as gamification. You can see 

yourself in things that you would not end up buying, but just know that something out there can 

actually suit you well for a certain occasion or a certain type of party that you didn't usually 

wear. So from that perspective it was good. 
Q17: Would you say that the app portrayed the best you that exists or could exist with makeup? 

R17: Hmm, that's a good question. I think it depends on what you make out of the app and what 

you make out of yourself. But the app definitely has the capabilities to show you a better version 

of yourself. 

Q18: So you, when you were looking at the avenue, so you said to yourself: oh, this girl looks 

sexy? 
R18: No, actually not. The more I was digging into it, the more I was like, this reassures me why 
I like certain things that I actually buy and why I don't like long eye lashes. It also makes you 

think of past experiences in a, in a similar way, because I remember last year when that was 

maid of honour, my cosmetologists, where I go usually for makeup, for such occasions, she was 

like oh, I think this type of eyelashes are gonna look great on me. So she placed them on me 

and chose them for me. But by doing that, now I actually have a better understanding of what is 

it to get very dense ones versus having longer ones on the side. And then that's one particular 

example of something that stands out for me now from this experience because I was like, 

okay, this was not recommended, but this actually looks good on the app. So next time maybe 
I'll go for this instead. You can use it as a reference for the future. 
Q19: What is the one thing that you liked the most? 

R19: How quick it was. Like even though it had that minor error of reverting back to a different 

colour, I liked that you didn't have any delays in the application. The moment you click 

something, it's within a second, not even, that you see it immediately. That's good. 

Q20: And what is do thing that you dislike the most? 

R20: The error or I don't if it's a matter of expectations. Like is that something that the app 

should notify you about when you start logging in and playing with it? I think when it comes to 
purchase behaviour, buyer's behaviour, you definitely want to know the marginal error of the 
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app. Where this pulse that you should be alert and just be careful about. Because if I knew that I 

don't have to move so much when applying this, I wouldn't have lost the exact type that I had 

liked. I went from like bloody red to sparkling yellow. 

Q21: Based on what you just experienced, you mentioned before that you would purchase, 

would you purchase just based what you saw in the app or would you need to kind of another 

step or something else?  
R21: No, I don't think I need another step as long as I can save those looks. That's why I think 
it's important not to have those errors because you can save a whole look and then see the 

actual items that you have selected from that one look that you can refer to. I don't think I need 

extra step after that. 

Q22: Where do you get your inspiration for makeup? 
R22: Wow. You're not talking to the right person. I'm a very pragmatic makeup shopper. Like I 

go to Mac in Magasin. I like spending money on lipsticks. Like for me, that's really my sweet 

spot. Most of my liquid lipsticks are Estée Lauder or Yves Saint Laurent. So I would go to the 

store and just spend a lot of time on picking the right colour and then getting the one that I want. 
I usually buy one lipstick per time because I have a particular idea in my head about the colour. 

But when it comes to eye shadows eyeliners it's really a very pragmatic choice. It's a matter of 

price to quality for eyeliners. Then for eyeshadows I'd probably do that, but it's not that often 

because I just don't use them as much, so they last much longer. For Mascaras and lipsticks, I 

spend much more money. 

Q23: You normally buy them in a store. Do you normally ask for advice or do you just go with 

your gut feeling of what you see in the store?  
R23: So there are a couple of like particular lipsticks from each brand that I know that I like. So 

sometimes I go and get the shop assistant's help to recommend me something similar but 

slightly different. So they kind of know from the name suggestions by me what type of pallet do I 

use. 

Q24: Have you ever bought makeup online? 
R24: No, as I mention before I buy in-store 

Q25: Okay. So if you would be using this app, this will be the first time that there will be kind of 

buy makeup online? 
R25: Yes. 

Q26: You said that you normally go and ask for advice for something similar to what you 

already have. Do you think that this app could make you buy some things that you would 

normally not considered to buy?  
R26: Yeah, I think that definitely enhances the experience and makes you reconsider things 

outside of your comfort zone and it goes back to my previous story with something. If you 

haven't really seen that it looks good on you, you probably wouldn't consider, but through this 

app I can explore other options. You often get stuck and I'm a very good example of that. You 
get stuck with the old things that you are comfortable with, but you're not really go for something 



 

 

170 

 

new. Whereas here, I actually found a couple of colours like lipstick colour. When I was giggling 

about it, I was like, oh, this is so different from what I have, but it actually looks good. 

Q27: Do you think you will go a lot out of your comfort zone or will it just be kind of a little bit? 

R27: More on the slow progression rather than drastic changes. It's the same with the eyeliners 

and eye shadows. I know which pallet I like, so I'd probably just, you know, dance around that 

same pallet instead of going into completely different directions. 

Q28: How have you ever tried another AR before? Any type of AR app. 
R28: Yeah. 

Q29: Could you please tell us more about it? 

R29: Wait, that's AR versus VR. Sorry. No, it's actually, it wasn't, it was VR, not AR. 

Q30: An example is the IKEA app. Have you used that one? 

R30: Yes. 

Q31: What was your experience with that?  
R31: I find those apps are a lot of fun. Like for me it's really the exploring part of it that I really 

enjoy. I may not necessarily like with the IKEA app, I never bought furniture because I've used 
that. But it was more just to see what's out there. It's the same thing as getting a magazine that 

you're going through on a Sunday afternoon in a way. I think it's not just about the intent. So 

those apps for me are more like if I look at the funnel, they're also on the consideration stage 

because I don't necessarily have to buy a piece of furniture from Ikea today. But if I know that in 

the right moment of time, I can see what the piece of furniture that I want to have would look like 

in a certain set up, then I'd go back to that app. 

Q32: Would you use this app more as an exploratory way or as a purchase method?  
R32: For me, the makeup app would be purchased method. Like I would not just sit and browse 

to it because I don't have work to do it. It'd be with the sole purpose of finding something new or 

just because I've decided to expand my makeup stash at home. So this one would actually be 

more of it. 

Q33: May last question: Do you remember where you spent the most time? Like product-wise 

and please explain why if you have an idea of why you spent most of the time there?  
R33: It was definitely top was probably lipsticks and second was the different eyelashes. I 

think that's the areas that I like focusing on. Um, but also like with lipstick it is the area that I like. 
On the eyelashes, it's something that I never really liked on myself. I've always been looking at 

myself in the mirror and be like, why don't I have longer eyelashes? And even though I've only 

used them at certain occasions, like mostly weddings or proms or things like that. So not more 

than four times in my life. It's really something that's fun for me to explore because that's the 

area that if I could, I'd actually improve that. Yeah.  
I hope this was really helpful. Thank you. You're very welcome. 
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Interview 8 

 

Q1: Perfect. The first question I have for you is: Do you know my use makeup?  

R1: Yes, I do. 

Q2: Could you explain a bit about your routine and what products you normally apply.  
R: Should I list off all of them? 

Q3: I mean not all of them but kind of like what do you do in your face?  

R: I apply makeup in the morning. First, I wash my face and I tone my face and then I apply a 

moisturiser with sunscreen because everybody wants to preserve their youth. Then I use a 

foundation, the same one that I've been using for the last two years. I like it. Then I use 

concealer, eyebrow pen, little bit of eyeshadow and a little bit of mascara. 

Q4: Any lipstick or contouring?  

R: A little bit of contouring. No lipstick, but always lip balm. 
 

Q5: Do you sometimes do like a night makeup?  

R: I very, very rarely do night weekend. I usually do the same.  Sometimes I will put on a 

lipstick, but that's basically it. 

Q6: And your age? 

R: I'm 27 years old. 

I: So, I will prepare the app for you now. 

R: Come on crazy makeup. Oh, okay. Oh Wow. Okay. Oh Wow. I look like a Japanese doll. 
Seriously. Wow. 

Q7: That was it, we will ask you to return the phone. How long do you think you have been 

playing with the app now? Approximately. 

R: Seven minutes. 

Q8: Almost. It was funny because I understood that you said that you were looking at like a 

Japanese dog and then she corrected me, and she said it was Japanese doll. Now I'm in doubt. 

What did you say? Doll or dog? 
R: Doll. 

Q9: Why exactly?  

R: I think the app blurred my skin a lot. It didn't look like you know. I think the first look that when 

I just opened the app was a little bit crazy. Over the top. 

Q10: Did that influence your first perception of the app? 

R: Yes. I think that it made me want to play with it more. 

Q11: So, in a positive and not a negative way? 

R: Yes. 
Q12: Would you like to continue exploring the app and playing around it?  

R: No, I think, I would get bored. 
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Q13: Would you go bored immediately or would you get bored after a period of time like maybe 

after a week?  

R: I think I would get bored quite fast. 

Q14: Okay. Because exactly why? 

R: Because I don't think it's gamified and, in the sense, that there's not that many options. So 

that you could create in my opinion. For example, for eyeshadow there's like the over the entire 

lid, then the crease and then another one that I can't remember. But there's only so many 
options that you can try out before you get bored. 

Q15: So, it's not a base of colours, it's more a base of how you apply the makeup? 

R: Yes. 

Q16: What do you think about the colours that they offer? 

R: I think there's a wide range, some crazier than others. I think that is the fun part, of course. 

But then again, the shades look very similar. Once you try yellow lipstick then another yellow 

lips, it looks kind of the same. 

Q17: So, once you have gone through all the weird stuff, then you will be kind of, I've seen 

everything of this, next thing please. 

R: Yes. And I feel like because I have makeup at home, like the shades that I normally use 

which are like the pink, nude or red. I've done those before, like in store. 

Q18: Okay. Could you explain a little about your experience while you were using the app? 

What were your thoughts when you got it? 

R: I thought it was very interesting. It's very curious to see how you look with a different type of 

makeup. I really liked that there were a lot of crazy colours as well. I know that there are some 
apps that put makeup on you for like posting on Instagram. Which is a little bit similar, but those 

apps don't have as many crazy options and I really appreciate it that there were so many. It was 

also interesting to see which brands produce these curious options. So that was kind of fun. 

Q19: You notice that there was a product description on the top?  

R: Yes. 

Q20: Do you think that based on the information that was given, that the product description 

was enough? Or would you have added something, or would you have deleted it completely? 

R: I think that the different products and the information was enough, but maybe they should 
have written like in a more comprehensible way, so you don't have to read it all. Just like this is 

a matte product. This is a shimmer product, like just very basic description because you see the 

colour but you don't know what texture it's going to be. 

Q21: So, they should be more specific on what exactly is what you're having on right now. is the 

like description. 

R: just on the very high level like that. Not In detail, but kind of like what type and price was 

already there.  

Q22:  How was the augmented reality in your face? Where the lips were in the right spot or was 

the eye shadow in the right spot? What do you think of for that?  
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R: I think lips were a little bit a miss, but not too much. All in all, I could imagine myself. Except 

for on my eyebrows and nothing worked. So, my eyebrows were not changed, no matter which 

colour, which style I would choose. So that may have something to do with my face or the app. 

I'm not sure. But that was very curious because I wanted to see myself with black eyebrows and 

I was not able to do. 

Q23: Did you try everything, like all of the options? 

R: As many as I could 
Q24: Did you go through lips, eyebrows, contouring, blush?  

R: Yes. 

Q25: So, you went and then it's more about the sub categories that you had inside where you 

didn't. And which of those categories did you spend the most time?  

R: I think I used most time my lips. 

Q26: Why do you think it was lips? 

R: Because I really wanted to see how it would look with the different shades of green on my 

lips and different shades of yellow. I was very curious. 
Q27: Would you buy any other shades of green or yellow? 

R: No. I actually found out that orange does not look terrible on me, so I may consider buying 

that. 

Q28: I saw that you moved your face in some point. Did the makeup go with you or did it stay 

kind of in a point and then it took some minutes to adjust?  

R: I think it was pretty seamless. It's only when I tilted my head a lot, then all disappeared or a 

little bit. I think overall, they did a good job and recognise where the different parts of my face 
are. 

Q29That's good to know. And then now we talked about the technological part, but how did it 

make you feel when you were seeing yourself with these different options?  

R: It made me feel playful. 

Q30: What do you mean with playful?  

R: I wanted to play around with it and basically see how I look in different crazy makeup. 

Q31: So you just went for crazy makeup? So you didn't check something that you could maybe 

really consider purchasing at the moment?  
R: I mean, orange lipstick was a surprise, but, other than that, no, not really. I think, it's because 

I have a such a set routine and I like products that I like, and I trust them. And there's only, I 

mean, it's very, very rare that I change something that I like for something I don't. But then also 

has something to do with the way my skin is because the sensitive. And my eyes are also 

sensitive. So, if I change something that I also have to research so that it works. So it may look 

good and I may know that looks good, but if it's going to make my eyes super watery and itchy, 

I'm not going to change. 
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Q32: How big do you think are the chances that you actually purchase a new product through 

this app? 

R: I think lipsticks I would purchase. 

Q33: But from the rest of the products, that probability is very low because of the factors of your 

skin? 

R: Yes. 

Q34: Not because of the technology or about any weird stuff in the app? 
R: No. 

Q35: That's fair enough. And you just heard that you want to do research on the products you 

buy before.  

R: Yes.  

Q36: What type of research do you do?  

R: I do crazy research. There is this website where you can basically type in any product and it 

comes up a list of ingredients. I'm allergic to Linoleum, which is like a thing that you derive from 

sheep and it's in a lot of makeup products. I'm not allergic to it but my skin is sensitive to it. So, I 
can't have anything with that. Overall, I try to purchase things that are milder for my skin and are 

not going to impact anything. I think it's because I have sensitive skin, but also if I wouldn't have 

sensitive skin, I was still one something that is to be not as aggressive. 

Q37: So basically, your research focuses more on kind of keeping your skin healthy more than 

seeing what is the latest trend in makeup? If I get it right. 

R: I mean I still researched and latest trends sometimes and I think it's fun to play around with 

makeup, but when I research the newest trends or something that I wanted to try, like a crazy 
highlighter or something that, I still go and check every single ingredient. 

Q:38: Okay, so on, how do you search for those treads?  

R: YouTube videos. 

Q39: Do you get your inspiration from YouTube videos like randomly or do you follow anyone? 

R: I follow some people and the Drag Queen community. 

Q40: So, basically, then you search this, people like Drag Queens or YouTubers, you see what 

products you like. Then you go to this webpage, you see if that product has the ingredients and 

then you will decide that if you purchase it or not? 
R: Exactly.  

Q41: Would you consider purchasing it online?  

R: I think if I were to purchase, I do purchase things online, but these are reorders, things I 

know that already work. If I would consider to purchase a new product I haven't tried before, 

then I think the brands like Sephora or some websites should have a little more information 

about how safe the product is and how good it is for, for example, sensitive skin because I know 

it is often that they have, if you have dry skin, you shouldn't use this or if you have oily skin then 

you shouldn't use this. But they don't have anything geared toward sensitive. 
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Q42: Have you checked whether they have that information on their website or in their app?  

R: Some of them do, some of them don't. And I think that, for example, Clinique claims to be 

very good to sensitive skin. It's terrible to mine. I think that is very important to do a proper 

research on that. 

Q43: And then I have a funny question now. Do you think that you felt sexy or kind of very 

beautiful while you were seeing yourself with those lipsticks or the makeup in general that you 

put up? 

R: Like at one point I did imagine myself as a bond girl. That would probably count. 

Q44: So, you would say that's kind of like best you that can show up at a party, let's say to any 

event.  

R: Maybe not the best me or anything like that that because I think that it still was in the crazy 

range that I was gravitating towards. But I think that it did make me feel like I wanted to 

experiment. 

Q45: Could you mention what was one thing that you liked the most about the app?  

R: The crazy options. The blue, green, and orange lipsticks and the eyelashes there have like 
purple stuff on them. That's not something that I would try on myself ever. So I think it's very 

curious to see how you would look like in an app. I would never go to Sephora and say, Hey, 

put purple eyelashes on me and a Green Lipstick. But I think in the app you can play around, 

especially because nobody's around. 

Q46: It's basically about the people seeing you wearing that crazy stuff. Let's say if you go to a 

store and then you go to a store person and ask for green lipstick on me. Will it be more about 

the people around you or just because you're like, I'm not going to buy it either way? 
R: Not necessarily. I think it's just if I go to Sephora then I typically go there because either 

there's a sale and I might want something, but then I still gravitate towards the things that I 

know that I like or I know that I have to repurchase them. 

Q47: What is the thing that you dislike the most about the app?  

R: Maybe the lack of description, like what skin is it good for and also the texture.  

Q48: So, let's say that you will have found a lipstick that you like in the app and that's something 

that you could chase. Would you consider preaching through the app? 

R: Yes, especially because I have a Sephora for loyalty card, so I get points. 
Q49: That's a fair point. Do you normally buy through apps?  

R: No, but I do a fair share of internet purchasing. I think predominantly on my phone, but not 

necessarily through apps. 

Q50: In the future, would you see this as a new way of purchasing makeup?  

R: Yes. I think at the same should be applied for clothing. 

Q51: Why do you see it like that?  

R: I think that especially my generation, we're a little bit too fast paced and like nobody really 

goes to the stores anymore to buy things that they know they like. So they only go to the store 
to maybe only try things that they know, they know that they might like. Um, I know that a lot of, 
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like, Sephora doesn't really have that, but a lot of, I think Sephora in the US actually does that if 

you don't, if you try it and you don't like it, then you send it back and they refund the money. I 

think that this entire culture of just let me just try it and then if I don't like it, then there's no 

strings attached. It's very predominant or prevalent in our culture. But in the US, as far as I 

know, they do have this policy where in Sephora if you try it and you don't like it, you can still 

return yet. 

Q51: That's actually a nice policy. Strange also. And then would you say in your case that, 

although you said at the beginning that you will get bored about the APP, would you still see it 

more as an exploratory app or like a purchase up?  

R: I think exploratory definitely. I think that for me was the most fun part of this app was to 

explore the options that are not tried. 

Q52: Would you go there and say like I have a wedding in two weeks. I need maybe new 

makeup or whatever, I'm missing this.  

R: I think, I might, but I think that majority of people wouldn't. 

Q53: Have you ever tried another AR app before? 
R: Yes. I've tried a lot of them actually. So, I studied technology. Virtual reality and augmented 

reality were one of the things that we focused on a lot. So I experimented a lot with AR 

advertising. That was very interesting. 

Q54: Did you end up interact with apps where you could purchase it? Like augmented reality 

apps where you could purchase straight away from the app?  

R: I've only seen the ones for clothing, so I've interacted with those, but I've never interacted 

with anything else. It was mainly advertising. So, like, okay, you would see a brands book pop 
up 

Q55: The ones of the clothes, can I just ask what was it one of those where you put on yourself 

or did you have to upload a picture? 

R: You had to upload a picture. But now that I remember that I also tried the one for Ikea 

furniture. That was fun. 

Q56: And did you use any of those apps? Did you actually purchase anything from those apps?  

R: No, because it was for research. It wasn't for myself. 

Q57: Would you consider, you tried the Ikea one, would you maybe consider in the future 

buying it through that app?  

R: Yes. 

Q58: Since you are interested in technology, what negative side do you see in this whole? 

R: I think that a lot of people don't understand that just because your phone shows that it's 

going to look like this, It's not necessarily going to look like that. And so I think that we're not at 

the point, technologically, where that would be very accurate. 

Q59: Would you be concerned about a new GDPR or data protection or anything like this?  

R: Not necessarily. I think that provided that you know what you're getting into, you read the 
terms and agreement and a you accepted the privacy policy, it should be fine. 
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Q60: You talked about adding skin information and ingredients. Is there anything else that you 

would like to see in the app as well? 

R: My points and then whether I can get that product discounted through the loyalty card, that 

would be nice. I think that would be a nice incentive for me to actually purchase it. 

Q61: And what about customer reviews? Would it make sense for you in your specific case 

now? 

R: I think it would. I think it would make sense for a lot of people, but I can also see that if you 
would add to get some reviews on top of that, it will be a little bit too crowded. So I can see why 

they, why they wouldn't. 

I: Thank you so much for your help. 

 

Interview 9 

Q1: Do you normally use makeup?  

R: Not right now. Sometimes yes, but not daily. 

Q2: When you use makeup what is it that you use? What do you apply to your face?  
R: Then I would apply Mascara and eye shadow and blush and maybe lip-gloss or lipstick. 

Yeah. 

Q3: So you don't go into contouring and these high end things? 

R: No. Too much struggle, right?  

Q4: How old are you? 

R: I am 30 years old. 

I: I'm going to prepare the app for you now. 

R: Oh, so it's putting on like eyeshadow now. Goodness me, there's a lot of brown tones here. 
Yeah. That was eyeshadow. 

R: But what is the point of this again? Like you just put on makeup? Wow. I don't know. So it's 

just like a filter that you put on? I feel, but like, yeah, am I, is this like the point of it is that I'm 

supposed to think, Ooh, this lipstick fits me? But I end up you know, sitting, applying like blue 

stick to my lips because it's fun. I'm losing a big interest already. 

I: Whenever you want to stop just let us know. 
R: No offence to you, but I already feel a bit bored. Yeah, I look fun now, but...  

I: That's not a problem. That's why we're here to test everything. That's it? 

R: Yeah. 

I: Sure? I see you're still kind of playing. 

R: It's just like when I move around my new eyelashes do not follow. That's cool. That's fun. But 

it's like a filter, isn't it? 

I: AR is basically a filter on top of your face. Basically, AR is an artificial layer on top of a real 

one. So that would be your face and the makeup would be the AR. 

R: My skin to look nice. 
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Q5: My first question for you would be: How long do you think you have been using the APP 

now? Approximately. 

R: I don’t know, three minutes. I think maybe in this situation I sat longer than I maybe would 

have when I was sitting at home. 

Q6: Why do you think you have done just because of us?  

R: I think so. Like, you know, sorry, if I'm doing this all wrong. But it's like, you know, you're 

sitting here and you're like is there something that I haven't noticed? That I should like look into? 
Q7: I get from this that you would not like to continue exploring this further. 

R: No. 

Q8: Just because you were bored or what was the reason behind it?  

R: Yeah. Well I think, you know, we've all like, oh, snapchat or Instagram have fun was putting 

on filters. Or when I Skype or do messenger conversations, then it's fun, fun to like put a cat on 

your head and stuff. But like this, I didn't really get anything out of it. Like, yeah, put on 

something like a filter, but then like, yeah. 

Q9: Do you think that could maybe be, because you're not normally a makeup user?  
R: Maybe. And then I was thinking like, oh, could this be to like to try out new looks and stuff? 

But then I would always go down to a shop, try on a lipstick. I don't think I would be sitting at 

home and try on makeup. 

Q10: You're trying to tell me now that you don't think you would buy through this app? if you 

want to go and buy makeup, you would still go to a store? 

R: Yes definitely. 

Q11: Would you not use it as an inspiration? For example, as a way to explore options. 

R: Well I guess maybe you could see it as a, Oh and they also have this colour and this colour, 

but I think you get way more out of it by just going to a store. 

Q12: What would you do in the store? Let's say you enter a Sephora store, what would be your 

process?  

R: If I want a red lipstick, it would be to go to the red lipsticks and then try and look at all the 

colours and then select the ones that I liked the best. And then try two or three on and then I 

would probably the girl standing there and ask which one do you think is best for me. And then I 

would buy that one. 
Q13: So, you will go for advice from the salesperson that is there? 

R: Yes, or whoever would be with me. 

Q14: Is it more likely that it's a friend or whoever is with you or the salesperson? 

R: I actually like to shop alone without friends, so probably the salesperson. So then 

Q15: Could you tell us more about your experience with the app?What was going on in your 

mind while using it? 

R: h, interesting. But um, yeah. Okay, it's a filter. 

Q16: How good do you think the technology, the filter was? 
R: To start with, I'm not the most tech-savvy person. I was like, oh what is this just brown, 
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brown, brown until I realised: Oh, if I scroll a little bit the other way and there is green. At the 

beginning not a lot happened. Putting on another brown colour and realising oh, it's going on my 

eyes. That's what it's doing. And then you find out, oh okay, I can put these eyelashes on and I 

weird, but it was just a place where you could decorate yourself. 

Q17: What products did you get to try on? 

R: Fake eyelashes. Eyeshadow. What is it called? Pencil thing. Eyeliner and lipstick 

Q18: Where do you think did you spent the most time? What was it that excited you the most or 

where did you spend more time to try different colours? 

R: I guess I tried many lipsticks and then it was fun with the eyelashes, because I normally don't 

have thing fake eyelashes.  But it became a bit Clowney. I was not really being serious putting 

on pink and green there. I wouldn't go out like this. I didn't feel, I was serious about what I was 

putting on my head. 

Q19: Do you think it's just basically because you were not searching for anything to purchase? 

Were you just having fun?  

R: Maybe, but I really don't think that I would like, I'm not the type that considers that when 
going to a party: I'm wearing this dress and then I need a new makeup because my makeup is 

already just nude colours and two or three red lipsticks or lip-glosses. It's not like that it changes 

that much. 

Q20: Don't you think the app could show you new options that you never consider? 

R: Well, you don't really see the rest of you. Then you should be able to see also with your 

clothes, right. In principle. I wouldn't consider any new options. I think I'm way more like even if I 

saw that the orange was fitting me in this app and there was no orange lipstick in the stores or I 
hadn't seen a model in an ad with the orange lipstick, then I was probably not going to buy it 

actually just because I've seen it in this app. 

Q21: So, you would need kind of a? 

R: Reassurance that this is actually like in or a reassurance that this is actually stuff that's 

happening. Like I wouldn't just, Ooh.. I wouldn't maybe consider like, oh this like green fits me 

and therefore I'll start wearing this green.  

Q22: Basically, you would wear green if it's in fashion. If you see that it's out in fashion. Where 

would you check that it is in fashion? 
R: If we were talking about lipstick, right? There's been a period where maybe more purples or 

maybe more oranges and you know, you, you notice that on your friends. I think that's more 

than where I would get influence from compared to actually this app. When seeing friends and 

you think she looks amazing then you would have a great reason to also get on. 

Q23: And then you will go to the store if I get this right? Instead of going to the app. 

R: Yeah, definitely. 

Q24: I saw that you moved and some point you said that your eyelashes were a bit off. Could 

you explain what happened? 
R: Oh, it's just that my eyelashes went up here. On my eyebrows. 
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Q25: Was that the only moment when the technology was a bit crazy? Was it normally where it 

was supposed to be? 

R: I think there was also sometimes where you open your mouth and then some of your lipstick 

went on your teeth and stuff. But overall, it was very, very impressive, right? That it was finding 

the right location in the face. 

Q26: We have already touched it, but I want to go more in-depth. How did it make you feel, 

personally? Did it bring out any emotions? 
R: I thought it was a bit wasteful of my time. It didn't really give me anything. 

Q27: Was it more negative than positive? 

R: It's nice sitting here with you guys and, but I didn't get any anything out of it. 

Q28: What is the one thing that you liked? 

R: Well, I guess it was cool to see all the different colours. So that must be a lot of different 

colours to choose from, in Sephora or something. 

Q29: What's the thing that you dislike the most? 

R: I just don't get the point. 
Q30: So just to sum up, now: You would not consider purchasing through this app? 

R: No. 

Q31: Is it just because of the APP or is it because you normally don't buy online?  

R: I would not buy makeup online. Only if it's my favourite, nude brown eye shadow that I know 

I use and it's on sale. 

Q32: How much do you buy online than how much you buy offline?  

R: Well, I'd say I mostly buy in shops. 90% in shops, 10% online. 
Q33: and the 10% online. Where do you buy those? 

R: That would be on a website. 

Q34: Would you use your PC or your phone?  

R: When I buy stuff online? Then, I would go on my computer I think where you'd have a bigger 

interface.  

Q35: Have you tried any other AR apps? For example, the IKEA app. 

R: No, actually not. Not in terms of purchasing. I've used like filters and stuff on social media 

pictures, but I don't think I've used the IKEA app or anything like this. No. 
Q36: I have another question that just popped into my head. For example, in the Ikea app it's 

the same as the Sephora one: you can put the furniture in your room. Do you think you would 

be more prone to buy or use that app for example? 

R: I think that sounds really cool. 

Q37: What makes it different from this one? 

R: To be honest, I'm not that much into makeup.  It's like I really, really rarely buy makeup. My 

sister maybe it gives me an eyeshadow every year for Christmas, you know.  Or like every 

second year when it's done. When I go to Paris, which I like to do every second year, I buy a 
red lipstick because all the Parisian girls are just really beautiful, right? That's the makeup I buy. 
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I don't buy. I buy mac in Paris. I don't think I've bought makeup for years. Then sometimes my 

sister has maybe.  

Q38: Has it always been like this? I mean did you have any moment in your life where you were 

more into it? 

R: When I was in school, I couldn't go to school without Mascara When I was teenager and then 

I would get a Mascara each year for Christmas. After another year you wished for another 

Mascara because I don't spend a lot of money and that's good. That was good thing. I would 
say a it's good Mascara that lasts a year because I don't think it's a bad thing that you kind of go 

without makeup. 

Q39: I was more thinking about age. I mean I think when I was younger, I used way more 

makeup than what I use now. 

R: I think that's also the pressure of being a teenager, like you know, whatever school you go 

to, who you were looking up to. Then if they're wearing a certain kind of makeup then 

unfortunately you are in an age where you copied that. But within the last five years, I haven't 

really, it hasn't been necessary for me. I do it to go out. I think I'm not very good at applying it. 
Right. Actually, one of the first things I tried with this app was the pencil thing because I tried it 

once or like you know, it's just if, you know, everyone wants to be able to put it on like Adele. 

But it's just everywhere. I can't personally do it. I shake too much with my hands. So that was 

fun to put on but I'll never be able to copy it. Maybe I'll have an idea like ooo, I want to go and 

buy this pencil, but you know, I'll never be able to apply it. 

Q40: What if they offered a course on how to apply a look? Would that maybe help you to use 

more makeup?  
R: No, it doesn't. I think it would be something extreme like that I was getting married and I 

wanted to, but it wouldn't be something I would then like learn to apply every day. 

Q41: Did it not even trigger a bit of curiosity to try it in your makeup? 

R: No not that app specifically. 

Q42: You said you get more out of the store. I'd like to know why.  

R: Because they're all, it's all there then. For the app, I thought it was just here was some 

squares and I think with makeup that's at least what I get out of it. I also think the small 

packages can be beautiful. You know, like, yeah, it's a lot of squares with different colours, but 
actually I spent, I don't, as I said, do not buy a lot of makeup, but the makeup I have really nice 

boxes and I have them standing right out in the bathroom and then they're beautiful. In the app, 

I cannot see how they look. 

Q43: What if that was in there? 

R: That was interesting. Okay. Yeah, because for me, a lipstick has to be beautiful when it 

stands right? If you are spending 200 kroner on a lipstick, then it has to be pretty, it has for sure. 

Ready? Yeah. It's not just a colour. In the app, it was just colours. I had no idea about the how, 

how the box looked or how it was wrapped. 
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Q44: Did you the product information though on the top?  

R: I actually didn't really, I was so busy looking at myself. Sorry.  For me and looking at a shop 

is more fun. For me, also like with the perfume bottles, I mean they also have to be pretty. 

Q45: Did you actually like the look that you created? 

R: It was very Clowney as I said, but the pencil thing was fun, and the eyelashes was fun.  

Your question was very interesting because it got me thinking about what is it with makeup I like 

and yeah, the, the box has to be amazing. Yeah. 
Q46: Do you also feel like you don't need makeup? 

R: Yeah. When I was very young, well younger, in the beginning of my twenties I was modelling 

a bit and then I was wearing a lot of makeup and I think, it’s sort of like trying to react against 

this because this really not a nice time. I think, it's very shallow world. 

 

Interview 10 

Q1:my first question for you is do you normally use makeup? 

R1:Yes. 

Q2:Could you please elaborate on what do you use as makeup? 

R2:I use mascara probably every day unless I'm traveling. Just Mascara in a good day. In a bad 

day probably I would go for foundation, maybe concealer, depending on how much sleep I got; 

mascara, some eyeshadow I do have like everything. I worked at L'Oreal so I literally have 

every thing you don't need. So sometimes I will use like bronzer or whatever is on my cupboard 

and smiles at me. So it really depends but I am not like an over the top makeup user it I'd say. 

Q3:How would you consider yourself as a makeup user? 

R3:Medium to low. I mean I do enjoy like doing makeup whenever I feel like bad when I slept 
that like I do put more makeup so that I don't feel the way I look. 

Q4:Okay. But if you have a good day then you kind of avoid it? 

R4:Yes then just mascara is fine. 

Q5:Okay and what is your age? 

R5:24 

I:I am going to prepare the app for you 

R:O wow that is like face tune. But in practical, oh my god. That's fancy. OOO it even lets you 

just start from scratch. 
R:You can fake your style of eyebrows. 

R:Yeah. 
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R:I feel like you can waste a lot of time with this app. 

R:This is actually pretty hilarious.Excellent. 

R:I feel like that's a bit unrealistic that I wouldn't be able to do this myself. You know, like the 

eyeliner... maybe on a good day. 

R:I think the lip function is probably the most useful. Okay. Glad I never bought a Turquais 

lipstick. 

R:But you can't really discriminate brands if you don't really know what you're looking for I 
guess. 

R:Can you, can you like limit the budget some way? 

[respondent gives the phone back to the interviewer] 

Q6:So my first question is how long do you think you have been playing around with it? 

R6:Approximately three minutes. I have a very bad time continuum. 

Q7: why did you stop using it? 

R7:Because I, I'm not really looking to buy something at the moment. I guess if I were looking 

for like a lipstick or something, I would probably have like taking more time to find like the 
perfect like shade. 

Q8:Okay. Would you like to continue exploring the app? 

R8:Probably not. I would only use it when I have a need to buy makeup. I'm too lazy to go to the 

store but it's makeup so it should match my skin tone. 

Q9:Could you describe your experience while you were using the app, what went through your 

head, like thoughts that you had? Anything. 

R9:I mean it's pretty a big shock when you open it and It is already like full makeup but it can 

remove everything. So that's like fine there's, there's too many options for like there's like a lot 

of like customer confusion, the jams and you sell more if there's only 12 so there's so many 

things to like look at. Like how would I, cause like in this store you have like all like the forms 

and like the displays that guide you like subconsciously like what to buy. 

Q10:What do you mean with that? 

R10:I mean like if I know urban decay and like Mac and maybe just the Sephora brand and 

much more inclined to look at the specific lipsticks then you know going through the going 

through the whole Palette. 

Q11:could this not give you maybe new ideas? 

R11:Yeah. So maybe I would stumble upon color of the brand. I didn't know or wouldn't find and 

then I'm like okay I need this. So...But I would have loved a price limits. Cause I hate what it 
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happens. You know when you're online shopping and you find the perfect piece but you forgot 

to put your price limit and then you look at the price and you won't spend 200 euros on a 

lipstick, but that is the Dior one. 

Q12:Apart from that with other thought did you have? 

R12:I mean it's pretty well made in the sense that this stuff is actually on the correct facial 

features 

Q13:You mean that the lipstick was on your lips and so on? 

R13:Yes I mean that would be like a very, very big like blocker I guess if that would be wrong. 

Cause it looks like for the, for the eyeliner and the lashes, it's a bit much, but I guess it's also 

hard to fake mascara lashes. But like for the lips it's also like, it seems like it would adapt to your 

skin color, but that's actually because I'm super white so probably it's super easy for me. But I 

guess someone with a darker skin, I don't know how smart it is to actually adopt your lipstick 
color to that as well. But other than that, I mean for online shopping I think it would be useful. 

Q14:Um, and for example, what about, um, when you moved did the makeup follow you? 

R14:pretty well, but there were limits for, especially for the eyeliner wing, 

Q15:what type of limits are you talking about? 

R15:it would like slip a bit when you move to much. It would be how it would be if it were 
actually on your skin. 

Q16:But did that kind of annoy you in the sense that you might not continue with the purchase? 

R16:Well not really because it's still an app and you are kind of aware of the limits. You wouldn't 
expect it to be perfect I guess. 

Q17:how many products did you try on from the options that you had? 

R17:um, all apart from eyeshadow. I went through blush. I looked at contouring but escaped 

from it. I was aware and I was a, I didn't do the eye shadow. 

Q18:Why didn't you do eyeshadows? 

R18:Cause I, I wouldn't ever buy new eyeshadows at this point. As I said I have everything I 

have four naked palettes from urban decay, different ones. 

Q19:Okay. With which product did you spent the most of your time? 

R19:on the lip Yeah. 

Q20:Why exactly? 

R20:Cause I really, really like dark like mouths like lip stick and it's super hard. Like the shades. 
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Q21:and I suppose you did not get enough from L'oreal? 

R21:No, actually no because I didn't really like the Maybelline and the luxury products they 

were harder to get obviously. So um, you didn't have a lot of choice in the luxury department 

and mostly the stuff you were the things that those working in that department didn't want. So 

no mate dark lipstick 

Q22:Did you see that in the top there was like product description? 

R22:Yes 

Q23:What did you think about that product description? 

R23:I mean it was, it gave you the like main overview, like the brand, the price and like some 

like features, like if it was mate or like gloss. 

Q24:Would you add anything that maybe could make you purchase more? 

R24:Maybe the logos off the brands or the like a small picture of the actual product. Because 

people are influenced by brands and by the optic of some products. So either way, like if it's a 

big brand that's known, for example, M.A.C Would probably benefit. 

Q25:Then I would have the next question for you, how did you feel when when using the app? 

R25:I mean, I would never use it in a public space. 

Q26:The look that you created you mean? 

R26:Oh No, the APP. 

Q27:Oh, you would not be sitting in a cafe trying your makeup on? 

R27:Exactly. 

Q28:But you would play with the snapchat filter? 

R28:Yeah. No, no, not when I feel like there's people watching. 

Q29:Okay. Why exactly? 

R29:Cause it's just awkward. I make fun of people that do that outside, so I can't do it myself. 

Q30:Then let's say that you're in private, no one is watching you and you just play with it. Or 

even right now, how did it make you feel? 

R30:I don't know. [respondent doubts a lot in this question] It was like fun-ish, I guess like, you 

know, just like playing around because a, you don't have to remove it and it was just also funny 

to see the different like crazy lashes that you would never try or buy. So I guess it was 

entertaining. 
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Q31:Would you say that with the look that you create you felt sexy and kind of the best of 

yourself? 

R31:I wouldn't used the word sexy you know, cause it is still an App and it doesn't feel real. 

Right. It's not like as a real, so I don't, I wouldn't say it would have influenced my confidence or 

sexual appeal. 

Q32:Okay, okay. And, for example, if you try some makeup on and you see it on, you 

mentioned that you don't think that you will be able to recreate it that way. So if you compare 

with you could do and what the APP gives you, how do you perceive that difference? 

R32:Well like in a on a scale or, yeah, probably it's like the last three points out of 10. I don't do 

like fake lashes. It will probably take me 15 minutes per eye, I don't know. Like the, the wing 
would probably take me, I mean if I do it, it takes me like a while and so that's why I also don't 

do it a lot 

Q33:What is the one thing you liked the most about the APP? 

R33:ummm. The swipe you function like in the colors. And that it's pretty intuitive I'd say. But 

like the whole choosing a brand interface and the filters aren't very often. 

Q34:Can you explain why? 

R34:Cause you they are not obvious that there's an option to filter. You cannot look for a 
specific brand. You have to swipe through all of them and there's no price filter. 

Q35:But apart from that, like the features that you could like product wise, like what they 

offered, and I don't know, like all these functions that they had in the makeup. You think that 

that was enough? What would you add something? Would you want to change it? 

R35:I would maybe have like on Zalando whenever you look at something you would also have 

like the suggestions. What would fit that look, something like that. Maybe or just generally like 

their online store. Like have it like integrated that you can also like directly go into. 

Q36:Okay. Um, what was the thing that you disliked the most? 

R36:The filter thing mentioned before. 

Q37:How do you normally get your inspiration to buy makeup? 

R37:Um, that's a good question. I haven't bought makeup for years. Normally like when my 

mascaro rounds out, I buy new makeup and then whenever I feel I need a different shade of 

dark red lipstick, then sometimes airports, very dangerous flights that are delayed. I have 

bought several M.A.C products while waiting at in an airport. 
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Q38:So that's your purchase point? 

R38:Actualy yes, mostly airports. 

Q39:So let's say you're in the airport and then you go there and then you just pick a random 

color and you buy it because you like it? Or is it because you saw it somewhere else or you 

have kind of a memory of a friend wearing it or anything like this? 

R39:No, just like use all the different shades on my hand and then hope that I don't buy the 

same one I already have at home. Because you're never sure. Yeah. 

Q40:So....you said that you haven't bought makeup for the last three years and if you have 

bought any that would have probably been in the airport when a flight of yours was delayed. If 

you had this app at your home, do you think that your purchase of makeup will increase? 

R40:Probably not. Not until I run out then maybe. 

Q41:So, but for example, in lipsticks, since you don't have that many in that case, do you think 

that maybe your lipsticks purchase will increase? 

R41:I don't. I don't think so. Okay. No. 

Q42:Would you use the app in an exploratory way or in for purchase? Or maybe a mixture of 

both? 

R42:Probably when there's like only if there's like some subconscious or conscious, purchase 
intention, I will then probably use it to play around and then either buy something or not like you 

don't like the abandoned card syndrome. This is when you ask yourself, do you really needed? 

Q43:What do you think would in your head kind of make you buy it or not? When you are there 

and you're an exactly in that do I really need it moment. 

R43:Maybe if I were in a treat yourself mood but then for sure. When, salary just came 

Q44:What if you would have customer reviews? Would that intigate you to maybe purchase 

without thinking too much? 

R44:If they're good, yes. Probably more. And then if they are very bad also the other way 

Q45:So if I got it right. If you would have this lipstick that you really love, you could spend the 

money and you see that it's four out of five stars? 

R45:that could influence me. Yeah. I'm very easily primable. Someone talked about red bull at 

lunch. What did I drink this afternoon? 

Q46:Do you normally purchase makeup online or offline? 

R46:Offline. 
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Q47:Why? 

R47:Just because you're never really sure if it's like fits, yeah, like if it suits your skin color and 

everything. Like, because with colors, if you're like fairly white, I'd say it's just hard to say if 

you're, you know, looked like an Upa Lumpa or for like foundation for example. And like 

lipsticks, it's super hard to be like, is it my colour or not? 

Q48:Would you say that this app will help you to break that barrier? 

R48:I think for lipsticks I will trust it enough. But then for foundation I don't, I wouldn't spend like 

50 euros or 25 because it's like 250 milliliters 

Q49:Okay. So kind of you would go for products that are not that risky and big? 

R49:I would probably be too lazy to go into the store and would order it online. Yeah. 

Q50:When you say online, do you mean through apps, or laptop? 

R50:Ohh laptop, laptop website. Even if I have an ad on Instagram and actually want to buy 

anything, I would quit the app and open my laptop. 

Q51:Why exactly do you do that? 

R51:I don't know. I think to punish their conversion rates. I don't know. it's just nicer on the 

laptop you see more and it's, it's about the size. It's just like, mostly the websites are like up the 

nicer like shopping experience, like the card thing and everything. My credit card is in my 
computer saved. 

Q52:So that's if you compare it now with apps? 

R52:yeah, because like in your computer, every website has the access to all your passwords 
and saved in your phone. Every single APP has like his own check out payments. So, you 

would have to save your credit card in every single app and I am kind of too lazy to do that. And 

also you have to download all the apps and delete them again because storage which you 

needs for your photos. 

Q53:Do you sometimes use youtube or Instagram to find new makeup products? 

R53:No, no, not makeup my clothing yeah but not makeup. 

Q54:my next question is, so you definitely see yourself maybe in the future using this app as a 

new way of purchasing makeup? 

R54:if I were to buy something I would consider it. Yeah. 

Q55:and the reason is because? 

R55:I would know, if the lipstick is fitting or like whatever fits and I don't have to leave the 

house. Convenience, isn't that the point of the APP? 
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Q56:It is you are right. And then have you ever tried other AR apps before? 

R56:Uh, I don't think so. Oh yeah. The L'Oreal one, um, for the hairdressers. 

Q57:Did you try the L'Oreal one for makeup? 

R57:No, I think they didn't have that. I work for the hair care brand, so I think, okay. No, I didn't 

try the other one. 

Q58:How was that L'Oreal hair app? Was real time or was it more that you uploaded picture? 

R58:I think you uploaded a picture and I was like, you know, like the integrated into the salon so 

you could like with your hairdresser go through. So it was, it wasn't like publicly available. I was 

like this, um, professional salon service thing they had. 

Q59:Ooooo So, it wasn't kind of like an APP or website? 

R59:I think it was just a technology thing. 

Q60:So you went to a L'Oreal hair salon and then you could try it there? 

R60:Yeah, their idea was to have it at the customer touchpoint 

Q61:How god was it? Did you like it? 

R61:It didn't convince me. Hair is also so hard. 

Q62:would you say that the hairstyle they tried on had any influence on your decision? 

R62:It did help my decision. Right. So like okay, I would look shit with bags but then it wouldn't 

be so realistic. So if you're wearing that, you know like gray area, gray area where like I paid 

could be cute but then I probably wouldn't trust it to be like that. Probably. I would probably also 

trust as Sephora person more than the app to tell me if it suits me. But in that case and the only 

judge about the match, I guess if I used this app. 

Q64:Based on that, when you go to buy in a Sephora or in any makeup store, how do you 

normally purchase makeup? 

R64:I mostly have an idea what I want and then either I don't need help and just buy it or I just 

like ask someone for advice 

Q65:Is it often that you ask for advice? 

R65:I think I asked like once 

Q66:Once in how many years? 

R66:7 years 

I:Okay. So you normally don't ask for advice. [both laugh] 

R:I know, but it was very helpful and therefore no, because it was like dark legs, lipstick and like 
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lip liner thing and it was like, you know how they have to not perfectly matched but eish. The 

app could never provide me with that option, 

Q67:Would you rather go to the store and ask for advice or would you search it on the Internet? 

R67:I would probably first search it on the internet. Yeah. 

Q68:So then you would first search it in the internet and then if you have no other solution, you 

go to a store and you're ask it there?. 

R68:Probably yes. Reviews are the best. 

I:Thank you so much for your help. 

 

Interview 11 

Q1: So my first question for you is: Do you normally use makeup? 

R1: Yes.  

Q2: Could you elaborate a bit on what you use?  

R2: I use a tinted face cream. I use concealer. I use an eyelash curler. I use mascara. Normally 

eyeliner, lipstick, blush and highlighter. It's a lot. 

Q3: Is this your daily makeup or do you also use it as an evening base? 

R3: This is, I think my daily makeup. When I go out I use more fancy makeup. I would maybe 

put on foundation. I would do usually more eye makeup and yeah, possibly stronger lipstick and 
that. 

Q4: How old are you? 

R4: 27.  

I:[Interviewer hands in the phone] 

R: Okay. Oh Jesus Christ. Okay. I need to take away a lot. I look hilarious. I think, I'm done. 

Q5: Thank you very much. How long do you think you have been using now?  

R5: Long. Approximately 10 minutes. 15 minutes. It felt really long. 

Q6: Long in a good or bad sense? 

R6: Since you mentioned for example in the US they use it in the shop itself. I would not have to 

patience to do that.  
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Q7: What if you had the app at home on your phone? 

R7: I don't use apps for that long normally. I don't like spending so much time on my phone 

generally. I think if I would want to do a makeup, I would just like, and like the kind of physicality 

of makeup that he can play around with it that you can kind of apply and apply more and then 

get makeup remover wipes because you look like a transvestite, which I did most of the case. 

Um, but yeah, it's cool to kind of see maybe every now and then. Okay. If you want to change 

your type, to try it out for that to kind of see, okay, maybe something else would suit me really 
well that I didn't really think about before.  

Q8: So you think it was inspirational?  

R8: Yeah. Yep. 

Q9: Was it inspirational enough to make you buy something new?  

R9: It's very inspirational in the sense that I don't want to buy certain things. That I'm very sure 
and don't want to do certain things, but it was interesting in how different, for example, lipstick 

shades that are so close to each other make actually quite a big impact on like the, the actual 

tone of the colour really. Even though it's all the same colour, that it changes on your face. 

Q10: Did you see yourself prettier with some colours than others? 

R10: Yes. Yes. For sure. 

Q11: Could you explain us a little about your experience with the app? What's going through 

your mind?  

R11: Most of the, of the looks, it didn't look nice in my opinion. So first I tried to find a way that I 

would actually buy something right? Things that I would try it out to find a look how I would 

normally look. I tried to kind of recreate what I would do. And that wasn't that easy, actually. I 

found that quite tricky to get to a place where like where the lashes are not extreme and wear 

the lipstick is not extreme. Like the whole did you have to choose from or that you have a 

selection of thousands of colours or hundreds of colours was a bit overwhelming to me. Okay. 
Then I've tried a couple of the looks that are pre-made and that was quite interesting, but it was 

also quite shocking sometimes the cases how, bad that actually looks and how bad I look with 

contouring that I should never ever do that. I think, yeah, for my revolution I think.  

Q12: You said that the looks that you pre-tried were kind of shocking. Was it because it was far 

away from what you normally do?  

R12: It was, yes. Some of it, yes. I think if I go out, I do use quite a lot of makeup, but what is 

shocking to me or what was more shocking to me, how fake it looks, because you can still use a 

lot of makeup and not look fake and still look like you, but with a lot of makeup. A lot of those 

filters or I don't know how you call it, with those I really look fake. I feel like I look completely like 

you took, I don't know, like you take like a sharpie and paint over my face essentially. 
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Q13: Was there any product precisely that make you look that fake?  

R13: I think the lashes the most cause even if you have fake lashes on, if you don't look like you 

have sharpie lashes. Like it is, it's really shitty lashes. But I think that the most also. Maybe it 

also works with certain skin types or body types even better than with others. I've seen also with 

the pre-made ones that there were different also ethnicities in there to kind of get you to choose 

something that is maybe more representative of how you yourself look. But nevertheless, I still 

think some of the stuff works better on different faces maybe. 

Q14: Were the looks extreme? In the sense of green lipstick. Or were they more normal? 

R14: They were still like, you could still go out to not to be looking like an alien, but still I think 

people would be quite shocked to see me or somebody else with that.  

Q15: How many products do you get to try on?  

R15: A lot. I don't know. I went through every category, a bunch of different pre-made filters. 
Maybe 70 products. 

Q16: Was there any product where you think you spend the most time in? 

R16: Definitely the lashes, just because I struggled to find something that looks natural and I 
still wanted to try out to put like lashes on cause I never do that. I don't know if for like extreme 

events, I've done it maybe three times in my life. I kind of liked the look even though it hurt 

physically, I still kind of like how it looked and I kind of wanted to see how I like it now and to 

find something that is more natural. Something that I could wear every now and then at least. 

And that I struggled with a lot I think. And also lipstick I found quite tricky actually.  

Q17: Why? 

R17: Because this election was so big, I think in a shop usually yo know what kind of suits you 

and you kind of intuitively maybe go towards the shades that you know are your colour scheme 

and that suits you. And in the app you scroll left and right and then you go through like a lot of 

different things and you realise there's a lot that doesn't look nice or things you might not have 
considered. But most of the things I've considered in the past myself. 

Q18: So you wouldn't say that there was some new shades that you had never seen it on this?  

R18: I've just, no, the green stuff look weird. Yeah. No, no, I didn't try the super extreme ones 
necessarily.  

Q19: And then you see that on the top part of it was product information? 
R19: Yeah.  

Q20: What did you think about it? 

R20: I think it makes sense. I'm just trying to think about different scenarios where I would use 
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the app in real life. Right? I think if I would be in a shop, I don't know if you can actually search 

for the product and then apply it by searching for the product. Because if I would be in a shop, 

then I would search for the product first and either just scan it with a QR code instead of typing it 

in or something. I think that would be easier to actually scan it and see how it looks and then try 

it on. Especially for mascara, for example. Cause mascara, or even eyelashes, you can never 

try on in a shop Yeah, that is, well it's exactly that as well, right? To just have something you 

can scan in and they check on your face how it will look like. For the rest. 

Q21: The idea is that you buy it straightaway from the app. you have seen it on your face and 

you don't even go to the shop. That's the main aim. you can just add it to your basket and then 

check it out. 
R21: Okay. I don't know if I would do that. I still have a feeling of like even in the shop, even if 

you look at the lipstick itself, let's take a lipstick or a blush itself. It's so different on how it looks 

on your lip and all the colour of your lip. I have a lot of lipsticks that I get from her mom because 

she buys them, she doesn't try them on and she tried it on and it looks weird because my mom 

has really dark lips by herself and then she gives it to me. It looks completely different than me. 

Also with blush for example, some half a stronger tone or do you look really strong applied even 

though they look kind of shear in the packaging. So I think this is something I would always 
want to physically try it out rather than just buying it online.  

Q22: Is it because you see it as risky to buy?  

R22: Yeah. 

Q23: In what sentence risky?  

R23: I think especially with expensive makeup, you can't really return it. So if you buy it, if you 
try it on and it looks bad, you can't return it because you already tried it out. Yeah, sure. So it's 

lost money if it looks bad. Whereas with clothes or other things, you're more prone to actually 

order it online and then try it on and send it back if it doesn't fit.  

Q24: I saw it sometimes you moved your head. Do you think that the makeup that you had on 

moved with you and interacted properly with you?  

R24: Yeah, it did. It was fully interactive. Think it was fully aware where it was supposed to be. I 

didn't have a lip on my cheek or something. 

Q25: Did the other thing was realistic that you were actually, when you were seeing yourself, if 

you were like, oh I'm really looks like I'm wearing it.  

R25: Some of it yes, but the majority, no. 

Q26: Why was it?  

R26: I don't know. I think in, maybe it's a matter of I'm not used to certain things and maybe it's 
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also matter of people in this century don't put eye makeup up to do her brows. I'm like, I don't 

know. Okay. And we're not in the '90s. That I found funny and uh, I only did it did look like for 

example, on the lips, I think it didn't feel like it, it really covered 100% where my lips go cause 

what it looks like on a picture of what it is in reality is a bit different. Cause the colour of your lips 

is a little bit like fades out. It's not gone right away. Actually it's just the shape of your lip or the 

shape of your eye I think is in real life a bit different to how you would. You can play with it a bit 

more. The app can't do that for you. 

Q27: But would you say that it still gave you an idea of how, for example, the lipsticks, how it 

would look like on you? 

R27:Yeah, no it did. No, it did give me an idea for sure. For sure. What I find interesting is like 
one of the thing is that I try it out was like bright pink and in the app I thought it was look really 

bad, but it's something I actually wear a lot and I really like it in real life and I found that is kind 

of interesting. I don't know why.  

Q28: So now we talk more about this technology could part of the app, but I would also like to 

know how did it make you feel while using it? 

R28: A bit pretentious to have like the selfie thing and to look at myself the whole time in a room 

with other people. I don't see myself really using that. I mean I do sometimes do selfies or have 

filters on Instagram. Right. But it's never one of those extreme ones. 

Q29: Would you say you spend as long in presenting the snapchat or Instagram filters?  

R29: No, for sure not. It might actually like change my face or do something with my face and 

might take three minutes tops. I might put like other stuff on the story and like giffys and stuff but 

on my face itself I don't use that much time.  

Q30: Do you have snapchat?  

R30: No, I used to have it.  

Q31: Did you swipe out among all of this options that you could put on yourself? 

R31: A bit. I sometimes still do it with Instagram you have to say more or less. And also with 

Facebook. I sometimes do, I sometimes have actual phone calls with filters on with like funny 

filters on. But normally I don't try out everything cause I find it's a bit too much choice for me. I 
don't, I'd rather have a few things that I like and then I go to those few things. 

Q32: So based on that, if we would say that instead of having this huge amount of lipsticks you 

would have 20, would you have enjoyed it more?  

R32: Yeah, I think so. If it's more like a colour family. Let's say rather than a hundred shades of 

this of kind of the same red and the same with everything else, I think it would be easier to 

navigate maybe quicker. I mean I understand the app is assigned to shop actually through the 
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app. But what would be cool is to like just scan your face and then just get a recommendation 

that based off your colour skin and your facial shape and the colour of your hair and eyebrows 

and eyes, this what should what you should try off maybe. Or maybe even choose the colour 

pallet yourself to narrow everything down. 

Q33: Maybe this is a bit of a stupid question, but would you say that you felt sexier or the best of 

yourself?  

R33: No, for sure. No, no. Rather the opposite. Cause I feels sexy when I look like myself and 

when I feel like myself and neither of those two things applied.  

Q34: So you did get to a point where you felt like a stranger? 

R34: A little yes. Like green, glittery lipstick is not my thing. So I felt like a little bit like a, yeah.  

Q35: Then my next question for you: How do you get inspiration to buy makeup normally?  

R35: It's either in the shop that I really like a colour or I see it on somebody else and I really like 

it. In the street, in the office and my friends that could also be a possibility. Sometimes it's also 

matter of I don't know, in a magazine for example, seeing something that I think is Kinda cool 

and then I kind of want to try out. Or now I don't buy as many magazines nowadays anymore, 
but nowadays it's probably an equivalent of following certain people or brands on Instagram for 

example, like into the glass, IDG give really cool tips and really cool, examples of how we can 

do certain things differently or maybe reapply it or use it in a different way than your used to, 

and I find that quite interesting.  

Q36: Do you have any YouTubers or Instagrammers that you follow? 

R36: I don't really well follow for makeup specifically. Not really. I mean youtube has sometimes 

watched the vogue makeup videos. The beauty videos from vogue. I really like those. I think 

they kind of use nice products and you can really see how it changes the face and different 

routines from different people, which I find kind of interesting. And on Instagram itself, I think it's, 

no, not really. No, for example, the contouring, it was super obvious that's a huge trend. But 
then everybody started to look to the same, which I don't really like.  

Q37: Then would you purchase from this APP? 

R37: I don't know. I think if, if I would know what I, and instead of going to the shop, I might 
purchase something. That's products I already owned, but that might be almost empty or 

something like that, then yes. But then it's kind of like any other shop. I think for brand new 

things, I wouldn't buy it through the app.  

Q38: Have you tried any other AR app before? 

R38: Makeup or just AR? Well, stories of Instagram and Facebook and Co. are essentially AR. 
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So yes. Snapchat. Yes. What else? I think I've tried Pokemon Go from a friend, which is 

essentially AR. 

Q39: Any app where you could purchase? 

R39: No, I don't think so. 

Q40: You haven't tried Ikea for example? 

R40: No, no. I'm trying it. I once tried the L'Oréal app. A couple of years back. That was the 

same. I tried it out cause I created the campaign around it. 

Q41: In the case of IKEA, out of curiosity, you know how the app works?   

R41: I can imagine that you put your phone somewhere and it shows you how the furniture 

would look there 

Q42: Would you buy a furniture through the APP? Or would you have to go to the store to see 

it, like with makeup? 

R42: That's a good question. I think I wouldn't buy it through the app.  I think the APP is actually 

a good idea for Ikea because I sometimes lack the imagination in my own head. So you can 

actually imagine what this would look like. So for that I would use it, but to actually purchase, I 

think it would still purchase from the website. I've actually ordered from the website before 

without having seen this in person and I was super happy with it. And it's really convenient if 
you live by yourself and you don't have a car that they deliver everything. But with the, the app 

itself, I suppose that not every single product is in the app. So instead of ordering some the app 

and some ordering some from the desktop, I would rather try it out in the app and then order it 

from the desktop or go to their shop.  

Q43: Do you normally buy online or offline? 

R43: Offline 

Q44: If you buy online, what is it? 

R44: Good question. It's furniture. Anything for the house really. It's very seldomly clothes. And 

food. So a lot of like deliveries.  

Q45: When you order online, is it through us or is it through apps or websites? Desktop or 

phone? 

R45: So I would say a food phone. Everything else desktop normally. The couple of times that I 

have ordered clothes through my phone really went bad. Really, really, really went bad. So it 

was usually a targeted ad towards me and I found a really nice and then I ordered it and then it 

was like puppet size. From China and it took like three months, so I'm not doing that anymore I 

learned from my mistakes, thankfully. I really do try to order from the desktop. I check out 
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reviews before. Especially if it's furniture I would check out, okay, what does this actually say? 

Does this actually work? How do people like it and how's the quality? How long's shipping all of 

that stuff, which I think on your phone, your attention span is maybe shorter. So you just go 

ahead and check it out and yeah, you just swipe, swipe and you're done and then you might not 

have made such a sound decision in the end.  

Q46: Would you improve anything in this app? 

R46: I wouldn't really use it in the first place.  

Q47: Let's reformulate: What would the app need to have so that you would use it more? What 

would be something that would lure you in? 

R47: I think actually really having like a giving you recommendations on your face and based on 

all of that, that would be cool. Normally you do get that in the shop as well, but certain makeup 

brands or certain shops have better educated staff than others. If you go to MAC, they're really 
educated makeup artists. If you go to Sephora, they're not. So it really depends on where you 

go and what kind of understanding they have of how makeup plays and how makeup fits with 

certain faces and shades of your skin, et cetera. Also I think it's the same if you go essentially to 

a hairdresser, some hairdressers understand what you want, some really fuck you up for life. So 

I think in that sense it would be cool to get a recommendation. Maybe pair it with like a video on 

how to apply this or how to do this. To have kind of a combination of different things that makes 

it feel a bit more personal and less out of space ish and not randomly put things on your face. I 

think that would be cool. If there are certain things that you normally don't do, I don't know it 
would be nice to get like a recommendation on what that would change. For example, I think, 

highlight is something that a lot of people still don't use. I think personally it changes a lot of 

your face if you do. People can't really imagine what they look like with it because there are 

some that really look like you just dipped your face into glitter and then you could basically a 

traffic light. And then there's others where it's really subtle and I think it's, that is something that 

really freshens up a face and a lot of people can't imagine how they would look like with that 

and are maybe a bit more hesitant to buy something like that, that they've never used before 

because this is still on the market, a fairly new product line or a type of products. So I think for 
that it would be really helpful to get a more of an idea to shop. I don't think I would ever shop 

makeup online. 

Q48: And what if the put reviews in the app, would that help?  

R48: Reviews by itself maybe not so much. I think what would be cool is to have more videos 

by users. So maybe not videos from models but actual videos of customers saying, oh yeah, I 

used and I just wear it right now. And kind of like maybe a customer bonus program where 

whoever uploads a video of them using it and it's a nice video they get, I don't know, whatever 

points under if there is one Sephora card or whatever. 
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seamless 8 
I think it was pretty seamless. It's only when I tilted my head a 

lot, then all disappeared or a little bit. 

Stay up (or 

not) 
9 

I think there was also sometimes where you open your mouth 

and then some of your lipstick went on your teeth and stuff. 

Stay up (or 

not) 
9 Oh, it's just that my eyelashes went up here. On my eyebrows. 

Stay up (or 
not) 

9 
It's just like when I move around my new eyelashes do not 
follow. 

Stay up (or 

not) 
1 

with eyeliner I could see was trying to sit on my eyebrows, and 

I was noo go down 

Stay up (or 

not) 
2 

the eyelashes would like, like stay up here or something 

instead of, yeah. 

limits 10 
pretty well, but there were limits for, especially for the eyeliner 

 wing, 

slip 10 it would like to slip a bit when you move to much 

Pr
od

uc
t R
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selection 1 the shade selection for lips was mind blowing. 

selection 3 there are so many options within the APP. 

selection 7 The pallet is so wide. 

selection 11 this selection was so big 

selection 8 

Which is a little bit similar, but those apps don't have as many 

 crazy options and I really appreciate it that there were so 

many. 

selection 6 Just the fact that you can try so much different makeup options 

confusion 10 
there's too many options for like there's like a lot of like 

customer confusion 

  products 1 

Whatever virtual colour I tapped; they seem to show a product 

that actually existed. The first few minutes I didn't realize it was 

 popping up products because it was more about focusing the 

 colour on me and then I'm like, wait, it's starting to show 

brands that has these colours and that sort of blew my mind. 
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selection 
comparison 

3 

so, things like the variety of options and the fact that you can 

see it on and compared so quickly, um, I think that's what 
makes it more yeah better. 

Over- 
whelming 

11 
Like the whole did you have to choose from or that you have a 
 selection of thousands of colours or hundreds of colours was a 

bit overwhelming to me. 

Choice 11 

But normally I don't try out everything because I find it's a bit 
too 

 much choice for me. I don't, I'd rather have a few things that I 

like and then I go to those few things. 

Choice 9 
So that must be a lot of different colours to choose from, in 

 Sephora or something. 

swipe 10 The swipe you function like in the colours 

A
pp

 In
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sudden 

change 
1 suddenly changed the colour 

technology 

limitation 
1 

If I want to mix two colours, for example, I want to start with 

green and gold and finish with blue I do those things, but those 
effects, I really doubt the app is in the level to do that. 

real time (or 

not) 
2 

But I do like the fact that it's like real time and like live and I 

could see it like it like almost does look like it's on my face 

real time (or 

not) 
7 

You can definitely see the moment you click on a different 

shape that it shows it in a proper form and right amount. So 

that was really good.  

real time (or 

not) 
7 

But in the same time, it gave the information on top right away. 

It's real-time. You just click on something and you see the 

price, what it is called. I also like that and the product 

information and the availability to really great presented on 

top.  

style 

difference 
3 

brows it was maybe a little hard to see the difference. I thought 

actually worked better for lashes than for brows. 
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no changes 8 
my eyebrows were not changed no matter which colour or style 

I chose 

no changes 8 
I wanted to see myself with black eyebrows and I was not able 

to 

not 

appreciable 
1 

I could see that, for example, since I'm a very brown skin 

person, the blush for example, was not showing up at all, no 

matter unless that I went really clown makeupish. 

not 

appreciable 
3 

For the brows it was hard to see the difference between the 

 different types. it worked better for eyelashes. 

not 

appreciable 
7 

I really liked that because in the beginning I was like, alright, I 

 can't really see the difference. But the more I was playing with 

the app, the more my eyes could catch the details of the 

different previews of it. 

App 
Response 

7 I liked the most how quick it responded. 

no delays 7 
I liked that you didn't have any delays in the application. The 
 moment you clicked something; it is within a second you saw 

the changes. 

App 

Response 
7 

How quick it was. Like even though it had that minor error of 
reverting back to a different colour, I liked that you didn't have 

any delays in the application. The moment you click 

something, it's within a second, not even, that you see it 

immediately. That's good.  

fully 

interactive 
11 It was fully interactive. 

perfect not 

perfect 
10 

Well not really because it's still an app and you are kind of 

aware of the limits. You wouldn't expect it to be perfect I guess. 
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APP vs. 

manually 

applying 

makeup 

11 

Cause the colour of your lips is a little bit like fades out. It's not 

gone right away. Actually it's just the shape of your lip or the 

shape of your eye I think is in real life a bit different to how you 

would. You can play with it a bit more. The app can't do that for 

you. 
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Capabilities 7 
But the app definitely has the capabilities to show you a better 
version of yourself. 

errors 7 

It really depends on the velocity of errors from the app. Like if it 

gives too many, I probably get to a point where I'm like, this is 

shit. If it's just a couple of times then it's fine.  

errors 7 

especially with the lipsticks, was when I would select some 

colour and try to match it with the contour colour, then the app 

would revert to a totally different colour. It did that about four, 

five times. So that was a bit annoying as experience because 

you just selected a colour and then it changes. 

User 
awareness 

5 

At first I didn't notice because I chose brow products and I 

mean my brows are pretty red. But then I noticed that they 
change colour and I thought that was really fascinating. 

User 

awareness 
7 

In the beginning I was like, alright, I can't really see the 

difference. But the more I was playing with the app, themore 

my eyes could catch the details of the different previews. 

User 

awareness 
6 

I didn't really see that much difference between the shades of 

the eyebrows, but maybe that's because my eyebrows are a bit 

dark. 

app design 7 
This was way more sophisticated in terms of applying the 

different filters. 
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natural form 1 

Yeah, they've been respecting my natural form. I could see that 

it wasn't just arching it up or making it very instagrammy. They 

were like kind of falling on my face. I could see most of the 

makeup items did try to form my face 

natural form 1 they've been respecting my natural form. 

natural (or 

not) 
3 

it wasn't like a perfect fit always like it did sometimes look a 

little bit 

you could see that it wasn't natural, but I mean, that's to be expec

ted from an APP, 

nailed it 1 
They nailed the lips part because whatever colour I put, it felt 

like a lipstick that I can put on me 

accurate 

representati
on 

3 I felt like it was fairly accurate 
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accurate 
representati

on 

4 

Q17:would you say that it was accurate, meaning that the lips 
were, or the lipstick was where it has to be and the eyebrows 

where it has to be?  

R17:Yes. 

accurate 

representati

on 

11 
I think it was fully aware where it was supposed to be. I didn't 

have a lip on my cheak 

Fitting (or 

not) 
1 did not fall on my eye that great 

Fitting 6 
when I closed my eyes I could see the eyeshadow on the 

entire eyeliner 

Fitting 5 They have created an app that captures your face vey well. 

Fitting 5 

Yeah, I think that look really good, especially the eye liner 

because I don't have a lot of lid space, but for some reason 

they just made it look better than I'm able to do when I do my 

own makeup. So little slap in the face. But that was really well 

done, I thought.  

Fitting 5 

They did a pretty good job doing that, however, I have pretty 

big lips and they were not very well defined but I got an idea of 
how it would fit 

Fitting 7 It was very accurate 

Fitting 7 
The moment you clicked on a different shpae it showed it in a 

proper form and right amount. So that ir really good. 
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Fitting 9 

there was also sometimes where you opened your mouth, and 

some of the lipstick went on the teeth. But overall it was very 
very impressive that it was fitting the right locatiin in the face 

Fitting 10 
I mean it is pretty well made in the sense that the stiff is 

actually on the correct facial feature 

on spot 1 lips were perfectly on spot 

on spot 5 I think everything looked fine for me. 

on spot 6 
The lipstick, the blush, the eyeshadow, they were all perfectly 

placed where they should be. 

on spot 3 Yes the brows were in the place they should be 
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on spot 7 

Everything else fitted perfectly apart from the lipstick. I could 

definitely see that it's on the upper lip that it just shows a 

different colour on top and I'm like, okay probably because the 

app has applied over the leftovers of  my own lipstick. When it 

comes to the eye shadowing part and the pencils and the 

eyeliners, I really liked that experience. It was very accurate 

on spot 9 
But overall, it was very, very impressive, right? That it was 

finding the right location in the face. 

on spot 8 
I think overall, they did a good job and recognise where the 

different parts of my face are. 

off (or not) 2 placement of like bronzer and blush was kind of off 

off (or not) 8  I think lips were a little bit a miss, but not too much 

off (or not) 10 
it's pretty well made in the sense that this stuff is actually on 

the correct facial features 

C
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not subtle 1 I couldn't feel a subtle look for example at the blushes. 

turned up 1 it felt turned up not natural 

turned up 2 

this like kind of has to be exaggerated for someone to like 

notice it on them, but in real life I don't, I wouldn't like put on 

such like dark amounts of lipstick or like such dramatic 

eyelashes 

Shocked 11 
I think people would be quite shocked to see me or somebody 

else with that. 

accurate (or 

not) 
2 I just didn't seem like an accurate representation 

accurate (or 

not) 
2 but there's an element to it where it does look like artificial. 

natural (or 

not) 
4 

um, for the lashes it's got worse because I didn't find any look 

that looked natural enough. 

natural (or 

not) 
3 

the look did not look hundred percent natural. 

you could see it was an app and it was like, you know 

you can see daddy wasn't, like a picture of a real person as such. 

natural (or 

not) 
3 

The eyelashes could look a bit more natural, they were like 

really strong 

natural (or 

not) 
3 

of course it wasn't a perfect fit, you could see that it wasn't 

natural 
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natural (or 
not) 

11 I struggled to find something that looks natural 

artificial 2 but there's an element to it where it does look like artificial 

Realistic (or 
not) 

2 like actually wouldn't look like that if I put it on. 

Realistic (or 
not) 

2 it didn't seem realistic in that sense. 
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Realistic (or 

not) 
2 

eyebrows actually looked really realistic that I was pretty 

impressed by. 

Realistic (or 

not) 
2 it just didn't look realistic. 

Realistic (or 

not) 
3 I don't think all the shadesare quite realistic 

Realistic (or 

not) 
3 I think some of the shades are maybe a bit too strong 

Realistic (or 

not) 
4 

It depends on the product you chose. When I chose it randonly 

there were lipstics that looked horrible on me and that 

eyelashes are way too much. 

Realistic (or 
not) 

5 

Well, okay. So for the eye shadow, obviously they're trying to 

show off the shadow and depending on what colour you 

choose, if you did it yourself, you might want to like tone it 

down a little bit. I chose the purple and it was just like purple. 
And it didn't look like super blended out, which of course if you 

were to do it on your own, that's something that you would 

spend some time making sure that it was if that's what you 

wanted. Of course, that depends on every person 

Realistic (or 

not) 
5 

I'm doing eyeliner right now. It just looks so much better than 

what I do on my own face. 

Realistic (or 

not) 
10 eyeliner and lashes were a bit too much 

Realistic (or 

not) 
11 most of the looks did not look nice 

Realistic (or 

not) 
6 

I don't think all the shades are quite realistically pictured, 

especially the ones with glitter. I don't think it's quite realistic, 

but otherwise I think it was really nice. 
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Realistic (or 
not) 

11 Some of it yes, but the majority, no. 

Realistic (or 

not) 
8 

I think that a lot of people don't understand that just because 

your phone shows that it's going to look like this, It's not 

necessarily going to look like that. 

Realistic (or 

not) 
10 

I feel like that's a bit unrealistic that I wouldn't be able to do this 

myself. You know, like the eyeliner... maybe on a good day. 

Realistic (or 

not) 
10 it is still an App and it doesn't feel real. 

Realistic (or 

not) 
5 

And then I'll look up swatches on Google as well. To make 

sure that the products that presented to me on the website, I'm 

buying from, has, you know, the right pictures. So that I can 

see the true color and things like that. Very thorough. You 

know, if they have a picture and you're like, oh, this is very 

pink, and then you get it and it's more peach and you're like 

what? 

"Sharpie 
lashes" 

11 It looked like you tale a sharpie and paint it over my face 

extreme 11 
I found that quite tricky to get to a place where like where the 

lashes are not extreme and wear the lipstick is not extreme. 

extreme 10 
it looks like for the, for the eyeliner and the lashes, it's a bit 
much 

extreme 11 
I found it tricky to find a place where the lipstic and lashes was 
not extreme 

Fake 1 wasn't just arching it up or making it very instagrammy 

Fake 2 

it just looks too fake to me. Like it looked, it didn't look like it 

was on like a part of me. It looked like it was sitting on top of 

my face. So it was hard for me to imagine it in real life. 

Fake 11 It was shocking to me how fake it looked 

Fake 11 the lashes looked vey fake 

Fake 6 

No, especially because of the eyelashes. It was too fake for 

me. I thought they kind of took over the whole face, which is 

not how I would do it in reality. 
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Fake 6 

I think some of the shades are maybe a bit too strong. The one 
thing I would like would be that the eyelashes would look a bit 

more natural because they were like really strong. I think the 

only way a woman would really look like this would be if she 

were those false eyelashes. So, I would suggest maybe a bit 

more natural looking eyelashes. 

Clowny 9 It came a bit clowney 

Clowny 2 I look like a clown with the preset look. 

Sk
in

 c
ol

ou
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color 

mismatching 
1 It was just not good enough for your face tone 

color 

mismatching 
1 

I really don't know how well this APP would work on people of 

colour like me and darker shades because for all of us it's all 

about when we want a subtle look or really want to do 

something very light and dewy. It doesn't keep those things in 

mind for example. 

skin/body 
type 

11 

Maybe it also works with certain skin types or body types even 

better than with others. I've seen also with the pre-made ones 

that there were different also ethnicities in there to kind of get 
you to choose something that is maybe more representative of 

how you yourself look 

colour 

mismatching 
10 

Just because you're never really sure if it's like fits, yeah, like if 

it suits your skin colour and everything. Like, because with 

colours, if you're like fairly white, I'd say it's just hard to say if 

you're, you know, looked like an Upa Lumpa or for like 

foundation for example. And like lipsticks, it's super hard to be 

like, is it my colour or not? 

colour 
mismatching 

10 
But I guess someone with a darker skin, I don't know how 
smart it is to actually adopt your lipstick colour to that as well. 
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overview 10 
it gave you the like main overview, like the brand, the price and 

like some    like features, like if it was mate or like gloss. 

subtle 6 I saw the shade but not the price and product information.  

Finding 

products (or 
not) 

2 
I don't know if like whatever product you're trying on, if it is 
linked to like an actual real product that they sell 

 

 

 Surprise/nic

e 
1 whatever experimental lashes I put on me felt nice 
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Surprise/nic
e 

1 
I am pleasantly surprised because the first time I'm trying it. So 
I'm pleasantly surprised 

Surprise/nic
e 

5 

That's Crazy. That's so crazy. I'm going to try brow first. What? 

It's doing it. That's so creepy...I didn't, I didn't understand at 
first it was the brows, but then they changed colour and I was 

like, that's crazy. ... Okay, I'm trying lashes now...Insane... 

Surprise/nic
e 

5 

So I was actually very positively surprised by the Sephora app. 
I think it did a nice job finding my features correctly. Which is 

super important cause it's makeup. So if it makes you look like 

a clown, you're not going to buy it. 

Surprise/nic

e 
10 O wow that is like face tune. [...| That's fancy 

liking 7 I really liked that experience. 

preset look 2 first look did bias the perception of the following looks I tried on 

preset look 2 
I mean that first look, if you guys could see it, it was pretty 

terrible. 
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Boredom 8 
 No, I think, I would get bored. [...] I think I would get bored 
quite fast. 

Boredom 8 

Because I don't think it's gamified and, in the sense, that 
there's not that many options. So that you could create in my 

opinion. For example, for eyeshadow there's like the over the 

entire lid, then the crease and then another one that I can't 

remember. But there's only so many options that you can try 

out before you get bored. 

Boredom 8 

But then again, the shades look very similar. Once you try 

yellow lipstick then another yellow lips, it looks kind of the 

same. 

Boredom 9 

Yeah. Well I think, you know, we've all like, oh, snapchat or 

Instagram have fun was putting on filters. Or when I Skype or 

do messenger conversations, then it's fun, fun to like put a cat 

on your head and stuff. But like this, I didn't really get anything 
out of it. Like, yeah, put on something like a filter, but then like, 

yeah. 

Boredom 9 
I'm losing a big interest already. [...] No offence to you, but I 

already feel a bit bored. 

 entertaining 10 So I guess it was entertaining. 
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hilarious 10 This is actually pretty hilarious. 

fun 2 
so like at that point it kind of got fun (when she looked like a 

freak) 

fun 3 it was really fun 

fun 3 I thought using the app was fun. It was really fun 

fun 5 This is so much fun. This is great. 

fun 5 That was really fun. That was so cool. 

fun 5 I thought it was super fun. 

fun 5 
I mean it's always fun to see how colours will work against your 

own complexion. 

fun 1 
It's more of a fun, jokey aspect. Like oh, this shit actually suits 

me 

fun 
7 

It's really something that's fun for me to explore because that's 

the area that if I could, I'd actually improve that. 

fun 10 

It was like fun-ish, I guess like, you know, just like playing 
around because a, you don't have to remove it and it was just 

also funny to see the different like crazy lashes that you would 

never try or buy. 

fun 9 
it was fun with the eyelashes, because I normally don't have 

thing fake eyelashes 

fun 9 but the pencil thing was fun, and the eyelashes was fun. 

fun 7 I find those apps are a lot of fun 

fun 6 
I think it was like a nice way to have some fun with makeup in 

a virtual way. 

fun 6 

 It was fun. In the beginning, I thought it was a bit weird. I didn't 

really see that much difference between the shades of the 

eyebrows, but maybe that's because my eyebrows are a bit 

dark. So, it was fun. 
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Curious 8 it's very curious to see how you would look like in an app. 

Curious 8 I was very curious. 

Curious 8 
 I thought it was very interesting. It's very curious to see how 
you look with a different type of makeup. 

Curious 2 
I'm curious like how would it actually look okay or would I look 
like a freak 

Fu
n 
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playfull 1 
I could see myself sort of playing it around and sometimes 
forgetting the look to be honest 

playfull 1 
playing with so many looks, so many things and playing 
around. 

playfull 5 Yeah, I think I was just being playful more than anything. 

playfull 8 
I wanted to play around with it and basically see how I look in 
different crazy makeup. 

playfull 8 It made me feel playful. 
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play arround 2 I liked that you could play around with the lip colors. 

play around 8 Yes. I think that it made me want to play with it more.  

play around 10 

I will then probably use it to play around and then either buy 

something or not like you don't like the abandoned card 
syndrome. 

play around 10 

It was like fun-ish, I guess like, you know, just like playing 
around because a, you don't have to remove it and it was just 

also funny to see the different like crazy lashes that you would 

never try or buy. 

play around 6 
But otherwise I really enjoyed it. It's fun to play around with 

makeup without actually having to apply it.  

play around 6 This is so nice to play around with. 
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Ugly 4 Yeah, it's just about the image of myself that I didn't like. 

Ugly 2 It made me feel ugly yeah 

shocking 2 
it was just kind of shocking to see like me with this orange 

lipstick on and these like eyelashes 

Horrible 4 
that lipstick is way to red and it looks horrible on me or that 

lashes is way too much. 

scary 2 I think I look so scary on it. 

Not feeling 

sexy 
10 

so I don't, I wouldn't say it would have influenced my 

confidence or sexual appeal. 

Not feeling 

sexy 
11 

No, for sure. No, no. Rather the opposite. Cause I feels sexy 

when I look like myself and when I feel like myself and neither 

of those two things applied. 

Not feeling 

sexy 
4 

I think the APP provides the opportunity to get the best out of 

yourself, 
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best me (or 
not) 

1 
Or do they like, this is the best version of me. I wouldn't go that 
far. 

best me (or 
not) 

2 I feel like I've seen enough of myself. That's terrifying. 

best me (or 
not) 

3 Yeah. Yeah. It does put my best features even better 

best me (or 
not) 

5 I thought it looked really good. I really did. 

best me (or 

not) 
6 

So yeah, I mean, I didn't feel bad about myself, but I didn't feel 
different.  

Q20: Would you say that you looked the way you wanted to 

look through the app? Did it make you see a new you?  

R20: No, no. That's not the case. 

best me (or 

not) 
7 

I think it depends on what you make out of the app and what 

you make out of yourself. But the app definitely has the 

capabilities to show you a better version of yourself.  

best me (or 
not) 

7 
No, actually not. The more I was digging into it, the more I was 
like, this reassures me why I like certain things that I actually 

buy and why I don't like long eye lashes. 

best me (or 

not) 
8 

Like at one point I did imagine myself as a bond girl. That 

would probably count. 

best me (or 

not) 
9 My skin to look nice. 

best me (or 

not) 
4 

Yeah. Yeah. We're just okay. Someone, saw you made an 

effort to make yourself beautiful, but still not too much, so I 

could still say, okay, that's me and on another person. 

Feeling like 

a stranger 
2 didn't recognize myself 

Feeling like 

a stranger 
4 

With the eyelashes I didn't feel myself. That's why I didn't like 

it. With the lipstick. I thought, okay, I can still see me, but in a 
more, more prepared way or yeah, 

Feeling like 

a stranger 
11 you felt like a stranger? R34: A little yes. 

  

pretentious 11 
A bit pretentious to have like the selfie thing and to look at 

myself the whole time 

pretentions 9 h, interesting. But um, yeah. Okay, it's a filter. 
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awkward 5 At first it's a little bit awkward because you're like, I don't know. 

weird 6 In the beginning, I thought it was a bit weird. 

negative 

sensation 
4 

I kind of negative sensation in me that I felt I don't want this to 

better click something else. 

negative 

sensation 
4 Um, sometimes I was a little shocked because 
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Usage time 1 maybe three or five minutes (Actual usage time 5 minutes) 

Usage Time 2 Four minutes? (Actual usage time 5 minutes) 

Usage Time 3 10 minutes.  (Actual usage time 8 minutes) 

Usage Time 4 Five minutes. (Actual usage time 3 minutes) 

Usage Time 5 I have no idea. Maybe 5 minutes (Actual usage time 4 minutes) 

Usage Time 6 Was it like 10 minutes? (Actual usage time 8 minutes) 

Usage Time 7 Five to seven minutes (Actual usage time 10 minutes) 

Usage Time 8 Seven minutes (Actual usage time 10 minutes) 

Usage Time 9 

Idon't know, three minutes. I think maybe in this situation I sat 

longer than I maybe would have when I was sitting at home 

(Actual usage time 5 minutes) 

Usage Time 10 
Approximately three minutes. I have a bad time cntinuum. 

(Actual usage time 3 minutes) 

Usage Time 11 
Long. Approximately 15 minutes. It felt really long. (Actual 

usage time 8 minutes) 
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Spend time 3 20 minutes or half an hour. 

Spend time 2 I don't know if I would spend more time on it honestly. 

Spend time 1 
could see myself even sitting there for maybe a decent good 

half an hour 

Spend time 10 
I feel like you can waste a lot of time with this app. (Actual 

usage time 8 minutes) 

Continue 

trying 
1 I would actually like continue to keep trying. 

Continue 

trying 
2 Not really, just cause I think I look so scary on it. 

Continue 

trying 
3 Yeah, it was really fun. It was like, yeah, I really liked 
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Continue 
trying 

4 No, I think I have seen enough. 

Continue 
trying 

5 
If I were to further explore it, it would be with the purpose of 
actually buying something, I think. 

Continue 
trying 

7 I would like to continue exploring the app. 

Continue 
trying 

8 I think I would get bored quite fast. 

Continue 
trying 

9 I don't want to further explore the app. 

Continue 
trying 

10 I would only use it when I have a need to buy makeup. 

Continue 
trying 

11 I would not have the patience to do that. 
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App 5 I think I needed to go and buy some new products. 
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App 9 I didn't really get anything out of of the app 

App 5 
maybe it could also make you want to try new things, new 

colours that you wouldn't have considered, things like that. 

App 5 
It feels like you're kind of in the store trying the products, in a 

sense. 

App 6 

Would it motivate you to try new products? Let's say, the blue 

lipstick you tried. and Would you even consider buying a blue 

lipstick now after seeing how it fits you?   

The app? Yeah definitely. I mean, I probably would not 

consider the blue lipstick because it's still something I wouldn't 

use regularly. Maybe there was like a special occasion, like a 
themed party or Halloween or whatever coming up. If I would 

really like the shade, then maybe I would go for it. 

 App 6 

What about something that is not as 'crazy'? Let's say that you 

see a new lipstick in a colour that you normally don't use but is 

still considered to be a 'normal' colour to go out in the street 

with. Would you then consider it?  

R28: Yes. In that case I would actually consider buying it. 
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App 7 

And then that's one particular example of something that 
stands out for me now from this experience because I was like, 

okay, this was not recommended, but this actually looks good 

on the app. So next time maybe I'll go for this instead. You can 

use it as a reference for the future 

App 7 
When I was giggling about it, I was like, oh, this is so different 

from what I have, but it actually looks good.  

App 7 
Whereas here, I actually found a couple of colours like lipstick 

colour. 

App 3 
 it could actually inspire me to try something new that I wouldn't tr

y if I'd just done it in a store. 

App 3 

So think I would probably be more inspired in terms of my 

makeup rather than if I'd like had to go to the store or like you 

should you just go with, the kind of makeup, you always go 

with and you know that works and then you go with that 

App 11 

the app you scroll left and right and then you go through like a 

lot of different things and you realise there's a lot that doesn't 

look nice or things you might not have considered. 
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YouTube 1 you got your inspiration in YouTube, 

YouTube 1 
YouTube was raving for the product and I was just like, hmm, 
maybe this is a product I actually want to think or try. 

YouTube 2 
a lot of inspiration I get from watching YouTube videos. that's 

usually how I find out about new things. 

YouTube 5 

Do you have a list? I get my inspiration from youtube and 

Instagram mainly. Yes.  I have some influencers that I follow 

religiously. And if they liked something I'm, if it's available to 

me in Denmark because I follow mainly from the US. So if it's 

available to me, 

Influencers 

(Youtube/Ins

tagram) 

5 Well I follow makeup religiously online. 

Influencers 

(Youtube/Ins

tagram) 

5 I've been following influencers for maybe about five years 

DragQueen 

community 
8 I follow some people and the Drag Queen community. 
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Internet 10 I would probably first search it on the internet 

YouTube 

Videos 
8 

Okay, so on, how do you search for those treads?   

R: YouTube videos. 

YouTube 

Videos 
11 

I don't really well follow for makeup specifically. Not really. I 

mean youtube has sometimes watched the vogue makeup 
videos. The beauty videos from vogue. I really like those. I 

think they kind of use nice products and you can really see 

how it changes the face and different routines from different 

people, which I find kind of interesting. And on Instagram itself, 

I think it's, no, not really. No, for example, the contouring, it 

was super obvious that's a huge trend. But then everybody 

started to look to the same, which I don't really like. 

Instagram 11 

nowadays it's probably an equivalent of following certain 

people or brands on Instagram for example, like into the glass, 

IDG give really cool tips and really cool, examples of how we 
can do certain things differently or maybe reapply it or use it in 

a different way than your used to, and I find that quite 

interesting. 
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Sales 

assistant 
10 

Probably. I would probably also trust as Sephora person more 

than the app to tell me if it suits me. 

Sales 

assistant 
7 

I go and get the shop assistant's help to recommend me 

something similar but slightly different. So they kind of know 

from the name suggestions by me what type of pallet do I use 

Store 11 It's either in the shop that I really like a colour 

In-store 

product 

display 

9 

If I want a red lipstick, it would be to go to the red lipsticks and 

then try and look at all the colours and then select the ones 

that I liked the best. And then try two or three on and then I 

would probably the girl standing there and ask which one do 
you think is best for me. And then I would buy that one. 

In-store 
product 

display 

6 
I usually go to the store. I'm just looking around at first, to kind 

of see what catches my eye. 

Friends 3 
one of my friends do my makeup for like a party or something 

and I think it looks good, then I'll probably be inspired from that. 
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Friends 9 

If we were talking about lipstick, right? There's been a period 
where maybe more purples or maybe more oranges and you 

know, you, you notice that on your friends. I think that's more 

than where I would get influence from compared to actually this 

app. When seeing friends and you think she looks amazing 

then you would have a great reason to also get on. 

Friends 4 
if their friend says, okay, that looks good on you, I would trust 

that person more than myself. 

Friends 4 

Hmm. It's knowledgeable friends who read on that and watch 

youtube videos or, um, yeah, just to have done some 

workshops on how to do that. 

Friends 4 

Sometimes with friends and when I'm alone, then I usually buy 

What friends have suggested to me before because I myself 

don't read up on that or what see YouTube videos or anything. 

I'm pretty lazy in that. 

see on 

somebody 

else 

11 I see it on somebody else and I really like it 

Store 5 

I also find, you know, there's something charming about the 

experience of walking into Sephora, maybe the luxurious 
experience and, and you walk around and touch everything. I 

can spend a lot of time in there. It's just, I think if the prices 

were the same, I would probably buy a lot more in store. 

Store 9 
For me and looking at a shop is more fun. For me, also like 

with the perfume bottles, I mean they also have to be pretty. 
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Online 

purchases 
5 

But I'll buy most of my makeup online because I find it's 

cheaper than doing it in stores, specifically Sephora is so 
expensive in Denmark. 

Online 
purchases 

5 
that's a good question cause I love buying things online. Being 
in bed is what I love. 

Online 
purchases 

10 
I would probably be too lazy to go into the store and would 
order it online 

Online re-

order 
8 

I think if I were to purchase, I do purchase things online, but 

these are reorders, things I know that already work. 

Online re-

order 
9 

Only if it's my favourite, nude brown eye shadow that I know I 

use and it's on sale. 
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Web vs. App 5 

I just find it's too small and I need space. I don't know why. It 
makes no sense 'cause it's the same product, but I prefer to 

browse on my laptop. So I can open up a new page for maybe 

if I want to watch a video about it, if I want to watch swatches 

on Google and yeah 

Web vs. App 10 

Ohh laptop, laptop website. Even if I have an ad on Instagram 

and actually want to buy anything, I would quit the app and 

open my laptop. 

Web vs. App 11 
but to actually purchase, I think it would still purchase from the 

website. 

Web vs. App 10 
it's just nicer on the laptop you see more and it's, it's about the 

size 
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e  Offline 11 I don't think I would ever shop makeup online. 

Offline 5 
I think if the prices were the same, I would probably buy a lot 

more in store 

Offline 7 
Have you ever bought makeup online?   

No, as I mentioned before I buy offline.  

Purchasing 

makeup 
9 Offline. 

Offline 3 I would rather purchase offline, like in Mattas 
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In-App 

purchases 

 (or not) 

3 
Yeah, I would buy if there was something that was like slightly 

out of what I would usually wear, eh, yes. 

In-App 

purchases 

 (or not) 

1 

I don't really see myself buying that like yess this is the shade, 

this the thing I'm going to buy from this APP. I don't see myself 

going that far. 

In-App 

purchases 

 (or not) 

2 I probably wouldn't buy anything from it. 

In-App 

purchases 

 (or not) 

2 but I think deep down I know that I wouldn't. 

In-App 

purchases 
 (or not) 

3 
yeah, I would consider purchasing after this experience 
through the app 
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In-App 
purchases 

 (or not) 

9 
So just to sum up, now: You would not consider purchasing 
through this app? No. 

In-App 

purchases 

 (or not) 

8 

In the future, would you see this as a new way of purchasing 

makeup?   

R: Yes. I think at the same should be applied for clothing. 

In-App 

purchases 

 (or not) 

8 

So, let's say that you will have found a lipstick that you like in 

the app and that's something that you could chase. Would you 

consider preaching through the app?  

R: Yes, especially because I have a Sephora for loyalty card, 

so I get points.  

In-App 

purchases 

 (or not) 

8 

 How big do you think are the chances that you actually 

purchase a new product through this app?  
R: I think lipsticks I would purchase.    

Q33: But from the rest of the products, that probability is very 

low because of the factors of your skin?  

R: Yes. 

In-App 

purchases 

(or not) 

11 I think I wouldn't buy it through the app. 

In-App 

purchases 

 (or not) 

11 

That's products I already owned, but that might be almost 

empty or something like that, then yes. But then it's kind of like 

any other shop. I think for brand new things, I wouldn't buy it 

through the app. 
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In-App 

purchases 
 (or not) 

10 
But other than that, I mean for online shopping I think it would 

be useful. 

In-App 
purchases 

 (or not) 

10 
I will then probably use it to play around and then either buy 
something or not like you don't like the abandoned card 

syndrome. 

In-App 

purchases 

 (or not) 

7 

For me, the makeup app would be purchased method. Like I 

would not just sit and browse to it because I don't have work to 

do it. It'd be with the sole purpose of finding something new or 

just because I've decided to expand my makeup stash at 

home. So this one would actually be more of it  



 

 

219 

 

In-App 
purchases 

 (or not) 

7 
I don't think I need another step as long as I can save those 
looks. 

In-App 

purchases 

 (or not) 

7 

I would just add the few things that I really like to basket and 

then maybe review if I want all of them at once, or amongst 

those that I selected and be like oh I'm only gonna buy two out 

of those three.  

In-App 

purchases 

 (or not) 

4 
Maybe if I use the APP together with someone then I could 

consider, okay, let's just buy it here in the app. 

In-App 

purchases 

 (or not) 

4 
I myself wouldn't buy it in the apps since I don't feel 

knowledgeable enough to decide myself. 

In-App 

purchases 

 (or not) 

6 
If going to a store wasn't an option, then yeah, I would buy it 

with the app. 

In-App 

purchases 

 (or not) 

10 

So, you would have to save your credit card in every single 

app and I am kind of too lazy to do that. My credit card is in my 

computer saved. 

Mobile 

Shopping 
8 

No, but I do a fair share of internet purchasing. I think 

predominantly on my phone, but not necessarily through apps. 

convenience 3 

it's very convenient when when you see something and you 

see look, and then you can just say like add to basket add to 

basket and then you can have it all 

Convenienc

e 
10 

I would know, if the lipstick is fitting or like whatever fits and I 

don't have to leave the house. Convenience, isn't that the point 

of the APP? 

convenience 7 that's definitely easier. 

convenience 6 

That was really convenient. It takes time and it, it just gives you 

a lot of options virtually without having to have the products 

yourself. 

Consideratio
n of Buying 

10 

When using the app as a new way of purchasing do you think 

that your purchase of makeup will increase? R40:Probably not. 
Not until I run out then maybe. 

Consideratio

n of Buying 
10 I would only use it when I have a need to buy makeup. 
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Consideratio

n of Buying 
5 

So if I were to further explore it [the app], it would be with the 

purpose of actually buying something, I think. Yeah. 

Consideratio

n of Buying 
6 

Based on like the experience you had with this app right now, 

would you consider that a new way of buying makeup?   

R24: Maybe. 
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not being 
able to 

return it 

11 
I think especially with expensive makeup, you can't really 
return it. So if you buy it, if you try it on and it looks bad, you 

can't return it because you already tried it out. 

not having 

the colour 
one wanted 

6 

But if you have, for example, I don't know, you see a couch and 

then you buy through the app and it's not really the colour that 

you thought they would have or it does not really fit at the end? 
Then you have the same problem.  

R39: That's true, but I think it's less risky with furniture.  

Why offline? 6 

 Because I think with make up, it's a bit more um, subjective.  I 

mean even though I'm sure those shades are quite close to 

reality, but let's say you want to buy a foundation and it turns 

out it doesn't exactly match your skin tone. This kind of stuff 
would bother me, for example. 

Price 5 

But if it, I mean depending on the price, again. I could risk it 
with a product that has no reviews and then I just liked the look 

of. If it's not too expensive. And I guess if it is a product that I 

find reviews for, depending on the price, it would take me 

longer to get persuaded into buying it the more expensive it is. 
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Removal 10 

It was like fun-ish, I guess like, you know, just like playing 

around because a, you don't have to remove it and it was just 

also funny to see the different like crazy lashes that you would 

never try or buy. 

Removal 6 

Just the fact that you can try so much different makeup options 

without actually having to buy the makeup first and then apply 

it and then take it off 

Test 2 I would definitely use something like this to test lip colors out. 

Swatches 

test 
2 

So to like see it on myself with my skin tone with actual 

swatches was nice for me 

Experiment 2 
I got to like experiment with like colors and things that I 

normally wouldn't play with. 
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Experiment 4 The APP itself is I think it's a great tool to experiment. 

Experiment 2 I would probably use it more experimentally 

Exploration 7 Like for me it's really the exploring part of it that I really enjoy. 

Exploration 7 

Yeah, I think that definitely enhances the experience and 

makes you reconsider things outside of your comfort zone and 

it goes back to my previous story with something. If you haven't 

really seen that it looks good on you, you probably wouldn't 

consider, but through this app I can explore other options. 

Exploration 8 

I think exploratory definitely. I think that for me was the most 

fun part of this app was to explore the options that are not 
tried.  

Exploration 8 But I think that it did make me feel like I wanted to experiment. 

Exploration 5 

I think if I sat down one day and thought, wow, I really need a 

purple eye shadow, which is something that I'm likely to think, I 

pull out the app and then I probably spend a while trying on the 

different colours and seeing what I thought would work best for 

my skin and my eye colour. 

Exploration 6 
I think more in the exploratory way. because like I said, with 
makeup and stuff like that, I still kind of prefer offline shopping. 

Exploration 6 

For the sake of trying something new. That's why I think that 

it's good. So that you can explore different options in an easy 

way I guess. 

Exploration 6 
I liked that you can just focus on your face and experiment 

different options 

Exploration 4 
since I usually don't variance it made me think of maybe I 

should try it. 
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Exploration 6 

Would it motivate you to try new products? Let's say, the blue 

lipstick you tried. and Would you even consider buying a blue 

lipstick now after seeing how it fits you?   
R27: The app? Yeah definitely. I mean, I probably would not 

consider the blue lipstick because it's still something I wouldn't 

use regularly. Maybe there was like a special occasion, like a 

themed party or Halloween or whatever coming up. If I would 

really like the shade, then maybe I would go for it. 
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new ideas 10 

could this not give you maybe new ideas? R11:Yeah. So 

maybe I would stumble upon color of the brand. I didn't know 

or wouldn't find and then I'm like okay I need this. 

compare 3 

So like if you think like what I would usually go for it. I mean that l

ook fine, but then I could try something slightly different and com

pare. So, okay, does this actually look better than what I usually 

do 

use sephora 

app 
5 

But then, I would most likely also go and like watch reviews 

and I would still go after the brands that I trust, but I would be 

presented to new brands in a way that, you know, I would 
actually be able to interact with them, which I probably wouldn't 

do if it wasn't for an app like that.  

use sephora 

app 
7 

 I don't think I'd use it daily. It'd be mostly when I'm searching 

for something new.  

use sephora 

app 
11 I don't see myself really using that 
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narrow down 

options 
1 

to buy a new colour, I will probably sort of try it on these apps 

was, especially with lip colour, lip stains, I would probably try 

how it suits my skin and then go out and actually buy it before 

investing. 

narrow down 

options 
2 

maybe use it as a filtering.  I'd probably go on the APP and 

narrow it down to like things that look decent 

narrow down 

options 
11 

maybe even choose the colour pallet yourself to narrow 

everything down. 

narrow down 

options 
7 

You can see yourself in things that you would not end up 

buying, but just know that something out there can actually suit 

you well for a certain occasion or a certain type of party that 

you didn't usually wear. So from that perspective it was good.  

narrow down 

options 
7 

So you can eliminate the things that you don't like and then 

focus on exploring the things that you do actually like. 

narrow down 
options 

11 So for that I would use it. 
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narrow down 

options 
6 

So if I got this right:  if you have a store that backs it up, you 
would use the app then to delimit or to say these are my 

favourite lipstics and go to the store and try them?  

R26: Yeah. I would use the app to explore the range of 

products. 
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QR 2 

Not really. I think the only ones, um, one that I've experienced 

is like you download the APP, you scan a QR code somewhere 

and then you can, like, you turn your camera on and it'll show 

you like some saying that was designed and it looks like it's 

there, but it's not like in some environment. That's the only 

thing. 

AR 

experience 
(or not) 

8 
So I experimented a lot with AR advertising. That was very 
interesting.  

AR 
experience 

(or not) 

8 
I've only seen the ones for clothing, so I've interacted with 

those, but I've never interacted with anything else. 

AR 

experience 

(or not) 

7 

Could you please tell us more about it?  

R29: Wait, that's AR versus VR. Sorry. No, it's actually, it 

wasn't, it was VR, not AR.  

AR 

experience 

(or not) 

4 I don't think so, no. 

AR 

experience 

(or not) 

5  No, I don't think I have, no. 

AR 

experience 

(or not) 

6  No. No, no, no, no.  

AR 

experience 
(or not) 

9 

No, actually not. Not in terms of purchasing. I've used like 

filters and stuff on social media pictures, but I don't think I've 
used the IKEA app or anything like this. No. 

L'Oréal 11 I once tried the L'Oréal app 

L'Oréal 10 The L'Oreal one, um, for the hairdressers. 

Pokémon 

Go 
11 

I think I've tried Pokemon Go from a friend, which is essentially 

AR. 
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Snapchat/In
stagram/Fac

ebook 

11 
Well, stories of Instagram and Facebook and Co. are 
essentially AR. So yes. Snapchat. Yes. 

IKEA 2 
I think furniture is something that's easier to like place in a 

room and be able to like have a more accurate representation 

IKEA 4 

AR app where you can buy the furniture. Would you maybe 

consider it more possible to buy through it? more possible than 
makeup? R40:Well I think it's two different things because with 

makeup it's easier if you buy it in the store, you have the 

product in your hand and after you purchase it you can 

immediately try it or maybe even try it in the story to really see 

how it looks on you as opposed to the APP. 

IKEA 6 

I think I would be more prone to buying such things.   

Q38: Why do you think that is?  

R38: Because I think with make up, it's a bit more um, 

subjective.  I mean even though I'm sure those shades are 
quite close to reality, but let's say you want to buy a foundation 

and it turns out it doesn't exactly match your skin tone. This 

kind of stuff would bother me, for example. Whereas with 

furniture, I just think you can picture in a bit more realistically.  
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Videos by 

users 
11 I think what would be cool is to have more videos by users 

Videos: how 

to apply 
11 

Maybe pair it with like a video on how to apply this or how to do 

this 

Videos by 

users 
11 

not videos from models but actual videos of customers saying, 

oh yeah, I used and I just wear it right now 

Improvemen

ts 
11 

I think if I would be in a shop, I don't know if you can actually 

search for the product and then apply it by searching for the 

product. Because if I would be in a shop, then I would search 

for the product first and either just scan it with a QR code 

instead of typing it in or something. I think that would be easier 
to actually scan it and see how it looks and then try it on. 

More 

personalised 

content 

5 
It would be super helpful for people who aren't that 

experienced and are looking for something to start with. 
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Filter 2 
I think just the, like the filtering functions and the like the 
general menu of the APP. Like I don't, I don't think it was very 

like UX friendly. 

Filter 10 The filter thing mentioned before. 

Filter 10 
You cannot look for a specific brand. You have to swipe 
through all of them and there's no price filter. 

Limits 10 

But I would have loved a price limits. Cause I hate what it 
happens. You know when you're online shopping and you find 

the perfect piece but you forgot to put your price limit and then 

you look at the price and you won't spend 200 euros on a 

lipstick, but that is the Dior one. 

Limits 10 Can you, can you like limit the budget some way 
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Specific 

brands 
10 But you can't really discriminate brands 

Specific 

brands 
10 

You cannot look for a specific brand. You have to swipe 

through all of them and there's no price filter. 

Specific 

brands 
10 

But like the whole choosing a brand interface and the filters 

aren't very often 

Reviews 5 
I am more likely to try it if somebody has already given it a 

good rating. 

Reviews 5 
I would say having recommendations, it's more likely to get me 

to buy something. 

Reviews 5 

But then, I would most likely also go and like watch reviews 

and I would still go after the brands that I trust, but I would be 

presented to new brands in a way that, you know, I would 

actually be able to interact with them, which I probably wouldn't 

do if it wasn't for an app like that. 

Reviews 5 

But again, I rely a lot on the reviews but both from influencers 

and also from the people who have previously bought the 

product on the site.  

Reviews 10 Reviews are the best. 

Reviews 10 that could influence me. Yeah. I'm very easily primable. 
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Personalised 

recommend

ations 
1 

If I want to mix two colours, for example, I want to start with 
green and gold and finish with blue I do those things, but those 

effects, I really doubt the app is in the level to do that. So, I 

think to do that level of personalization, I think makeup is all 

about extreme personalization. 

Personalised 

recommend

ations 
11 

I think actually really having like a giving you recommendations 
on your face and based on all of that, that would be cool 

Personalised 

recommend

ations 
11 

But what would be cool is to like just scan your face and then 

just get a recommendation that based off your colour skin and 

your facial shape and the colour of your hair and eyebrows and 

eyes, this what should what you should try off maybe. 

Wish for 
personalisati

on 

5 

I don't know if it's a feature, but if you could actually pick 

maybe your eye colour, your complexion, maybe your 

undertone if you know it or if maybe the app can help you find 
your undertone. I don't know if that's possible, but that would 

mean that it would suggest things that would compliment me 

personally. 

Wish for 

personalisati

on 

11 

To have kind of a combination of different things that makes it 

feel a bit more personal and less out of space ish and not 

randomly put things on your face. I think that would be cool. If 

there are certain things that you normally don't do, I don't know 

it would be nice to get like a recommendation on what that 

would change 

suggestions 10 
something you would also have like the suggestions. What 

would fit that look, something like that. 

Pr
od

uc
t I

nf
or

m
at

io
n More 

detailed 

product 

information 

8 

If I would consider to purchase a new product I haven't tried 

before, then I think the brands like Sephora or some websites 
should have a little more information about how safe the 

product is and how good it is for, for example, sensitive skin 

because I know it is often that they have, if you have dry skin, 

you shouldn't use this or if you have oily skin then you 

shouldn't use this. But they don't have anything geared toward 

sensitive.  

picture of 
product 

2 
I would have liked to see the product more visibly, like a 
physical image of like the lipstick and the brand that it's from 
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picture of 
product 

2 
I think it would have been good to see the product more 
physically. 

W
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picture of 
product 

9 

If you are spending 200 kroner on a lipstick, then it has to be 

pretty, it has for sure. Ready? Yeah. It's not just a colour. In the 
app, it was just colours. I had no idea about the how, how the 

box looked or how it was wrapped. 

picture of 

product 
10 

Maybe the logos off the brands or the like a small picture of the 
actual product. Because people are influenced by brands and 

by the optic of some products. So either way, like if it's a big 

brand that's known, for example, M.A.C Would probably 

benefit. 

overview 7 

But in the same time it gave the information on top right away. 

It's real-time. You just click on something and you see the 

price, what it is called. I also like that and the product 

information and the availability to really great presented on 

top.  

overview 8 

I think that the different products and the information was 

enough, but maybe they should have written like in a more 
comprehensible way, so you don't have to read it all. Just like 

this is a matte product. This is a shimmer product, like just very 

basic description because you see the colour but you don't 

know what texture it's going to be.  

subtle 6 
You don't feel like they're bombarding you with some ads or 

like they're forcing you to buy their product immediately. 

brand name 5 

So I think being able to quickly decide, also based on the 
brand name, this is something you know, do they have values 

that you can align yourself with it. So I think that's very 

important for a lot of people, including myself. 
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app usage 11 
I don't use apps for that long normally. I don't like spending so 
much time on my phone generally. 

app usage 6 

 Not really. I just don't that many apps on my phone through 
which you could actually buy the products. I think it's also 

better to not install the app right away because then you're 

likely to buy even more and more, which is not something I 

would want to do. 
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confusing 2 

feel like it was kind of confusing with the different, like filters 
that you can choose. Um, in terms of like Ux, Ui, like knowing 

to click on something in order to see like these other options 

instead of just seeing the color, like the color is like 

immediately visible. Um, but I had to like poke around to see 

where I can like manipulate like the length of the eyelashes or 

like, um, where I want the content on my face or just like those 

little things. 

ease of use 5 

I think it has to be implemented in a way that it wouldn't need 

the consumer to do too much work because we kind of just 

want to click and then.. 

intuitive 10 it's pretty intuitive I'd say 

Tr
yi

ng
 M

ak
eu

p 

Why not 

online? 
11 

So I think this is something I would always want to physically 

try it out rather than just buying it online. 

Offline 6 

I would say it's kind of a mixture of online, offline, but I still 

prefer offline because I still prefer the idea of actually getting to 

see and to try the product before you actually pay for it. But if 
that's not the option then of course online. 

Offline 6 
I think I would still prefer to find it in real life to see if it really 

looks the same in real life. 

looks the 

same on 
real 

6 
I think I would still prefer to find it in real life to see if it really 
looks the same in real life. 

App trying 
on 

 
It feels like you're kind of in the store trying the products, in a 
sense. 

swatch 2 
because I feel like makeup is such a thing where you need to 
go and like swatch things and like try it on and see how it looks 

on you. 

offline 2 like go into the store and maybe try to look for the product. 

Offline 2 
probably like go to the store and try it out myself just because 

like makeup is so expensive 

in person 2 I just really need to like see it in person. 

offline 9 
I would always go down to a shop, try on a lipstick. I don't think 

I would be sitting at home and try on makeup. 

D
at

a 
Se

cu
rit

y Data 

security 
1 

keeps me away from these apps is the level of data security 

that is there right now. 
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Data 
security 

1 
I am scared that they are going to steal my face without my 
permission 
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Appendix 4: Images 

Image 1: Product Information in the Virtual Artist 

 

Image 2: False Eyelashes Naming in the Virtual Artist 
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Images 3 & 4: Predetermined Look 

     

Image 5: Current Display of the Drop-Down Menu 
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