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Abstract 
The present research aimed to examine possible impacts of mobile Augmented Reality (AR) 

marketing on marketing outcomes like a change in consumer behaviour, brand value and 

costumer retention. For this purpose the relation between AR-related variables like the 

feeling of excitement or enjoyment and variables like a change in perception, commitment 

and satisfaction have been tested. Furthermore, the present study examined further outcomes 

like word-of-mouth and lower price sensitivity. Considering already existing literature, AR-

marketing has been classified as part of experience marketing, which addresses to customers’ 

demand for excitement and entertainment and leads to possible outcomes like a change in 

consumer behaviour, brand value and customer retention. Accordingly, the present research 

tested the hypothesises of a positive relation of AR-marketing to the mentioned outcomes 

 

Since AR marketing displays a relatively new, less researched marketing vehicle and 

moreover predominantly qualitative research has been conducted until now, a quantitative, 

deductive research approach has been chosen. The following results based on overall 76 

completed questionnaires, which have been conducted in a cross-sectional approach during 

10 days. 

 

Eventually, a positive impact of AR-marketing on a change in consumer behaviour, brand 

value and customer retention has been verified. Nevertheless, an expressive impact on lower 

price sensitivity could not be detected. Beside, AR-marketing had a stronger influence on the 

first purchase than on possible repurchase decisions. Accordingly, AR-marketing apparently 

was more effective in the pre-purchase stage during the buying process. Furthermore, it has 

been tested that AR-marketing had a relatively strong influence on commitment and 

satisfaction. Since respondents loved the interactive, new form of AR-marketing, it also 

especially could change the perception of the advertised product. Therefore, AR has been 

recommended as future marketing tool for especially low-involvement products in order to 

encourage customers to purchase and break away from competitors. 

 

 

Keywords: Augmented Reality, Experience Marketing, Consumer Behaviour, Brand Value, 

Customer Retention, Smartphone-app 
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1. Introduction 
1.1 Background and Currency of Research Topic 

As marketers continuously try to meet customers’ demand for more experiential attraction 

instead of traditional marketing incentives, experiential Augmented Reality (AR) has become 

more and more interesting as marketing vehicle over the last years. Since customers viewed 

functional features, benefits and product quality as given (Schmitt, 1999), marketers interest 

lied in finding new forms of marketing to go beyond the as standard accepted features. 

Augmented Reality technology overlays the surrounding real world with artificial 

information and images and actually had its origin in military and medical use. However, 

companies discovered this as new and interactive marketing tool and started to change their 

perception of AR as a nice, but less useful gimmick to AR as a valuable vehicle (Sakr, 2011; 

McNeal, 2013; Handley, 2013; Woods, 2009). Since the research area of AR-marketing is 

still new and less researched, the present study examined a possible impact of AR-marketing 

on marketing outcomes like consumer behaviour, brand value and customer retention.  

 

In a quantitative, cross-sectional research AR-marketing has been tested as dependent 

variable on outcomes like purchase and repurchase behaviour, a change in product and 

company perception and an increase of commitment and satisfaction. These furthermore have 

been taken as indicating variables for the examination of a possible positive influence of AR-

marketing on the hypothesized outcomes of a change in consumer behaviour, brand value and 

customer retention. Nevertheless, it has to be considered that herewith only some of the 

involving variables related to these outcomes have been tested. Due to the fact that not all 

variables could have been tested and a little basis for judging the relative importance among 

them has been existent, the named variables have been taken as indicating variables in order 

to test a general positive relation between AR-marketing and consumer behaviour, brand 

value and customer retention. Since the target group of smartphone users was not determined 

to any mediating variables like age or ethnographical groups, a wide range of different 

participants has been included. 

 

First, the key concept of experience marketing as stimulating, bonding concept (Holbrook 

and Hirschman, 1982; Pine and Gilmore, 1999 & 2004; Schmitt, 1999) has been applied to 

AR-marketing and finally tested. Hereby also stated outcomes like word-of-mouth and lower 

price sensitivity has been examined. Second, since customers have to be affected cognitively 
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and emotionally in order to change motivations, attitudes and buying behaviour (Herabadi, 

Verplanken & van Koppenberg, 2009; Piron, 1991; Higgins, 2006), the present study 

examined in how far AR-marketing positively influenced customers’ purchase and 

repurchase behaviour. Third, considering, that companies primarily promoted AR as device 

for brand extension (Edwards, 2013), a possible impact of AR-marketing on brand awareness 

and brand loyalty in order to add value to the product and company have been observed. 

Finally, in fact the likelihood that satisfied and committed customers would stay, is 300% 

higher than the likelihood that unsatisfied customers would be loyal to one product or 

company (Raab, 2008). Therefore, the present research tested an impact of AR-marketing on 

satisfaction and commitment, which finally led to the conclusion of a positive influence on 

customer retention.  

 

Eventually, the present study tested a general influence of AR-marketing on customers with a 

particular focus on marketing outcomes like consumer behaviour, brand value and customer 

retention. Since AR-marketing displays a new and interactive form of marketing, the present 

research demonstrated not only a basis for further information and research concerning AR-

marketing for students and academics, but also discussed the effectiveness of this kind of 

marketing vehicle for marketers. 

1.2 Research Purpose 

The purpose of this survey study is to examine the relation between the independent variable 

AR-marketing and the dependent variables customer behaviour, customer retention and the 

perception of brand value. In this context also possible effects like word-of-mouth and lower 

price sensitivity have been tested. Since only less quantitative research has been conducted 

already, the present study was hoped to reduce the lack of missing quantitative data 

concerning AR-marketing. In order to examine the relation between AR-marketing and the 

named outcomes, first of all the research question has been pursued, if the involving 

character of AR as a part of customer experience marketing was a significant, influencing 

factor in the customers’ buying process. Therefore, also reasons for liking or disliking AR 

have been questioned. 

1.3 Scope and Limitations 

The study focused essentially on the effects of AR-marketing on particular marketing 

outcomes like consumer behaviour, brand value and customer retention. Thus, the 
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dissertation examined AR-marketing in relation to already established models and theories of 

the named marketing effects. Participant has been chosen in a snowball-sampling, appointing 

multipliers in marketing related institutions and in the researcher’s peer group. Nevertheless, 

limitations of the study occurred in the sampling method itself. Since a convenience 

snowball-sampling method has been chosen, the present study only shows the results of the 

sampling size and therefore could not be generalized to a broader population (Bryman, 2008). 

Furthermore, in order to give respondents an idea of what AR-marketing actually was, a 

video of an AR-advertisement of the car VW Beetle has been shown. Since participants based 

partially their evaluation on the shown car-ad as high-involvement product, the influence of 

this fact on the responses and results should be considered. Moreover, the choice of a 

questionnaire for the quantitative data collection displayed a further limitation. Although a 

survey allows an easy comparison of data in a highly economical way (Saunders, et al., 

2012), it must be considered, that it is not that wide-ranging as other research strategies. 

Consequently, only limited numbers of questions can be asked in order not to overwork the 

respondent’s patience and goodwill (Saunders, et al., 2012). Besides, the distribution via 

internet facilitated incomplete responses or a lack of quality of open-end responds. Hence, 

only 76 completed questionnaire out of 98 could have taken into account.  

1.4 Dissertation Structure 

In order to display the effects of AR-marketing, the present study has been structured as 

followed. The chapter “Literature Review” examined theoretical backgrounds of experience 

marketing, AR and the tested outcomes of consumer behaviour, brand value and customer 

retention. Accordingly, in the chapter “Research Methodology” research questions, 

hypothesises and appropriate methodology have been displayed. Furthermore, the chapter 

“Data Findings and Analysis” exposed all relevant findings originating from the conducted 

survey and analysed these in context of the literature. Eventually, based on this, final 

conclusions and further recommendation have been drawn. The chapter “Self Reflection on 

Own Learning and Performance” finally discussed the author’s learning outcomes out of her 

master studies and the final dissertation writing process.  
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2. Literature Review 
2.1 Introduction 

According to Creswell (2009) the literature review has the general purpose of giving the 

reader an overview what already had been researched and moreover, relating the own study, 

ascribing to a larger on-going dialog in the literature. Based on this overview it also shall 

expose gaps in the existing research and herewith emphasise the importance of the own study 

within the particular area of research (Jupp, 2006). Since the literature review is a selective 

process, which only identifies and analysis the findings relevant to the proposed research, it 

also shows the author’s apprehension of previous research and development of relevant 

topics within the academic discussion (Hart, 1998). 

  
Therefore, the following chapter gives an overview, which research already exists on 

Augmented Reality (AR). Since the effects of AR as marketing vehicle are going to be 

examined, also marketing concepts and outcomes like consumer behaviour, brand value and 

customer retention in context of experience marketing will be reviewed and analysed. 

According to this analysis, gaps within the existing research will be revealed and it will be 

shown in how far the presented study benefits already existing research. 

2.2 Context 

2.2.1 Augmented Reality: Current Issue in Marketing 

Due to the fact that smartphones are becoming more popular, they display a profitable device 

for virtual marketing campaigns. According to Nielsen, almost half of all US mobile 

subscribers now own a smartphone (2012). Almost the same data exists in Europe. For 

example in the UK also over 50% of mobile phone users are smartphone users (Singer, 

2012). According to market-researcher Juniper-Research “2.5 billion AR apps will be 

downloaded on smartphones or tablet per annum by 2017” (Bodhani, 2013). Consequently 

due to the growing usage of smartphones and mobile applications, AR marketing moved into 

the focus of marketers’ interest and evolved as a current topic in practitioners’ 

communication strategies. Therefore, companies like Starbucks, Lego or Tesco already used 

AR for their marketing campaigns. The dispersion of age of smartphone owners was for the 

year 2012 as followed: 6.4% of smartphone owners were under 18 years old, 17,4% were 18-

24 years old, 27.2 were 25-34 years old, 21.5% were 35-44 years old and finally 26.5% of 
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smartphone owners were over 44 years old (GO-Gulf.com, 2012). Consequently, the majority 

of smartphone user was between 25 and 34 years old.  

AR “aims to supplement information in layers on top of an actual image” (Sangani, 2013, p. 

52) and thereby add digital information to the real environment. Herewith it relates to a omni-

channel approach (Bodhani, 2013) and enables marketers to engage the customer in a 

multidimensional experience. Therefore, AR combines virtual and real sensory impressions. 

Users and potential future customers can benefit from this new technique in two possible 

ways. Holding their smartphone against the particular location, customers firstly can get 

further information concerning the location (GPS-based AR) and secondly additional 

information concerning products or other images in the real world due to former programmed 

markers (marker-base AR) (Bodhani, 2013). In order to differentiate AR from other virtual 

vehicles, Milgram et al. regiment it into the system of Reality-Virtuality Continuum (1994). 

In this continuum a mixed reality describes the range between real environment and virtual 

environment. Augmented Reality is disposed near the real environment since only small parts 

of virtual information will be added and embedded into the real environment. Herewith 

enhances AR a user's perception of and interaction with the real world (Azuma, 1997). 

Eventually, public awareness and a wider interest amongst brands will be generated (Juniper 

Research, 2011).  

 

Already in 2009 the technology writer Steven Vaughan-Nichols predicted the increasing 

importance of AR in entertainment and marketing and emphasised the growing availability of 

AR enabling components during the next several years. According to ABI Research the “total 

market for augmented reality is expected to hit $350 million in 2014, up from about $6 

million in 2008“ (King, 2009). Furthermore the Juniper-Research study projected that AR 

capabilities already will amount to $300 million in revenues this year 2013 (Bodhani, 2013). 

Especially the financial potential concerning revenue and return on investment combined 

with the possibility to engage the customer on a new level are apparently reasons for the 

growing interest in AR as marketing tool by practitioners. Examples for the recent execution 

of AR in marketing is its integration in the current marketing campaign for the new Bon Jovi 

album and tour 2013. According to Bon Jovi Management's member Anthony Piedmont "AR 

allows you to create that interactive connection along with an infinite amount of content 

ideas“ and therefore, makes AR „an effective marketing tool“ (Waddell, 2013, p.14-15). 
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2.2.2 Augmented Reality: Recent Research 

Until now there exists less research on Augmented Reality (AR) as marketing vehicle. One of 

the reasons is definitely the only just arising interest in AR as marketing tool in the last years. 

Several researches dealt with AR and its consequent user experience with either using a 

limited environmental setting like shopping centres (Olsson, et al. 2013) or using a limited 

age group below 30 years (Bulearca & Tamarjan, 2010). Furthermore, mostly a qualitative 

approach in terms of focus groups was used to examine effects of AR (Bulearca and 

Tamarjan, 2010; Olsson, et al. 2013). A more detailed focus on the two mentioned studies has 

been set in the following. 

 

Olsson et al. conducted in 2009 contextual interviews in a Finish shopping centre with the 

objective of understanding user’s expectations of AR services and displaying user-orientated 

requirements, which would affect their experiences. According to the researcher the study set 

place in a state of AR when just the “first publicly available [...] applications were still in 

their infancy“ (Olsson et al., 2009, p. 290). Their interviewees were separated in different 

setting of single and group interviews. Finally, they searched out that user’s expectations lie 

in great need of additional information about products, instructions and possible social 

interaction. They also named hedonic requirements like inspiration, surprise and playfulness 

regarding the experiential component of AR. 

 

Similarly, expanding the research of AR-experience expectations, 2010 Bulearca and 

Tamarjan examined the leading role of AR on a perceived value, its influence in enjoyment 

levels and equally, its affects on brand attitudes. They conducted their research among four 

focus groups, separated into male and female research units because they suspected a 

falsifying influence by male on female participants due to their estimated higher affinity 

towards technology. Their sample included English and international university students in 

the age from 18 until 30 years. Finally, they studied AR in the context of the UK Prescription 

Glasses retailer “Glasses Direct”. Consequently, the researchers found out that on the one 

hand participants enjoyed the additional support via AR and felt a sense of trust in order to 

connect this to a positive brand attitude. But on the other hand the lack of haptic experience 

has been criticised. Eventually, the researcher stated that their own thoughts and opinion 

could be a drawback during their interviews. 
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Although during the last years AR more and more aroused great interest of marketers’ current 

strategic marketing considerations, less research has been conducted until this date. 

Moreover, a dominant focus seems to be laid on the research in context of qualitative 

methods like focus groups or contextual interviews. Therefore, the gap of an examination of 

effects of AR as marketing vehicle on a quantitative basis resulted in the following study. 

2.3 Customer Experience Marketing 

2.3.1 Characteristics 

Experience marketing has caught the interest of many practitioners and academics for now 

more than thirty years since Holbrook and Hirschman 1982 first introduced the idea of an 

experiential factor in consumer behaviour, emphasising hedonic dimensions like feeling, 

fantasia and fun. During the last three decades detailed definitions of customer experience 

has been emerged. The authors Gentile et al. defined experience marketing as followed: 

“Experience originates from a set of interactions between a customer and a product, 

a company, or part of its organization, which provoke a reaction. This experience is 

strictly personal and implies the customer’s involvement at different levels (rational, 

emotional, sensorial, physical, and spiritual)” (Luigi et al., 2012).  

 

Accordingly, Brakus, Schmitt and Zarantonello defined the interaction between customer and 

product, company or part of the organisation as brand-related stimuli (2009). In former 

publications Schmitt already emphasised the need of experience marketing to stimulate and 

emotionally affect the customer during the consumption experience (1999) in order to evoke 

an internal and behavioural consumer response (Brakus, Schmitt, Zarantonello, 2009). AR 

marketing falls into the category of sensory experience since it follows the “objective of 

creating [...] experiences, through sight, sound, touch“ (Schmitt, 1999, p.61), accompanied by 

affective component arousing strong emotions like joy or the feeling to be entertained. 

Furthermore, the authors Pine and Gilmore emphasised these stimuli as memorable events 

that encourage the customer to buy (2004, Trade in ads for experiences) 

2.3.2 Outcomes 

According to Schmitt the “ultimate goal of experiential marketing is to create holistic 

experiences that integrate individual experiences into a holistic Gestalt“ (Schmitt, 1999, 

p.53).  He narrows the purpose of marketing to only one fact. Accordingly, the purpose of 

marketing is creating a valuable customer experience (Schmitt, 1999).  
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Also Pine and Gilmore agreed on the view of experiences as important and necessary answer 

to the current development of growing customer expectations during the buying process 

(1999). Furthermore, they proposed the concept of dividing an experience into four broad 

categories depending on the degree of active participation of the customer within the 

experience and the relationship that connects the customer with the experience (1998). Due to 

their background as practitioners and founders of the consulting firm Strategic Horizons LLP 

their concepts are based on industry related issues focusing financial key outcomes like 

turnover and return on investment (2004, 'Trade in ads for experiences'). Accordingly, only 

due to a great experience, customers will be willing to pay higher prices (2004, Experience is 

marketing') and this allows companies to differentiate into premium price sectors (1998). 

Consequently, a gap in current research is the examination of effects of AR focusing on the 

willingness of customer to pay higher prices due to the overall experience that they receive.   

 

Researchers agreed on the importance of experiential marketing as a competitive advantage 

(Schmitt, 1999; Luigi et al., 2012). Therefore, “Managers should consider customer 

experience as an important strategic objective” (Maklan and Klaus, 2011, p.786). 

Furthermore, aims of this marketing strategy are on the one hand to affect past-directed 

satisfaction and on the other hand to maintain future-directed customer loyalty (Brakus, 

Schmitt, Zarantonello, 2009). Research showed that a positive experience encourages 

important marketing outcomes like customer loyalty, word-of-mouth, satisfaction and 

customer retention (Garg, Rahman & Kumar, 2010; Klaus & Maklan, 2013). Moreover, 

Nasermoadeli, Choon Ling & Maghnati examined the connection between the different 

dimensions of customer experiences and a subsequent purchase intention. Among the three 

dimensions of sensory, emotional and social experience, proposed by Schmitt, only 

emotional and social experiences are positive related to purchase intentions (Nasermoadeli et 

al., 2013). A limitation of their study is that the researcher only surveyed Malaysian business 

students in the private university. Despite of the lack of a representative results the study 

showed the influence of customer experience on the actual purchase intention, especially 

when the customer is actively involved. In the following study it will also be examined, if the 

AR as a marketing tool encourages purchase intention. 
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2.4 Consumer Behaviour  

2.4.1 Buying Process 

In order to elaborate how customers change their behaviour and go from purchase intention 

to purchase decision to the actual purchase, internal processes must be considered during this 

process. According to consumer behaviour literature the customer receives a stimuli, 

processes these and finally gives a response regarding to the received stimuli (Solomon, 

2006).  

 

As already mentioned customers feel positively engaged when experiences address them on 

an affective or cognitive level in order to make the experience more memorable. Brakus et al. 

took up the findings of experiences as stimuli and put them into a causal connection. 

Therefore, according to them, brand experience seems to be a stronger predictor of buying 

behaviour because if “a brand stimulates the sense, makes the person feel good, and engages 

the mind and body, a stimulation-seeking organism may strive to receive such stimulation 

again“ (2009, p. 65). The foundation of this conclusion is the fact that people seek for a 

variation of stimuli (Cacioppo & Petty 1982; McAllister and Pessemier, 1982) in order to 

enjoy pleasure and prevent pain, satiation and boredom (Freud, 1920; Hoyer & MacInnis, 

2010). Consequently, experience marketing seeks to set affective stimuli in order to facilitate 

the product evaluation and encourage a positive buying decision. Moreover, consumer 

behaviour literature also emphasised cognitive stimuli that affect the buying decision (Engel, 

Blackwell & Miniard, 1995; Hoyer and McInnis, 2010).  

 

Accordingly, Cacioppo and Petty elaborated in their studies the Elaboration-Likelihood-

Model (ELM) that should define and clarify how customers perceive and process information 

given via marketing communication elements. They viewed customers as evaluators of 

information as well as affective deciders dealing with persuasive appeals. Depending on the 

level of elaboration of information, the customer on the one hand will be more influenced by 

arguments and content, which is called by Cacioppo and Petty the “Central Route” of 

persuasion. On the other hand recipients who are more influenced by emotional appeals, will 

follow the “Peripheral Route” (Cacioppo & Petty, 1984). Nevertheless, it has to be 

considered that the two routes are not “two mutually exclusive and exhaustive “types” of 

message processing” (Cacioppo & Petty, 1984, p. 673). Applied on marketing via AR the 

persuasion could be created in two possible ways. First, if the AR ad offers additional 
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information towards the product, the customer will think about the arguments and generate a 

cognitive response (Central Route). Second, if the AR ad aims only to create an experience 

for the customer, he or she will not feel motivated to think about arguments deeply 

(Peripheral Route) and probably will show a higher tendency to response affectively. 

Achieving the stimulus does not lead certainly to an active response for example like direct 

purchase, but it can have an influence on later decisions and behaviour (Solomon, 2006).  

2.4.2 Hedonic Motivation and Change of Attitude 

Consumers increasingly seek for value creation not only by the product itself, but also by the 

shopping process in general. One approach in order to create and add value during the buying 

process is to focus on the peripheral route of persuasion and to hereby appeal consumers’ 

hedonic needs. Instead of generating mostly cognitive product-evaluations, hedonic motives 

are the quest of anticipated sensory stimuli and experiential aspects of consumption (Loudon 

& Bitta, 1993).  

 

Higgins saw hedonic experiences as motivational force during the buying process, which 

fortifies as much as the customer will be engaged (2006). Therefore, a creation of hedonic 

motivations is one possibility to add value to products and brands. Since hedonic 

consumption can appeal and furthermore activate customers’ needs for fantasy, fun and 

sensory stimulation (Loudon & Bitta, 1993). Accordingly, hedonic motives also have impact 

on impulsive buying due to the connection between high arousal feelings and hedonistic 

considerations during the buying process (Herabadi, Verplanken & van Knippenberg, 2009; 

Piron, 1991). It also has to be considered that customers with a higher tendency to impulse-

buying also felt more stimulated by positive feelings and hedonistic cues (Herabadi, 

Verplanken & van Knippenberg, 2009). That is the reason why Gültekin and Hacettepe 

suggested in their study as managerial implications, that managers should focus on elements 

like excitement and pleasure in order to address customers’ hedonic motives like adventure 

and gratification (2012). Although the researchers recommended in their study the focus on 

hedonic arousing motives only as in-store marketing vehicles, the recommendation also could 

be applied to a broader context beyond the actual point-of-purchase due to stated consumer 

behaviour theory. Therefore, this research focused among others on the aspect of engaging 

customers via excitement and affecting hereby their buying decision. 
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In order to affect buying decisions and evaluations of products and brands, existing attitudes 

must be changed, newly created or at least weakened in their perceived importance (Engel, 

Blackwell & Miniard, 1995). “An attitude is an overall evaluation that expresses how much 

we like or dislike an object, issue, person or action” (Hoyer & MacInnis, 2010, p. 122). 

Attitudes take a cognitive, affective and conative function, which helps customers to decide 

which product to buy. Brakus et al. underlined this point by arguing that a brand experience 

is not only a general evaluation of a brand, if the customer likes or does not like it. It provides 

rather particular brand-related stimuli in order to trigger “specific sensations, feelings, 

cognitions, and behavioral responses” and leads only at times into a change of attitudes 

towards the brand (Brakus et al, 2009, p. 53).  

 

One approach to change attitudes is to engage the customer affectively. This means that 

customers get emotionally connected to the product or brand and take this feeling of 

involvement as source of information in order to evaluate the product or brand (Hoyer & 

MacInnis, 2010). According to Cacioppo and Petty’s ELM the customer would tend to take 

the peripheral route of elaboration. Since AR is already assigned to the area of experience 

marketing, AR campaigns could support the active engagement of the customer and therefore 

encourage a change in attitudes. Hence, the following research examined the possibility, if 

AR could change customer’s attitudes and buying behaviour. Talking about AR as a 

marketing vehicle, which involves and engages customers and satisfies hedonic needs, 

Kazakeviciute and Banyte added to the existing consumer behaviour theory that, if 

consumers perceive hedonic value, they will be more willing to share verbal recommendation 

and loyalty (2012). According to this logic the following study also examined the impact of 

AR ads on word of mouth and a change in consumer behaviour regarding product evaluation, 

buying decision and commitment.  

2.5 Brand Value  

2.5.1 Characteristics 

Hollis (2008, p.13) defines the term brand as followed:  

“A brand consists of a set of enduring and shared perception in the minds of 

consumers. The stronger, more coherent and motivating those perceptions are, the 

more likely the will be to influence purchase decisions and add value to a business”  
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Accordingly, the economist David Aaker defined brand value as set of "assets (and liabilities) 

linked to a brand’s name and symbol" (Aaker, 1996, p. 7). Based on this definition theorists 

saw the brand as the externally perceived ID of a company. Furthermore, Aaker proposed a 

subdivision of brand value into five dimensions, which support the holistic goal of adding 

and increasing value to brands. The five dimensions include brand loyalty, brand awareness, 

perceived quality, brand association in addition to perceived quality and other proprietary 

brand assets like patents or trademarks (Aaker, 1991). Many following research paper 

referred to and based their studies on Aaker’s definition of brand value (Girard, Anitsal & 

Anitsal, 2013; Parsa et al, 2013). Nevertheless, it has to be considered that not only exterior 

conditions for example like advertisement or product display, but more importantly interior 

settings like product appearance and pricing determine an increase and strengthening of 

brand value (Aaker, 1991). Since AR as communicative marketing vehicle steps in during the 

pre-purchase stage and tempts positively to impact the recipient’s buying decision, AR only 

takes a single part in the holistic goal to increase brand value. However, impacts of AR on the 

perceived brand value have been tested in the following research. 

 

Talking about Aaker’s five dimensions of brand value, the following research only focused 

on the first two divisions brand loyalty and brand awareness in context of an AR marketing 

campaign. Although perceived quality and brand association can enhance the fact of 

consumer’s satisfaction (Aaker, 1991), the extent of this research paper did not intend a 

deeper study of the last three dimensions and suggested further research in this area later on. 

Since brand loyalty likewise has been displayed in a more general elaboration of customer 

loyalty later in this literature review, a short overview of brand awareness has been given. 

According to Keller brand awareness describes “the likelihood that a brand will come to 

mind in different situations and the ease with which it does so given different types of cues” 

(2008). Brand awareness benefits brand value by setting an anchor to which other 

associations can be attached, encouraging the feeling of familiarization and the positive 

connection between brand and company (Aaker, 1991). 

 

Furthermore, Schmitt enhanced Aaker’s and Keller’s view of brand value insofar that he 

viewed a brand as a source of sensory, affective, and cognitive associations, which then end 

in memorable and rewarding brand experiences (1999). From his point of view excitement 

motivates customers and add value to the product (1999). According to this, Madden 
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emphasized that for „marketers, augmented reality is a way of adding value to brands by 

adding value to customers' experience of reality“ (2013).  

2.5.2 Outcomes 

The outcomes of brand value can be examined in two ways. On the one hand hardly 

measurable outcomes are perceived brand awareness, image and quality. On the other hand, 

the financial outputs of an increasing brand value exemplify more measurable outcomes. 

According to Kapferer, brand value is the ability of brands to deliver profit (2008). 

Consequently no profit will be made without a purchase intention and buying decision from 

the customer. Following Aaker’s focus on intangible outcomes, this study focused on the 

relationship between purchase intention and AR, and consequently, addressed this gap in 

relation to AR and an increased brand value. Hence, it focused on the possible strengthening 

force of AR, which influenced purchase decisions. Herewith it interacted with the above-

mentioned goal to facilitate purchase intentions.  

 
The positive outcomes of a positive brand value are among others sales growth and the 

possibility to command a price premium over competition (Aaker, 1996). Further research 

underlined that brand value and the customers’ knowledge about the product has a 

meaningful impact on costumer acquisition, retention and profitability (Stahl, 2012), since it 

helps the customer to process and evaluate product information faster and therewith 

facilitates the learning process of a customer. Likewise, further research estimated 

behavioural loyalty and an attitudinal attachment to the brand as customer’s resonance of an 

established brand value (Keller, 2008; Mohammad, 2012). Since a strong brand value leads 

to a change in the buying evaluation and a greater loyalty toward the brand and company, it 

also displays a possibility to achieve a competitive advantage. Therefore, the further literature 

review also focused on the effects of AR concerning customers’ retention, which indicates a 

strong brand loyalty and satisfaction. 

2.6. Customer Retention 

2.6.1 Customer Satisfaction  

In order to bond customers to own products and brands and add perceived value, companies 

have to engage customers on the one hand and set affective as well as cognitive stimuli 

during the entire buying process on the other hand. If companies succeed in implementing 

these factors in their marketing and sales strategies, the likelihood is high that customers will 
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stay. Two leading elements to retain customers are customers’ loyalty to the brand and 

company and their satisfaction with tangible and intangible features. Therefore, the following 

chapter of customer retention focused on these two facts of customer retention and the 

possible impact of AR marketing campaigns.   

 

Oliver defined satisfaction as a “fulfilment response […] [which] is a judgement that a 

product or service feature […] provides […] a pleasurable level of consumption-related 

fulfillment” (1997, p. 13). Accordingly, the basis of satisfaction is that customers’ needs are 

met in the way they expected it. Satisfaction occurs at the end of a psychological process 

(Oliver, 1997). Consequently, the likelihood that satisfied customers would stay is 300% 

higher than unsatisfied customer (Raab, 2008). Therefore, Kotler states, the “key to customer 

retention is customer satisfaction” (1994, p. 20). Seeing customer satisfaction in context of 

an experiential marketing approach, satisfaction primal occurs in the stage of post-purchase, 

when customers start to recapitulate and evaluate the buying process and their buying 

decision. Bennett et al. figured out that “customers with low levels of experience will rely 

more on external cues about the brand and less on internal cues such as satisfaction and 

involvement“ (2004) because the actual evaluation process, which finally leads in the best 

case to satisfaction did not commence in this case. AR exposes a high level of experience for 

the customer and consequently the customers will be influenced by their satisfaction. 

According to this, Alshurideh et al. research showed that “as long as customer satisfaction 

increases, customer retention increases” (2012, p.75). Therefore, customer satisfaction is a 

major factor, which leads to retention (Alshurideh et al., 2012). 

2.6.2 Customer Loyalty  

According to Hoyer and MacInnis “Brand loyalty occurs when consumers make a conscious 

evaluation that a brand or service satisfied their need to a greater extent than others do and 

decide to buy the same brand repeatedly for that reason” (2010, p. 258). Therefore, the 

assumption occurs that customer loyalty arises when customers feel satisfied with products, 

brands and companies. In the study from Helgesen, the author examined the relation between 

satisfaction and customer loyalty and moreover, if loyal customers obtain a higher 

profitability (2006). Since the survey included only 71 customers of Norwegian fish exporters 

and therefore lacks of a representative sample size, only a tendency could be estimated. 

Nevertheless, the study showed that as more satisfied customers are as more loyal they would 



!
!
!

18!

be. Furthermore, a positive effect of customer loyalty on profitability could be detected 

(Helgesen, 2006).  

 

Many researchers examined the relationship between satisfaction and loyalty. But obviously 

the views were split concerning the intensity of influence of satisfaction on loyalty. On the 

one hand, researchers as well agreed on the necessity of satisfaction in creating loyalty, but 

disagreed seeing satisfaction as universal translation into it. So, Oliver limited the 

significance of satisfaction in the case when loyalty is set through other mechanisms like 

social and personal impact (1999). On the other hand researchers saw satisfaction as the 

indispensable factor in order to increase customer loyalty. For example Yang and Peterson 

(2004) stated that satisfaction is a powerful predictor of customer loyalty and furthermore, 

that a perceived customer value significantly influenced customer satisfaction. Accordingly, 

Agrawal, Gaur and Narayanan proposed satisfaction as one of the keystones on the way to 

customer’s loyalty and centred it as linking-point within their developed conceptual model of 

customer loyalty (2012). Nevertheless, a positive relation between satisfaction and loyalty is 

evident and by current research substantiated. Since beside satisfaction also customers’ 

perceived value is part of the academic discussion (Yu-Jia, 2012), the already discussed 

chapters of brand value and customer satisfaction intertwine in order to increase customer 

loyalty.  

 

A positive outcome of a loyal behaviour from customers is the recommendation and spread 

of word-of mouth. Furthermore, this gives companies the possibility to set higher prices 

because satisfied and loyal consumers are less price sensitive than others (Helgesen, 2006). 

Finally this can lead to a competitive advantage as in “many industries, [customer loyalty] 

explain the differences in profitability among competitors” (Reichheld, 1993, p. 64). 

 

Furthermore, current research saw customer loyalty in context of relationship marketing. 

Hence, this means that only if customers can bond with the brand and company and feel 

satisfied, they are willing to show commitment and loyalty. According to Henning-Thurau 

and Klee a relationship between company and customer should grounded on both an 

emotional bond (affective aspect) and on the conviction that remaining in the relationship 

will yield higher net benefits than terminating it (cognitive aspect) (1997). AR approaches 

both aspects by encouraging the customer to interact (cognitive) and feel excited (affective) 
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in an optimal case. Moreover, researchers underlined the influential mediators of 

relationships towards commitment and loyalty (Morgan and Hunt, 1994; Sirdeshmukh et al., 

2002). In this context Halimi et al. figured out that „the increase in relationship satisfaction 

enhances the customers’ loyalty“ (2011, p.54). Therefore, it is important to find the right 

marketing vehicles in order to create a satisfactory relationship to the customer and 

strengthen hereby the commitment towards the company. Yu-Jia emphasised vice versa that 

loyalty and brand value have a mediating effect on customer involvement (2012). Also 

Rehman, Shareef and Ishaque (2012) found out on a secondary data analysis that a high level 

of commitment consequently leads to a high involvement.  According to their research they 

also figured out that future research should be conducted to collect primary data about the 

impact of involvement in relationship marketing. Therefore, the elements of satisfaction, 

perceived value and commitment lead to an increase of customer loyalty, but also can benefit 

the involvement of the customer. In consequence the impact of AR on customer satisfaction 

and possible further customer loyalty also has been addressed. 

2.7 Summary and Identified Gaps in the Literature 

Due to the increase of smartphone usage and matching apps, marketing via AR applications 

seems to become more interesting for marketers during the last several years. Herewith AR as 

marketing tool can be assigned to the context of experience marketing since customers will 

be actively engaged and a memorable, influential experience will be created. Positive 

outcomes of this could be among others a higher perceived brand value, increased 

commitment and finally the willingness to recommend the product or service to others. 

 

The major gap that this study was hoped to contribute to is the lack of research in the area of 

Augmented Reality (AR) as marketing vehicle. Although AR had been researched in the 

context of military use and medical aid, less research has been done in the field of marketing. 

One estimated reason could be the just arising consideration of this tool as possibility to 

engage the customer with a multichannel approach and benefit from positive outcomes like a 

higher perceived customer value and retention. Most of the existing studies concentrated on a 

qualitative approach in order to get a deeper insight of functional and emotional values 

perceived by customers (Bulearca and Tamarjan, 2010; Olsson, et al. 2013). The mentioned 

studies were limited either in the origin of interviewed participants or in the contextual 

surrounding. Furthermore, they concentrated on a particular age group in order to examine 

the effects of AR marketing on the customer. Both had to deal with the drawbacks of slipping 
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in own thoughts, considerations and interpretations by the researchers on the one hand and 

having bias within the interviewed groups due to group interview settings. Therefore, a gap 

of a more objective investigation via quantitative research in this study has been aimed in 

order to reduce findings to simple entities. 

 

Since AR is not deeply researched in context of marketing, outcomes, which are already 

known from the traditional marketing literature, will be studied. The first positive outcome 

that has been researched was a change in consumer behaviour and the effect on the buying 

process. The literature review showed that customers evaluate products and brands via 

cognitive and affective routes of persuasion, which can be influenced by stimuli. 

Accordingly, these stimuli can be created among others by the encouragement of the 

customer during the buying process. Attitudes help customers during this process. 

Researchers saw a possibility, in order to actively engage the customer, in satisfying hedonic 

needs like fantasy, fun and sensory stimulation and consequently positively influencing 

customers’ attitudes. That also met the results of Olsson et al., who studied the expected user 

experience of mobile augmented reality services in the environment of Finish shopping 

centres. Accordingly, participants expected a playful experience with elements of inspiration 

and surprise (Olsson et al., 2013). Therefore, Schmitt’s proposition seemed to be underpinned 

because he saw the main purpose of marketing in creating a valuable customer experience 

(1999). A possible goal of experience marketing is to influence customers during the buying 

process in order to change existing attitudes and buying decisions. Since the influence of AR 

as marketing tool on a change in consumer behaviour was not completely researched until 

yet, this study focused on this and the following has been hypothesized: 

Hypothesis 1:   AR is positively related to a change in consumer behaviour. 

 

Second, brand value displays the externally perceived ID of a company because it combines a 

set of components like brand awareness, perceived quality and brand loyalty. Furthermore, 

according to the literature sensory stimuli can impact an increase in perceived brand value. 

Therefore, a positive brand value facilitates an attitudinal attachment, encourages a 

behavioural loyalty towards the brand and finally could lead to a competitive advantage. 

Since the influence of AR as marketing tool on an increasing perceived brand value was not 

completely researched until yet, this study focused on this and the following has been 

hypothesized:  



!
!
!

21!

 Hypothesis 2:  AR is positively related to an increase in brand value. 

 

Finally, as already stated customer loyalty is one component for a competitive advantage 

within the market. The existing literature showed that satisfaction is one of the indispensable 

factors to create loyalty. Accordingly, when customers are satisfied mainly in the post-

purchase stage, they will decide to repeat the purchase and furthermore make 

recommendations to their peer groups. Although customer retention focusing on satisfaction 

and loyalty should be surveyed after the purchase, estimations of the impact of marketing 

aids in the pre-purchase stage could be made. Since the impact of AR as marketing tool on a 

customer retention was not completely researched until yet, this study focused on this and the 

following has been hypothesized: 

Hypothesis 3:   AR is positively related to customer retention. 
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3. Research Methodology 

3.1 Introduction 

Denscombe defined research methods as tools, which help to get a clear, accurate 

measurement of things and to gain facts and evidences about the subject (2007). Additionally, 

Bryman and Bell stated that business research and its methodology do not exist separated 

from social science (2007) but linkes “different viewpoints about the nature of social reality 

and how it should be examined” (Bryman, 2008, p. 4). Therefore, all layers of the 

methodology like strategy, approach and design intertwine with and are dependent on each 

other (Saunders, 2009). Hence, the following methodology chapter first defined the research 

design, which displayed a framework for the whole survey covering topics like research 

problem, objectives, research questions and the consequential hypothesises. Second, in order 

to give a general orientation of the conducted research, research philosophy, approach and 

strategy have been presented. Eventually, the choice of data and sampling design completed 

this chapter of methodology.  

3.2 Research Design 

3.2.1 Research Problem 

The growing usage of smartphones and apps during the last several years displayed a new 

platform for innovative and interactive marketing. In context of the umbrella term of 

experience marketing customers became an active part in the advertisement and according to 

the theory felt excited and encouraged to purchase. Due to the fact that AR-marketing 

supplements the real world with artificial information and herewith provides a new level of 

excitement, it can be named among experiential marketing tools. Since until now less 

research has been done in this relatively new field of marketing, the research problem 

emerged of testing possible effects of AR-marketing in a quantitative approach. Therefore, 

the testing and evaluation of possible positive relations between AR-ads and consumer 

behaviour, customer retention and the perception of brand value have been undertaken. 

3.2.2 Research Objective 

The purpose of this survey study was to examine the relation between the independent 

variable AR-marketing and the dependent variables customer behaviour, customer retention 

and the perception of brand value. The independent variable has been defined generally as 

influencing and causing factor (Creswell 1994), and the dependent variable as the “results of 
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the influence of the independent variable” (Creswell, 1994, p. 63). In order to compare these 

variables with each other, a deductive and quantitative approach has been chosen. 

Furthermore, intervening variables like gender and age has been considered and statistically 

controlled in this study. Furthermore, it has been asked for the evaluation of AR ads, the 

influence of AR on the buying decision and the overall perception of AR ads. Since the target 

sample covered every possible customer independent of gender, origin or cultural 

background, theoretically every human being could be included in the sampling frame. 

Nevertheless, due to the limitations of a small-scale study finally 76 respondents from 

different countries and age groups provided the basis for this research. Eventually, it was 

hoped to get an apprehension of the effectiveness of AR-marketing on influencing customers 

and furthermore to display the probability of an effective and successful marketing tool for 

future marketing campaigns. 

3.2.3 Research Questions 

In order to provide an overarching guideline from the secondary literature search over the 

data gathering process until the final analysis, research questions have been formulated 

(Bryman, 2008). Hence, research questions built the basis for the causal connection between 

already existing literature and following primary data analysis. The present research aimed at 

finding possible effects and influencing characteristics of AR-marketing on customers. 

Consequently, it asked for a possible impact of AR on customers’ brand perception and a 

consequent change in buying behaviour. Assigning AR-marketing to customer experience 

marketing, it also was hoped to examine the level of impact of the involving character of AR-

marketing on the mentioned marketing outcomes. Therefore, pursued research questions for 

the present study are as followed. Does AR-marketing have any influence on the consumer? 

Is the involving character of AR as a part of customer experience marketing a significant, 

influencing factor? Does AR-marketing have a positive influence on marketing outcomes like 

a change in consumer behaviour, the perception of brand value and customer retention? What 

are reasons for liking or dislike AR-marketing? Do secondary marketing outcomes like word-

of-mouth and lower price sensitivity due to AR-marketing occur? 

3.2.4 Research Hypothesis 

Emerging from the stated research questions, three main hypothesises of the present 

quantitative research, which focused on a possible positive relation between AR 

advertisement and brand value, customer retention and consumer behaviour, have been set 
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up. Additionally to the named hypothesises, the “null hypothesis” stated that there is no 

significant relationship between the variables (Creswell, 1994). Since AR has been claimed 

as causing, dependent variable and customer retention, behaviour and the perception of brand 

value could be possible effects out of it, the research approach herewith followed the cause 

and effect logic of quantitative research (Clark-Carter, 2009). 

 
First, marketing activities cause in the optimal case a change in consumer behaviour. 

Especially, attracting the peripheral persuasion road, while processing stimuli, AR probably 

influences customers’ purchase intentions and buying decisions. Therefore, the first 

hypothesis covered a possible relationship between AR and purchase intentions. 

 

Hypothesis 1:   AR is positively related to a change in consumer behaviour. 

 Null-Hypothesis 1: AR is not positively related to a change in consumer  

                                          behaviour. 

 

Second, according to the literature sensory stimuli like for example AR ads will create brand 

value. Therefore the second hypothesis has been stated as followed. 

 
 Hypothesis 2:   AR is positively related to an increase in brand value. 

 Null-Hypothesis 2: AR is not positively related to an increase in brand value. 

 
 
Finally, customers, who are involved in an experience, have a higher tendency to be satisfied 

and loyal towards the brand or company. Since customers’ satisfaction and loyalty are main 

components of long-term relationships between customers and company, the third hypothesis 

dealt with the aspect of customer retention. 

 
 Hypothesis 3:   AR is positively related to customer retention. 

 Null-Hypothesis 3: AR is not positively related to customer retention. 

 

3.3 Research Philosophy 

In order to set the research into an appropriate framework, the research philosophy has been 

clarified. Since values and personal assumptions have an important impact on the research 

and moreover underpin strategy and method (Saunders, 2009), the research philosophy 
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displays an important part of the research. Therefore, the research philosophy explains the 

development and nature of knowledge and is subdivided into two different categories: 

ontology and epistemology. First, the ontological factor describes the nature of reality. Here 

either an objective or subjective approach can be chosen. The subjective approach of research 

“views reality a being socially constructed” (Saunders, 2009, p. 111). This means that the 

nature of information is based on the perception and varying interpretations of the 

surrounding world by each individual human being and therefore dependent on social actors. 

Since in the following research AR has been surveyed as a reality that was separated from the 

individual interpretations of customers, an objective approach for this study has been chosen.  

Although perception and emotional attraction differ between different customers, the survey 

asked for more general influencing factors of AR-marketing and followed therefore an 

ontological objective approach of knowledge development. Furthermore, objectivism is 

associated most of the time with quantitative research methods (Crotty, 2003). Moreover, 

reality’s existent has been viewed as independent of a subject’s individual feelings, beliefs or 

knowledge about their existence, which indicated that the researcher remained distant 

towards that what has been researched (Creswell, 1994). Likewise, this research focused on a 

quantitative, objective approach in order to examine the effects of AR on customers buying 

behaviour and brand perception, assuming AR-marketing as independent of social actors. 

 

Second, the epistemological factor describes the researcher’s view of criteria, which 

constitute warranted knowledge in a field of study (Johnson and Duberley, 2000; Saunders, 

2009). Therefore, questions of sources, structure and limits of knowledge are considered in 

the epistemological reflection of research. The present research based on a realistic view 

since the researcher hoped to find relations of a causal processes in a given situation in order 

to explain regularities in these processes (Bryman and Buchanan, 2009). Hereby realism 

displays an interim state between positivism, where highly structured methods results in law-

like generalisations, and interpretivism, which focuses on the differences between human and 

their role as social actors. Accordingly, realism only differs in parts from the similar 

approach of positivism. Positivism focuses on the understanding of human interaction on the 

basis of cause and effect relationships rather than emphasising the meaning of individuals 

(Clark-Carter, 2009). Summarizing, the epistemological position of positivism is the view 

that human beings directly perceive the world as it is. Since the following study referred to an 
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observable social reality in order to find results that could be generalized (Saunders, 2009), 

the research touched on the positivistic approach of epistemology.  

 

Nevertheless, the research of AR as marketing vehicle indeed has been grounded on an 

understanding of cause and effect relationships, but also examined AR as images of “things 

in the real world […] [and] not the things directly” (Saunders, 2009, p. 115). This means that 

consumers perceive the holistic given world and not every part of it itself. Furthermore, it 

focused on the matter that our senses sometimes influence and deceive us. For example, if the 

real world is supplemented by further images in an AR-advertisement, the recipient perceives 

this illusion as real set of the existing world. Therefore, AR creates “sensations, which are 

representations of what is real” (Saunders, 2009, p. 115). Based on this definition the 

following survey referred to the epistemological approach of critical realism. Saunders 

subdivided critical realism into two steps. First, “there is the thing itself and the sensation it 

conveys” (2009, p. 115). This means in terms of this survey, that there was the real world and 

the sensation, which has been created by additional images via AR. Second, Saunders 

emphasised “there is the mental processing that goes on sometimes after that sensation meets 

our senses” (2009, p. 115). Since people are aware of the fact that new, unreal images are 

added to the perceived real world and consequently process and evaluate this addition, AR-

marketing has been more seen as multi-level and changeable sensation, which is not totally 

independent of individual interpretation and thus leads beyond the simple direct realism. 

Therefore, AR is also a result of social conditioning (Saunders, 2009) because the mental 

process cannot be understood without acknowledging individual and social factors, which are 

involved, when perceiving the AR-advertisement.  

 

In contrast, interpretivism emphasises the understanding of human behaviour instead of only 

explaining this behaviour (Bryman and Bell, 2007). Furthermore, in an interpretive research 

approach facts are examined, considering individual interpretations of human beings and 

their social roles in interaction with others (Saunders, 2009). Since AR-marketing has been 

surveyed with the goal to prove or disprove the given hypothesises and to find general 

statements regarding the effects of AR, which implemented the researcher as objective 

observer, critical realism displayed an appropriate research approach for the present survey. 
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3.4 Research Approach 

Additionally to the research philosophy, it had to be determined how theory and results will 

be processed. Accordingly, research can follow an inductive or deductive approach. 

Regarding to the inductive research, theory is the outcome of the research (Bryman and Bell, 

2007). Furthermore, the focus lies on the context in which events are taking place (Saunders, 

2009) and first the observation and finding process takes place, followed by the conception of 

theory. Therefore, qualitative research trails an inductive approach because first subjective 

observations are conducted and after that the theory regarding to this observations is filtered 

out. 

 

Since the present research focused on the examination of AR-marketing effects as general 

outcomes on an objective basis rather than developing a theory considering the influence of 

social interaction, the survey followed the process of deduction. First, the theory has been 

evaluated in terms of the literature review. Based on this, hypothesis have been concluded, 

primary data has been collected and finally the posed hypothesises were confirmed or 

rejected (Bryman and Bell, 2007). Accordingly, deductive research allowed the anticipation 

of phenomena, predicting their occurrence and the possibility to control them (Saunders et 

al., 2012, p.145). Consequently the effects of AR-marketing have been examined with special 

focus on a change of consumer behaviour, perception of brand value and customer retention 

as possible outcomes, which further on could be slightly generalized as phenomena and 

possibly used for further marketing campaigns. Herewith the deductive approach explained 

the relationship between the concept of AR-marketing and variables and further on falsified 

or verified these relationships. Consequently, regarding to the “hypothetico-deductive” 

approach (Clark-Carter, 2009), the theory became a framework for the entire study and 

placed it in a quantitative research (Creswell, 1994). 

 

Nevertheless, it has to be considered that critics contradict the approach of deduction because 

according to them deductive research has the tendency to ignore other alternative 

explanations of what influences the recipient. Therefore, the researcher determined in 

advance the choice of theory and definitions of hypothesises (Saunders, 2009, p. 126). Since 

already qualitative and inductive research in the area of AR as marketing vehicle has been 

conducted, the following research aimed at verifying or rejecting possible phenomena that 

can occur on a quantitative basis.  
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3.5 Research Strategy 

After the present research methodology has been classified in terms of philosophy and 

approach, the research strategy gives a general orientation to the conduct of business research 

(Bryman and Bell, 2007). Based on the chosen research design and approach it shows how 

the researcher plans to collect data. Since the research aimed at finding general relationships 

between AR-marketing and possible outcomes, data has been collected on a quantitative 

basis. In contrast, qualitative research “emphasizes words rather than quantification in the 

collection and analysis of data” (Bryman and Bell, 2007, p. 28) and aims at the generation of 

theory out of the data collection, considering the understanding of behaviour from a 

subjective point of view. In contrast to a qualitative approach of gathering data, quantitative 

research employs measurements and emphasises quantifications in the analysis (Bryman and 

Bell, 2007). Therefore, a quantitative research entailed the deductive approach to first display 

the theory in the field of AR and customer experience marketing and then testing it by getting 

new data out of the research. A quantitative data collection follows the mind-set that things 

are perceived in a holistic context mostly independent of social interaction because only 

general facts will be measured from an objective point of view instead of centring a deeper 

insight of individual social interactions. Hence, this underpined the presented research 

philosophy of critical realism. 

 

Furthermore, the purpose of the present research was to examine the relationship between 

AR-marketing and possible effects. Herewith it differed from two other possible purposes of 

research, namely exploration and description. An exploratory research familiarizes the 

researcher with a most of the time new subject and is suitable for more persistent phenomena 

(Babbie, 2007). It is used in order to explore a new research subject with the goal of getting a 

first idea of it and “test the feasibility of undertaking a more extensive study [later on] 

(Babbie, 2007, p. 88). Therefore, exploratory studies are conducted via focus groups or 

grounded theory. On the other hand, if a research subject is already studied, descriptive 

researchers observe and finally describe what they observed. They ask for answers like what, 

where, when and how (Babbie, 2007). However, since the following study pursued the 

objective of not only giving the fact of the impact of AR-marketing on possible outcomes, 

but also figuring out the reasons for that, an explanatory approach has been chosen. An 

explanatory purpose has been pursued because it “focuses on studying a situation or a 
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problem in order to explain the relationship between variables” (Saunders & Lewis, 2012, 

p.113). 

 

Moreover, choosing a quantitative and explanatory strategy to figure out possible effects of 

AR-marketing, a survey has been viewed as appropriate tool for the data collection. In 

contrast to other collection methods like experiment, case study or focus groups the survey 

allowed the measurement of attitudes and orientations of a population too large to observe 

directly (Babbie, 2007).  The study aimed at finding out and explaining outcomes of AR-

marketing based on a smaller width of respondents in order to standardise the outcomes. 

Therefore, a case study or focus groups were not suitable considering this aim. Moreover, the 

advantages of a survey like the economy of design and rapid turnaround in data collection 

(Creswell, 1994) were considered as appropriated due to the small time frame of the research. 

Furthermore, since the researcher was not involved in the data collection process, further 

influences by the researcher have been prevented and the objectivity has been retained. 

Consequently, methods like experiment or face-to-face interviews missed the purpose of the 

researcher’s objectivity. Eventually, an online-survey has been viewed as appropriate vehicle. 

3.6 Choice of Data Collection 

The choice of data collection implies the choice between a mono, mixed or multi-method. In 

case of using both a quantitative and qualitative data collection, a mixed method will be 

applied. Since the present research aimed at filling the lack of quantitative research in the 

area of AR as marketing vehicle, a mixed method data collection has not been used. 

Otherwise, a multi-method refers to a combination of different possibilities of data collection 

whereas either a quantitative or qualitative approach has to be chosen (Saunders, 2009). Since 

data only will be collected via surveys in order to test the theoretical outcomes of AR-

marketing, a multi-method has been rejected and consequently a mono method has been 

considered as appropriated for this research. The quantitative research was supposed to verify 

or falsify the proposed hypothesises and research questions regarding AR and its effects on 

consumer behaviour, brand value and customer retention.  

3.7 Sampling Design 

3.7.1 Sampling Frame 

Since appropriate philosophy, design and approach have been set up, the following shows 

how data has been collected and processed. The sampling frame displays a list of members of 
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the research population from which a sample will be drawn (Bryman and Bell, 2007). As AR-

marketing via smartphone addresses a wide range of target groups, the sampling frame has 

not be limited to a special age or ethnographical group. Hereby an exclusion of potential 

respondents has been avoided and a possible comparison between different age groups has 

been facilitated. Nevertheless, the sampling frame could be determined in so far that 

customers, who possibly could be targeted by AR-marketing, have been addressed. 

Theoretically all possible customers independent of origin, sex or cultural background 

belonged to the sampling frame. However, it has to be considered that due to the sampling 

technique of nonprobability sampling and the impossibility to reach every customer, the 

sampling frame has been determined to respondents, who easily were reachable for the 

researcher. This included mainly members of marketing clubs in Germany, friends and the 

forwarding of the questionnaire from friends and colleagues. According to Denscombe 

(2007) a good sampling frame should be relevant, complete, precise and up-to-date. Since the 

questionnaire covered a marketing topic and only addressed customers, the chosen sampling 

frame was relevant, precise and up-to-date. Though, it has to be mentioned that due to non-

probable sample of friends, colleagues and members of German marketing clubs not all 

possible and relevant recipients have been covered. Therefore, a limitation of this research 

lay in the incompletion of including all possible respondents. Nevertheless, as the used 

convenience sample included potential customers and target groups of AR-marketing, the 

study gave a general tendency of possible effects of this new marketing vehicle. 

3.7.2 Sampling Size 

In theory a large sample size ensures a higher accuracy of results and the better balance 

between the proportion in the sample and the proportion in the overall sampling frame 

(Denscombe, 2007). Due to factors like determination of the sampling and time frame, the 

following study have been classified as a small-scale research, which normally involves 

between 30 and 250 cases (Denscombe, 2007).  Accordingly, the sample size of the following 

study included 76 completed questionnaires and responses. 

3.7.3 Sampling Technique 

Since it was not possible for the researcher to give customers the equal chance of being 

“selected in relation to their proportion within the total population” (Denscombe, 2007, p. 

14), probability sampling in terms of random, systematic or stratified sampling has not been 

applied. Since a complete list of the population was not available, non-probability sampling 



!
!
!

31!

has been chosen as sampling method. Due to the fact that theoretically all customers were 

potential respondents and that it was consequently difficult to identify the appropriate 

participants, snowball-sampling as part of a convenience sample has been used as sampling 

technique, which also indicated an exclusion of quota sampling. The snowball-sampling 

involved only few people who furthermore became multiplier and asked further people to 

join the sample. Aim of the present survey was to find relationships between AR-marketing 

and possible marketing effects based on a broad sampling frame of customers, which 

demanded a quick gathering of a relatively big amount of responses to the survey. Therefore, 

the snowball-sampling offered not only the advantage of quickness, but also facilitated the 

spread of the survey due to the fact that the multipliers acted as reference for the researchers 

credibility (Dencombe, 2007). In order to minimize the tendency of a high heterogeneous 

respondents group due to the snowball-sampling, participants from different areas of interest 

were nominated as multipliers. On the one hand members of marketing clubs in Germany, 

who were familiar to issues in marketing, have been addressed. On the other hand, further 

respondents from different areas of interest apart from marketing were asked to participate in 

the survey. Consequently, these multipliers furthermore sent the survey to members of their 

occupational and social peer groups. Therefore, also a purposive sampling has been chosen 

because the researcher selected the respondents group under the judgment that these groups 

“will best be able to help answer the research question and meet the objectives” (Saunders 

and Lewis, 2012, p.138).  

3.7.4 Sampling Process 

The survey has been spread online. First, the online-survey has been created over the online 

survey services “www.SurveyMonkey.com”. On the one hand social media vehicles like 

“Facebook” served as tools to approach respondents. On the other hand emails has been sent 

out, including a hyperlink to the survey. In order to ensure reliability and validity first pilot 

testing has been conducted. During this stage of pilot testing the issue emerged that many 

respondent did not have any former experiences with AR-marketing and therefore had 

difficulties to answer the questions in the questionnaire. Accordingly, the gap of different 

states of knowledge has been overcome by giving one visual example of AR-marketing. 

Therefore, first a video of the VW Beetle ad “Juiced up” (VolkswagenCanada, 2011), which 

uses AR as new marketing tool, has been shown via “YouTube”. Afterwards respondents 

were asked to answer the survey based on the impression of the video. Eventually, 100 

potential respondents have been nominated as multiplier and have been ask to forward the 
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questionnaire to friends and colleagues. The survey was kept open for 10 days between the 

09th of July and the 19th of July 2013 and closed after no responses were received for two 

consecutive days. The survey received 98 responses: 76 respondents completed it and 22 only 

partially finished it. Due to the fact that 22 partially finished questionnaires mostly only filled 

in the demographic data, these 22 responses have been extracted from the actual sample size. 

During the period of data collection, online conducted surveys have been monitored on a 

daily basis.  

 

The online questionnaire was subdivided into five categories “Demographic Data”, “Former 

use of AR apps”, “Evaluation of AR ads”, “AR and the buying decision” and the “Perception 

of AR”. The category “Demographic Data” covered all intervening variables like gender, 

origin and age. Furthermore, “Former use of AR apps” determined how many participants 

have ever used an AR app before and showed the current pervasiveness of AR apps use 

among the respondents. Further questions concerning the kind of AR app use were set as 

contingency questions (Babbie, p. 253) because a respondent who did not ever used an AR 

app was automatically forwarded to the next section of “Evaluation of AR” omitting the part 

“Former use of AR apps”. Moreover, the section “Evaluation of AR ads” asked for an overall 

evaluation of the seen ad and aimed at finding out, if customers felt attracted by AR 

advertisement at all. In order to examine, if the shown AR ad attracted the recipients, 

respondents had to agree to one statement on a Likert scale between “Dislike it at all” and 

“Like it very much”. Furthermore, spontaneous, open questions asked for the main facts what 

respondents liked at most and at least about the ad. Despite of the risk of spontaneous 

questions of a low response rate (Brace, 2004), these open questions have been chosen in 

order to figure out the significance aspects within the AR app. In order to test a possible 

positive influence on consumer behaviour, part four “AR and the buying decision” asked for 

the impact on the buying decision and repurchase. Matrix questions of perceived satisfaction, 

excitement and possibly emerging commitment functioned as indicators for the hypothesised 

relation between the different variables and therefore led to an indirect measurement of the 

concept (Bryman, 2008). Furthermore, neutral answers like “Neither agree nor disagree” 

have been provided. The issue of including neutral options in the questionnaire displayed a 

controversial issue. On the one hand a neutral answer avoids the risk of forcing respondents 

to state opinions that they actually do not hold (Bryman, 2008). On the other hand it has to be 

considered that “many respondents who express a lack of opinion on a topic do in fact hold 
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an opinion” (Bryman, 2008, p. 244). Therefore, the neutral option often leads to the tendency 

to be selected out of laziness and missing will for considerations. Nevertheless, a neutral 

alternative has been retained in the present research in order to give participants the 

possibility to select this, when they did not want to be bothered to think about the particular 

issue, and more importantly to avoid a dissatisfaction and early withdrawal from the survey. 

Eventually, the last part of the questionnaire dealt with questions concerning the perception 

of AR in order to expose indicators for a possible increase in perceived brand value, impacts 

on consumer behaviour and customer retention. 

 

After collecting all completed questionnaires, data has been analysed with the aid of the 

statistical software IBM SPSS 21. Both categorical and numerical data has been gathered and 

regarding to the research questions in the chapter “Findings and Analysis” analysed.   

3.8 Time Horizon 

The choice of the duration of the survey affects the level of causation and generalization of 

research results (Babbie, 2007). Accordingly, the longer a survey can be conducted as higher 

the number of participants and the level of possible generalizations can be. A longitudinal 

research of AR-marketing would allow an observation over an extended period of time and 

therefore a higher possibility to predict outcomes of it. Accordingly, changes and 

developments of these outcomes could be surveyed (Saunders, 2009). Finally, these 

outcomes could be generalised and possibly controlled. Since the following study was 

constraint by a timeframe of 10 weeks and asked for only one answer per respondent during 

this time, it displayed a kind of “snapshot” of outcomes (Saunders, 2009) and has been 

conducted in a cross-sectional approach. Moreover, cross-sectional studies seek to describe 

the incidence of phenomena and explain how factors are related (Saunders, 2009). Since the 

survey aimed at the analysis of short-term examination of AR-marketing and a change of 

consumer behaviour, perceived brand value and customer retention, a cross-sectional study 

met the needs for the purpose of the present research. The “snapshot” of possible effects of 

AR-marketing could conduce further research on a longitudinal basis in order to corroborate 

the found results or to observe possible changes or developments in the perception of AR in a 

marketing context..  
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3.9 Time Allocation 

The working and survey period was limited to 10 weeks, which led to a cross-sectional 

research from June 2013 until August 2013. The following table shows the process of the 

research from first the search of secondary data in June 2013 until the finalization of the 

dissertation in August 2013. 

 
Activity  Start Date Finish Date  
Searching for secondary data 01. June 2013 25. June 2013 
Reading secondary data 15. June 2013 25. June 2013 
Writing draft of Literature Review 17. June 2013 25. June 2013 
Creating data collection instruments 25. June 2013 08. July 2013 
Administrating data collection instruments 09. July 2013 21. July 2013 
Writing draft of Methodology 09. July 2013 21. July 2013 
Processing and analysing primary data 22. July 2013 05. Aug 2013 
Finalization of missing drafts 06. Aug 2013 09. Aug 2013 
Revisions of drafts 10. Aug 2013 13. Aug 2013 
Completion and Printing 14. Aug 2013 15. Aug 2013 

Table 1: Time Allocation 

 

3.10 Ethical Implications 

Since in the present research people were asked about their feelings, perceptions and 

opinions, fundamental moral “standards and values which affirm their essential humanity“ 

(Oliver, 2010, p. 12) had to be considered. Accordingly, ethical issues concerned the privacy 

of those taking part and their anonymity (Saunders et al., 2009). Regarding to the European 

Commission’s Respect Project for socio-economic research, it must be ensured that 

participation in research is voluntary on the basis of informed consent (2004, 3. Avoidance of 

social and personal harm). Therefore, respondents have been informed completely about their 

participation rights of (1) omitting answering questions or (2) leaving altogether at any stage 

of the survey. Furthermore, they have been briefed that the data only would have been used 

for the present master thesis. Moreover, respondents were informed about the objective and 

topic of the survey in order to set a framework of transparency and quality of research 

(Economic and Social Research Council, 2012). Research participants should be protected 

“from undue intrusion, distress, indignity, physical discomfort, personal embarrassment or 

psychological or other harm” (European’s Commission Respect Project, 2004, 3. Avoidance 

of social and personal harm). Consequently, all online-responses were collected anonymously 

and without saving URL-addresses to the individual questionnaires.  
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4. Findings and Analysis 
4.1 Introduction 

In the previous chapters the novelty of the marketing tool Augmented Reality (AR) has been 

outlined. Furthermore, possible subsequent marketing outcomes like a change in consumer 

behaviour, a changed perception of brand value and customer retention, but also secondary 

outcomes like word-of-mouth (WOM) and a lower price sensitivity have been discussed. The 

following chapter aimed at displaying the results of the conducted survey and analysing these 

in context of the stated hypothesis, research questions and secondary literature. Accordingly, 

the present research focused on asking a general influence of AR-marketing on the 

customers’ buying process. As leading guideline a positive relation of AR-marketing to 

consumer behaviour, brand value and customer retention has been hypothesized. Since AR-

marketing acted as overarching term and could not be conceived as measurable variable, the 

feeling of excitement and the overall enjoyment of the shown AR-ad have been chosen as 

subcategories for the variable AR-marketing in order to test the hypothesis of its positive 

impact on the named marketing outcomes. In order to measure correlations between most of 

the variables, which have been ordinal, Spearman’s ρ has been chosen as measurement of 

strength of the relation between two variables (Bryman, 2008). Furthermore, all further 

relevant tables have been listed in the appendix. Concurrent to the literature review first 

demographic and smartphone related data has been displayed. Eventually, results concerning 

AR-marketing, consumer behaviour, brand value and finally customer retention has been 

outlined and analysed. 

4.2 Demographic Data 

In order to get an overview of the demographic dispersion and the general use of smartphone 

and AR-apps within the study, general factors like age, gender, origin and smartphone usage 

have been displayed in the following. Overall, 76 questionnaires have been answered 

completely, which also framed the sample size and displayed the basis of analysis. 

Respondents split up into 41 female and 35 male questionees. Accordingly, 54% women and 

46% men participated in the survey and displayed an almost equal dispersion of both genders 

in the evaluation of findings. 
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Gender 

 Frequency Percentage Valid Percentage Cumulative 

Percentage 

Valid 

Female 41 53,9 53,9 53,9 

Male 35 46,1 46,1 100,0 

Total 76 100,0 100,0  
Table 2: Dispersion of Gender 

 

According to the aggregation of smartphone using age groups within the population, which 

was already outlined in the literature review, the intervals of “under 17”, “between 18 and 

24”, “between 25 and 34”, “between 35 and 44” and “over 44” have been chosen. The 

highest percentage in the age intervals lay in the age group of “between 25 and 34” with 

49%, followed by the group of “between 18 and 24” with 41%.  

 
Figure 1: Dispersion of Age Groups 

 

The age groups of “ under 17” and “between 35 and 44” did not occur. Herewith the results 

met the literature, also resulting in a main age group of respondents between 25 and 34 years 

old (GO-Gulf.com, 2012). Nevertheless, it must be considered that the choice of a 

convenience, snowball-sampling technique influenced and could have determined the results 

into the age group between 18 and 34 years. Besides, most of the questionees came from 

Europe. Only 3% of respondents came from Asia and 1% from America (see Figure 2). 

Likewise, the choice of mostly European multipliers within the snowball-sampling could be 

estimated as leading factor to the shown dispersion. Nevertheless, since the present study did 
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not focus on origin as depending variable in the context of the effects of AR-marketing, this 

dispersion has been accepted as possible mediating variable, which however could be 

neglected in this case. 

 

 
Figure 2: Dispersion of Origin 

 

According to Nielsen and Singer (2012) 50% of mobile users were smartphone users. In the 

present survey in fact 87% of respondents owned a smartphone (see Table 2) and 24% of 

these smartphone owners have used an AR-app at least once already. The fact that only a 

quarter of the surveyed smartphone users already have used an AR-app could underpin the 

novelty of this kind of app. Nevertheless, it had to be considered that possibly a general 

disinterest in AR-apps could be the main reason for the low percentage. However, since still 

68% of all respondents stated that they would use an AR-app in the future independent of a 

former, already made experiences with AR, it could be assumed that the novelty of AR in a 

marketing context is a more significant reason instead of a possible disinterest for this kind of 

mobile device.  
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Owner of Smartphone 

 Frequency Percentage Valid Percentage Cumulative 

Percentage 

Valid 

No 10 13,2 13,2 13,2 

Yes 66 86,8 86,8 100,0 

Total 76 100,0 100,0  
Table 3: Dispersion of Owner of Smartphones 

 

Furthermore, it has been examined what kind of information already have been gathered via 

an AR-app and how often in average the respondents used this app. Most of the respondents 

used the app less than 5 times within the last year (see Figure 3) 

 

 
Figure 3: Frequency of AR-app use 

 
In order to expose a tendency of interest in particular information sources and the rank of 

advertisement during the use of AR-apps, respondents were asked for the kind of information 

they received via AR. Touristic information led with 25%, followed by current news, product 

price information and advertisement only was named in 13% of cases (see Figure 4).  
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Figure 4: Type of Information received via AR-app 

 

4.3 Augmented Reality in Context of Experience Marketing 

4.3.1 Characteristics of AR-marketing: Excitement and Enjoyment 

AR-marketing has been classified as part of customer experience marketing, which aims at 

affecting and stimulating the customer in order to rouse feelings like excitement and 

entertainment (Brakus, et al., 2009; Schmitt, 1999). In order to figure out, if respondents 

really felt affected by AR-ads and the experience around it, questions concerning the general 

opinion towards the shown AR-ad and possible feeling of excitement have been evaluated.  

 

First, the overall reaction towards AR in marketing campaigns is dominated by the 

acceptance of this kind of marketing tool. 76% (median: “Like it”) of all respondents liked or 

even liked it very much. Only 5% did not appreciated it at all (see Figure 5).  
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Figure 5: Overall Enjoyment of AR-advertisement 

Furthermore, in order to get a closer insight of what in particular was appreciated and 

evaluated as appealing, participants were invited to state in two open questions what they 

liked at most and what they disliked about the AR-ad. Especially noticeable is the 

appreciation of the uniqueness, originality and novelty of AR in this context. Respondents 

emphasized the unexpected “WOW-effect” during participating in the ad. Furthermore, the 

entertaining and interactive character of AR-marketing has been evaluated positively, which 

met the theory of B. Schmitt that the customer has to feel entertained and emotionally 

affected in order to make a positive buying decision (1999). As exposed by Holbrook and 

Hirschman (1982), respondents also enjoyed hedonic features like fun and the “play with 

your curiosity”. Also, positively mentioned has been the active role of the recipient who “is 

not forced to [participate]” though and the separation from conventional marketing tools. 

Finally, one respondent stated that AR-marketing is a good way to add more value to the 

brand. 

 

Although respondents appreciated the interactive, exciting character of AR-marketing, some 

participants evaluated it as too much invasive. Furthermore, the necessary effort to download 

the app and get involved in the ad was viewed as obstacle to use the app. Additionally, AR-

apps were considered as too time consuming to use them on a daily basis. While respondents 
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liked the uniqueness of AR-marketing, they also then criticized the exclusion because not 

everybody owned a smartphone. Eventually, one respondent stated that “it’s like becoming 

part of a fictional world which is creepy”, which met Azuma’s conclusion that the closeness 

of AR to the real environment enhances the interaction with the real world (1997). 

Accordingly, it has been examined, if respondents enjoyed the closeness of AR to the real 

world. Figure 6 shows the dispersion of agreement on this question. The median lay at the 

answer “agree” and overall 67% of all respondents “strongly agreed” or “agreed”, which 

indicated by tendency a real appreciation of the status of AR near the real world. 

 

 
Figure 6: Enjoyment of AR's Closeness to Reality 

 

Since in theory experience marketing benefits from the involvement and excitement during 

the execution of these kinds of marketing tools, the survey focused on the questions, if 

customers felt excited and involved when participating in an AR-ad. 72% of all respondents 

“strongly agreed” or “agreed” to the statement (median: “agree”) that they felt excited about 

the shown AR-ad (see Figure 7). Moreover, 62% (median: “agree”) of respondents agreed to 

the fact that they felt involved by AR-marketing (see Figure 8). Apparently, the entertaining 

character of AR-advertisement dominated the experience in comparison to the feeling of 

being involved.  
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Figure 7: Feeling of Excitement     Figure 8: Feeling of Involvement 

 

4.3.2 Outcomes: Lower Price Sensitivity 

Pine and Gilmore stated that due to a great experience, customer would be willing to pay 

higher prices (2004, ‘Experience is marketing’). Accordingly, respondents in the present 

study answered controversial to the mentioned theory because 78% of them would not pay a 

higher price due to participation in AR-marketing.  

 

 
Figure 9: Price Sensitivity 
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Two possibly influencing factors had to be considered in the evaluation of the results 

regarding premium prices. First, the shown example of AR advertised a car (VW Beetle). 

Since the product displays a high-involvement product, where consumers have to evaluate all 

product features deeply and cognitively during the buying process, this could have led the 

results to a negation. The second possible influencing factor of age could be almost rejected 

due to a less significant expressive correlation between age and the willingness to pay 

premium prices (Cramer’s V = 0.039; significance (Chi-square) 0.039).  

4.4 Consumer Behaviour 

4.4.1 Change in Purchase Behaviour 

One objective of the present study was to evaluate, if AR-marketing has an affect on a change 

in consumer buying behaviour. This also implied a change in motivation and attitude towards 

product and company. According to the theory, hedonic experiences serve as motivational 

force (Higgins, 2006) and facilitate the customer’s cognitive and affective elaboration during 

the buying process. Looking at the dispersion of responses to the likelihood of a possible 

purchase due to the AR-ad, only 21% of respondents answered that they were likely to 

purchase the product and the median lay on the neutral answer with 43% as showed in figure 

10 below. 

 

 
Figure 10: Likelihood of Purchase 

 



!
!
!

44!

In order to estimate in how far the choice of a high-involvement product (VW Beetle) as ad 

example did influence the responses, a follow-up open question was asked, questioning the 

main reason for the purchase. Accordingly, almost every respondent emphasized technical 

features, quality, design and cost-benefit ratio. This led to the assumption that respondents 

attributed a higher importance to cognitive evaluations due to the shown high-involvement 

product instead to an affective influence by an AR-ad. The Beetle-ad influenced the 

respondents in so far, that they apparently had problems to answer the question 

unambiguously and therefore tended more to answer the question neutrally. Nevertheless, the 

research focused on a possible positive relation between the customers’ feeling of excitement, 

their enjoyment of the AR-ad and their consequent buying behaviour. Spearman’s ρ has been 

applied in order to test the hypothesis that the feeling of excitement is positively related to 

purchase and repurchase behaviour.  

 

Spearman’s ρ indicates the strength of relationship between two variables (Bryman, 2008). 

The value of the examination of the relationship of excitement and the likelihood to purchase 

lay at ρ = -0.406 (see Table 3), which indicated a moderate relationship between excitement 

due to the AR ad and the later purchase decision. Since the contingency table was built in the 

row “Likelihood to purchase” in ascending order from “No effect on likelihood” to “Likely to 

buy”, and on the other side in the column “Feeling of excitement” vice versa from “Strongly 

agree” to ”Strongly disagree”, the negative correlation indicated the relation that as feeling of 

excitement increased, the likelihood of purchase also increased. The significance value 

amounted at 0.000333. Since the correlation significance level is 0.01 and herewith higher 

than the calculated significance value of 0.000333, it could be concluded that the correlation 

between the two variables was statistically significant. Consequently, the hypothesis of a 

positive relationship between excitement and likelihood of purchase could be accepted. 

Therefore, the observations underlined that the feeling of excitement due to an AR-ad 

moderately influenced participating customers in their buying decision. This supported the 

theory that hedonic motivational factors like excitement acted as stimuli in order to evoke an 

action (Luigi et al., 2012; Brakus et al., 2009; Pine & Gilmore, 2004). 
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Moreover, in order to underpin the findings of a moderate relation of AR-marketing on a 

change of consumer behaviour, also the correlation between the enjoyment of the ad and the 

possible following purchase behaviour has been tested. Equal to the testing of the relationship 

between excitement and the likelihood of purchase, Spearman’s ρ have been applied and 

resulted in a value of 0.355 with a significance of 0.002 by a 0.01 level. Therefore, likewise a 

positive moderate correlation between the enjoyment of the AR-ad and a possible purchase 

afterwards could be concluded and a statistically significance could be acknowledged. In 

terms of the hypothesis of a positive relationship between AR-marketing and a change in 

consumer behaviour, it could be concluded that the feeling of excitement and the overall 

enjoyment of the AR-ad had a moderate influential impact on the respondents’ likelihood to 

purchase. 

4.4.2 Change in Repurchase Behaviour 

Another crucial factor in a change of buying behaviour is the possible repurchase of the 

product. Since a repurchase-rate normally will be measured after the first purchase, 

participants only have been asked how they would evaluate AR as influencing factor for a 

purchase. Only 15% of respondents would evaluate AR-marketing as influencing factor for a 

further purchase. In contrast 37% weighted AR-marketing as low influencing factor and even 

12% viewed it as not at all influencing (see Figure 11). 

 

Correlations: Excitement/ Likelihood of purchase 

 Feeling of 

excitement 

Likelihood of 

Purchase 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 -.406** 

Sig. (2-tailed) . .000 

N 74 74 

Likelihood of Purchase 

Correlation Coefficient -.406** 1.000 

Sig. (2-tailed) .000 . 

N 74 75 

**. Correlation is significant at the .01 level (2-tailed). 
Table 4: Correlation Feeling of Excitement and Likelihood of Purchase 
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Figure 11: Likelihood of Repurchase 

 

In order to examine a possible influence of AR-marketing, a positive relation between the 

feeling of excitement and the evaluation of AR as influencing factor to repurchase the 

product has been tested. Similar to the test of a positive relation between excitement and 

likelihood of purchase, a significant moderate correlation between excitement due to the AR-

marketing and the evaluation of AR as influencing factor for a possible repurchase could be 

examined (Spearman’s ρ = - 0.376; significance of 0.001 by a significance level is 0.01; see 

Table 4). Here a slight lower correlation of variables has been observed in contrast to the 

impact of the feeling of excitement on the decision to purchase. As the contingency table was 

built in contrary array, the negative correlation indicated the connection that as feeling of 

excitement increased, also the perception of AR-marketing as influencing factor for a further 

purchase increased. Consequently, it can be concluded that the hypothesis of a positive 

relationship between excitement and the evaluation of AR as influencing factor on repurchase 

behaviour can be accepted. 

 

 

 

 

 

 

 



!
!
!

47!

  
Correlations: Excitement/ Repurchase 

 Feeling of 

excitement 

AR as 

influencing 

factor for further 

purchases 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 -.376** 

Sig. (2-tailed) . .001 

N 74 74 

AR as influencing factor for further 

purchases 

Correlation Coefficient -.376** 1.000 

Sig. (2-tailed) .001 . 

N 74 75 

**. Correlation is significant at the .01 level (2-tailed) 
Table 5: Correlation Feeling of Excitement and Likelihood of Repurchase 

 

Accordingly, also the correlation between the enjoyment of the ad and the evaluation of AR 

as influential factor for further purchases has been tested. Spearman’s ρ have been applied 

and resulted in a value of ρ  = 0.241 with a significance of 0.037 by a 0.05 level. Therefore, 

an only slight positive correlation between the enjoyment of the AR-ad and the evaluation of 

AR as influential factor for further purchase decisions could be concluded and a statistically 

significance could be acknowledged. This led to the conclusion that in the case of repurchase 

decision the fact of an upcoming feeling of excitement is more crucial than the general 

enjoyment of the ad. Nevertheless a weaker influence of AR-marketing on repurchase 

decisions could be concluded. 

4.4.3 Outcomes: Word-of-Mouth 

Moreover, in order to examine a possible influence of AR marketing on consumer behaviour, 

it had to be observed in how far attitudes can be changed. An ”attitude is an overall 

evaluation that expresses how much we like or dislike an object […] or action” (Hoyer & 

MacInnis, 2010, p. 122). It was hoped to figure out a possible change of attitudes by 

examining the likelihood of recommendations (word-of-mouth) after participating in an AR-

ad. Based on the theory that due to perceived hedonic value, customers would be more 

willing to share verbal recommendation and loyalty (Kazakeviciute & Banyte, 2012), the 

likelihood of recommendation after participating in the AR-ad has been examined. 

Accordingly, 46% of all respondents are likely or very likely to recommend the product to a 
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friend or colleague after participating in an AR-ad. In contrast, only 16% are less willing to 

recommend the product (see Figure 12). 

 

 
Figure 12: Likelihood of Word-of-Mouth 

In order to examine a possible impact on word-of-mouth (WOM), a positive relationship 

between the likelihood of recommendations and first the feeling of excitement and second the 

overall enjoyment of the shown AR-ad has been hypothesized and tested. First, in order to 

underpin the theory of AR as exciting and stimulating factor, a positive correlation between 

excitement and possible recommendations has been tested. Accordingly, Spearman’s ρ = -

0.447 (significance of 0.000082 on a significance level of 0.01; see Table 5) showed that a 

positive relation between the two variables can be accepted. The negative-sign underlined 

due to the contrary displayed contingency table that if the feeling of excitement increased, 

also the tendency to recommend the product to friends or colleagues increased. 

 

Correlations: Excitement/ Likelihood of recommendations 

 Feeling of 

excitement 

Likelihood of 

recommendation 

to friends 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 -.447** 

Sig. (2-tailed) . .000 

N 74 72 

Likelihood of recommendation 

to friends 

Correlation Coefficient -.447** 1.000 

Sig. (2-tailed) .000 . 
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N 72 73 

**. Correlation is significant at the.01 level (2-tailed) 
Table 6: Correlation Feeling of Excitement and Likelihood of Word-of-Mouth 

Testing a relationship between the enjoyment of the AR-ad and the likelihood of 

recommendations, Spearman’s ρ amounted at ρ = 0.349 with a significance of 0.003 by a 

significance level of 0.01 and herewith indicated a significant moderate relation between the 

fact that people enjoyed the new marketing tool of AR and also would recommend the 

product to friends and colleagues afterwards. Moreover, in order to display the importance of 

word-of-mouth (WOM) as marketing and concurrently outcome, participants have been 

asked to rate the influencing force of well-known marketing tools like WOM, Ads in 

newspapers, ads online, ads on TV and finally ads via mobile devices. It is striking that the 

median lied on the answer “high influence” and almost 90% of respondents evaluated WOM 

as either very high influencing or high influencing. Herewith it outstripped all other 

marketing tools by far. This underlined again the high importance of WOM in context of 

marketing and the aim that marketing vehicles should support the outcome of WOM in the 

best case. 

 

 
Table 7: Dispersion of evaluated Importance of different Marketing Vehicles 

 

4.5 Brand Value 

4.5.1 Change in Perception of Product and Company 

According to D. Aaker brand value emerges when the five dimensions of brand value 

intertwine and interact with each other (1991). Since AR-marketing takes place within the 

pre-purchase stage within the buying process and consequently most of the dimensions only 

could be measured after the actual purchase, the study focused on the dimensions brand 

loyalty and brand awareness. First of all, a brand was defined as “set of enduring and shared 

perception in the minds of consumers” (Hollis, 2008, p. 13). Therefore, in order to verge on 
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searching out a possible change in the perceived brand value, respondents has been asked for 

the likelihood of a positive change on their perception of the product and later for the 

likelihood of a positive change on their perception towards the company. 69% of respondents 

evaluated the likelihood of a positive change in their perception of the product as “very 

likely” or “likely” (median: “likely”). Moreover, 57% of respondents thought that AR-

marketing would influence positively their perception of the company (median: “likely”). 

Figures 13 and 14 below show the frequencies of answers according to the questions about 

the likelihood of a change in perception of the product and company. 

 

 

 
Figure 13: Change of product perception         Figure 14: Change of company perception 

 

In order to figure out, if AR-marketing has a positive impact on brand value, again the feeling 

of excitement and the general enjoyment of the AR-ad has been chosen as subcategories of 

AR-marketing. Consequently, a significant positive but moderate relation between change of 

product perception and the feeling of excitement could be accepted (Spearman’s ρ = -389, 

significance of 0.001 by significance level of 0.01; see Table 7). In contrast, the correlation 

between the feeling of excitement and a change in company perception only amount at 

Spearman’s ρ = -0.287, which indicated an only slight, but statistical significant correlation 

(significance value of 0.014 by a significance level of 0.05; see Table 8) between the two 

variables. In both cases the negative value indicated, due to the contrarily arranged 

contingency tables, a positive direction of the correlation between the variables. Eventually, 

the results showed that there existed a moderate relation between excitement and a change in 

perception, whereas the change of product perception due to excitement showed a stronger 

correlation than the change of company perception. 
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Correlations 

 Feeling of 

excitement 

Likelihood of 

change of 

product 

perception 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 -.389** 

Sig. (2-tailed) . .001 

N 74 72 

Likelihood of change of 

product perception 

Correlation Coefficient -.389** 1.000 

Sig. (2-tailed) .001 . 

N 72 73 

**. Correlation is significant at the .01level (2-tailed) 
Table 8: Correlation Feeling of Excitement and Change in Product Perception 

 

Correlations 

 Feeling of 

excitement 

Likelihood of 

change of 

company 

perception 

Spearman-Rho 

Feeling of excitement 

Correlation 

Coefficient 

1.000 -.287* 

Sig. (2-tailed) . .014 

N 74 73 

Likelihood of change of 

company perception 

Correlation 

Coefficient 

-.287* 1.000 

Sig. (2-tailed) .014 . 

N 73 74 

*. Correlation is significant at the .05 level (2-tailed) 
Table 9: Correlation Feeling of Excitement and Change in Company Perception 

 

Moreover, the relation between the level of enjoyment of the AR-ad and a possible change in 

product or company perception has been tested. Accordingly, a statistical significant, 

moderate correlation of the enjoyment and a changed product perception has been found out 

(Spearman’s ρ = 0.409, significance of 0.000325 by a significance level of 0.01). Since this 

demonstrated the strongest correlation in the examination of a possible positive impact of 

AR-marketing on brand value, it could be concluded that customers were even more 

influenced by their overall liking of the AR-ad than the most consequent feeling of 

excitement. Furthermore, the strength of the correlation between the levels of enjoyment of 
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the AR-ad and a possible change in company perception amounted to Spearman’s ρ = 0.388 

(significance of 0.001 by a significance level of 0.01). Hence also a significant, moderate 

relation between the level of enjoyment and a change in the perception of the company has 

been concluded. This showed that apparently the feeling of excitement and the enjoyment of 

the AR-ad and consequently also AR-marketing, had a stronger influence on a change in the 

perception of the product than on a change in the perception of the company. 

4.5.2 Change in Commitment towards Product and Company 

In order to cover the second dimension of Aaker’s five brand dimensions, the brand loyalty in 

terms of a higher commitment towards the product and company after participating in an AR-

ad has been observed, Accordingly, 42% of all respondents would feel more committed to the 

product due to AR-marketing (see Figure 15) but for only 30% of respondents AR-marketing 

would increase their commitment towards the company (see Figure 16).  

 

 
Figure 15: Commitment towards Product   Figure 16: Commitment towards Company 

 
 

Brand awareness and brand loyalty furthermore have been viewed as indicating factors for a 

positive change in the perception of brand value under the assumption that if customers are 

aware of particular brands and consequently show a loyal behaviour towards the product, 

they also would feel an actual commitment towards the product and company. Therefore, a 

positive influence of AR-marketing on the feeling of commitment towards the product and 

company has been observed by testing a possible correlation of the feeling of excitement, the 

overall enjoyment of the shown AR-ad and the state of commitment towards product and 

company. A significant positive but moderate relation existed between the feeling of 
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excitement and the commitment towards the product itself (Spearman’s ρ = 0.354 

(significance of 0.002 on a significance level of 0.01; see Table 9). Slightly weaker was the 

correlation of excitement and the commitment towards the company (Spearman’s ρ = 0.306 

(significance of 0.008 on a significance level of 0.01, see Table 10).  

Correlations: Excitement/ Commitment towards product 

 Feeling of 

excitement 

Feeling of 

commitment 

towards product 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 .354** 

Sig. (2-tailed) . .002 

N 74 74 

Feeling of commitment towards 

product 

Correlation Coefficient .354** 1.000 

Sig. (2-tailed) .002 . 

N 74 74 

**. Correlation is significant at the .01level (2-tailed) 
Table 10: Correlation Feeling of Excitement and Commitment towards Product 

Correlations: Excitement/ Commitment towards company 

 Feeling of 

excitement 

Feeling of 

commitment 

towards company 

Spearman-Rho 

Feeling of excitement 

Correlation Coefficient 1.000 .306** 

Sig. (2-tailed) . .008 

N 74 73 

Feeling of commitment towards 

company 

Correlation Coefficient .306** 1.000 

Sig. (2-tailed) .008 . 

N 73 73 

**. Correlation is significant at the .01level (2-tailed) 
Table 11: Correlation Feeling of Excitement and Commitment towards Company 

Furthermore, the relation between the overall enjoyment of the AR-ad and a possible 

influence on the respondents’ commitment towards product and company has been tested. 

Accordingly, a moderate positive relation between the level of enjoyment and the 

commitment towards the product could be accepted (Spearman’s ρ = -0.341 (significance of 

0.003 on a significance level of 0.01). An even stronger relationship between enjoyment and 

the commitment towards the company could be detected (Spearman’s ρ = -0.416 

(significance of 0.000255 on a significance level of 0.01). The negative-sign indicated due to 

the contrary displayed contingency table that if the level of enjoyment increased, also the 

commitment toward product and company increased. Eventually, the results showed that the 
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exciting character of AR-marketing had a stronger relation to the commitment towards the 

product, whereas the level of enjoyment more influenced the increase of commitment 

towards the company. Interestingly, a significant moderate correlation between the involving 

nature of AR-marketing and the commitment towards the product had been examined 

(Spearman’s ρ = 0.463, significance of 0.000033 by a significance level of 0.01) and the 

correlation of involvement and commitment towards the company amounted at Spearman’s ρ 

= 0.447 (significance of 0.000073 by a significance level of 0.01). In all testing of correlation 

between the variable of the involving nature of AR-marketing and other variables, only the 

relation towards the product and company commitment has been observed as significant and 

outstanding. Therefore, it could be concluded that the involving AR-ad had a moderate 

influence on the respondents’ level of commitment towards product and company. 

 

An attitudinal attachment to the brand can be viewed as consumer’s resonance of an 

established brand value (Keller, 2008; Mohammad, 2012). Consequently, examining 

customers’ behavioural loyalty and their perception of the brand implied in parts the level of 

perceived brand value. Accordingly, an increase of commitment and a positive change of 

perception due to AR-marketing indicated a positive influence on brand loyalty and brand 

awareness and therefore verified the stated hypothesis that AR-marketing was positively 

related to an increase in brand value. 

4.6 Customer Retention 

4.6.1 Change in State of Satisfaction 

A crucial factor of customer retention is the customers’ emotional state of satisfaction. In 

theory a satisfied customer would stay 300% likelier than unsatisfied customer (Raab, 2008) 

and “as long as customer satisfaction increases, customer retention increases” (Alshurideh et 

al., 2012, p.75). Therefore, the state of customer satisfaction has been taken as indicating 

factor in order to figure out if AR-marketing had an impact on the marketing outcome of 

customer retention. Nevertheless, it had to be considered that the precise measuring of 

customer retention actually takes place in the post-purchase stage within the buying process. 

Since AR-marketing mostly is effective in the pre-purchase stage, customers were asked to 

imagine participating in the shown ad and then estimating their possible state of excitement 

and commitment afterwards. Based on this, first possible positive relations between the 

feeling of excitement, the level of enjoyment of the shown AR-ad and the level of satisfaction 
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have been tested. 40% of all respondents stated that they felt “satisfied” or “very satisfied” 

after participating in the AR-ad (see Figure 17).  

 

 
Figure 17: Feeling of Satisfaction 

 

Just almost as much (41%; as well the median lay on this answer) chose the neutral answer 

“Neither agree nor disagree”. In this case contrasting 41% of neutral answers to only 19% of 

respondents, who explicit did not feel satisfied due to the AR-ad, leads to the assumption that 

people either did not have an opinion towards the question about satisfaction, did not want to 

think about and to evaluate it properly, but mostly did not feel dissatisfaction. In order to 

underpin the eventuation of satisfaction, filter questions concerning the state of commitment 

and herewith customers’ loyalty have been used, which already have been discussed in 

subchapter “Brand Value”. In order to test a possible relation of AR-marketing and the 

feeling of satisfaction, again the feeling of excitement and the level of enjoyment of the ad 

have been chosen as indicating factors for AR-marketing. Accordingly, a positive relation 

between the state of satisfaction and the feeling of excitement has been tested and could be 

accepted as significant moderate related to each other (Spearman’s ρ = 0.403, significance of 

0.000406 on a significance level of 0.01; see Table 11). In contrast, only a slight significant 

relation between the state of satisfaction and the overall enjoyment of the AR-ad has been 

detected (Spearman’s ρ = -0.263, significance of 0.025 on a significance level of 0.05). 

Consequently, according to the found results the exciting characteristic of AR-marketing had 
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a stronger influence on customers’ state of satisfaction than the influence of general 

enjoyment. 

Correlations: Excitement/ Satisfaction 

 Feeling of 

satisfaction 

Feeling of 

excitement 

Spearman-Rho 

Feeling of satisfaction 

Correlation Coefficient 1.000 .403** 

Sig. (2-tailed) . .000 

N 73 73 

Feeling of excitement 

Correlation Coefficient .403** 1.000 

Sig. (2-tailed) .000 . 

N 73 74 

**. Correlation is significant at the .01 level (2-tailed) 
Table 12: Correlation Feeling of Excitement and Feeling of Satisfaction 

!
4.6.2 Satisfaction’s Impact on further Variables 

Since the state of satisfaction displays a determining factor to retain customers, further 

correlation between satisfaction and commitment, brand value and the likelihood of word-of-

mouth (WOM) have been tested. The correlation of satisfaction and the feeling of 

commitment towards the product after participating in the AR-ad have been examined and 

compared to a possible positive relation between satisfaction and the feeling of commitment 

towards the company. Consequently, a significant, moderate correlation of satisfaction and 

commitment towards the product has been detected (Spearman’s ρ = 0.405 (significance of 

0.000384 on a significance level of 0.01). Accordingly, testing a correlation of the feeling of 

satisfaction and the feeling of commitment towards the company showed an even slight 

stronger correlation of the fact that if the respondents’ satisfaction increased, also the level of 

commitment towards the company increased (Spearman’s ρ = 0.410, significance of 

0.000351 on a significance level of 0.01). Therefore, it can be concluded that a positive 

moderate relation between the state of satisfaction and the commitment towards the product 

and company can be accepted. 

 

Besides, apart from satisfaction and commitment, further intertwining factors creating 

customer retention are a positively perceived brand value (Yu-Jia, 2012). As already 

mentioned did AR have a positive influence on the perceived brand value. Furthermore, the 

interaction and excitement of AR-ads also encouraged the brand value and consequently 

bonded the customer and brand closer together. A further possible outcome could be the 
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willingness of recommending the product to members of the customers’ peer groups. 

According to the literature commitment and loyalty were results of a highly perceived 

satisfaction state. Therefore, the correlation of satisfaction and the likelihood of 

recommendations have been tested. Accordingly, the hypothesis of a positive correlation 

between satisfaction and later recommendations could be accepted (Spearman’s ρ = -0.428 

(significance of 0.0002 on a significance level of 0.01). Despite of the minus-sign, due to 

contrary order of row and columns in the contingency table, a causal relation between the two 

variables could be concluded, that with the increase of satisfaction also the likelihood of 

further recommendations increased. 

4.7 Summary 

The present study focused on research questions regarding the possibility of a significant 

influence of AR-marketing on the marketing outcomes consumer behaviour, brand value and 

customer retention. Accordingly, the variables “feeling of excitement” and “enjoyment” have 

been defined as indicating variables for AR-marketing in order to make the independent 

variables of AR-marketing more measurable. Consequently, correlations between these 

variables and dependent variables like commitment, satisfaction and a change in perception 

have been tested. Besides, a moderate influence of AR-marketing on the outcome of word-of-

mouth has been verified. However, since 78% of all respondents denied premium prices only 

due to AR-marketing, a lower price-sensitivity, which was stated in theory by Pine and 

Gilmore (2004), could not be examined. Nevertheless, respondents liked the closeness of AR 

to the real world and appreciated the exciting, interactive character of AR-ads. Divergently 

from the stated theory was the fact that 62% of respondents indeed felt involved but the 

variable of involvement only had a significant influence on the respondents’ commitment 

towards product and company. The fact that AR displayed a relatively new marketing vehicle 

was underpinned by the results that only 24% of all respondents used AR-apps before, but in 

contrast 68% of all respondents would have liked to use this app in the future.  

 

According to the results of the present study it could be concluded that AR-marketing had an 

affect on consumer behaviour in terms of the creation of hedonic motivation, a change of 

attitudes and the recommendation to members of the customers’ peer groups. It has been 

examined that there existed a moderate positive relation between subcategories of AR-

marketing and indicators of a change in consumer buying behaviour, which were the 

likelihood to purchase and repurchase the product. Nevertheless, weaker correlation between 
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the AR-subcategories and the likelihood of repurchase has been detected. Despite the weaker 

correlation, a moderate, statistically significant positive relation between AR-marketing and 

consumer behaviour could be concluded. Consequently, the hypothesis of a positive impact 

of AR-marketing on a change in consumer behaviour could be accepted. 

 

Furthermore, the indicating variables of a possible change of product and company 

perception in relation to AR-marketing have been examined. Accordingly, AR-marketing 

was positively related a change in product and company perception, whereas the change of 

product perception due to excitement showed a stronger correlation than the change of 

company perception. Nevertheless, in the context of AR’s impact on customers’ 

commitment, the overall enjoyment of the ad had a stronger influence on the commitment 

towards the company instead of the commitment towards the product. This led to the 

conclusion that AR-marketing in general had a stronger impact on outcomes regarding the 

direct connection to the product except the influence on the commitment towards the 

company. 

 

Finally, the degree of satisfaction after participating in the shown AR-ad has been observed 

in order to prove a positive relation between AR-marketing and customer retention. Likewise, 

a moderate impact of the feeling of excitement on satisfaction has been examined. 

Furthermore, in order to underline the important and intertwining nature of satisfaction, 

correlations of satisfaction and commitment towards product and company and further 

recommendations have been proven as moderately strong. Consequently, not only the feeling 

of satisfaction, but also further variables like brand value and loyalty displayed important 

factors, which supported customer retention. Since a positive relation of AR-marketing to all 

named variables could be accepted, a positive influence on customer retention has been 

concluded. 
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5. Conclusion   
Based on the research results a positive influence of AR-marketing on consumer behaviour, 

brand value and customer retention could be accepted. As Holbrook and Hirschman (1982), 

Schmitt (1999) and Pine and Gilmore (1998) already stated in context of experience 

marketing, respondents liked the new, entertaining and interactive character and appreciated 

the unique experience of AR. Furthermore, they felt involved and liked the closeness to the 

real world, which consequently enhanced the user’s perception of an interaction with the real 

world (Azuma, 1997). Especially, AR’s characteristic of an exciting experience had a 

relatively strong influence on the likelihood of further recommendations to friends and 

colleagues like already stated by the literature (Helgesen, 2006; Kazakeviciute & Banyte, 

2012). In contrast to the theory, that customers become less price-sensitive due to experience 

marketing, in the present study AR-marketing did not have any influence on a decrease of 

respondents’ price-sensitivity.  

 

Focusing on a possible influence on consumers’ buying behaviour, it could be concluded that 

AR-marketing had an affect on consumer’s behaviour in terms of the creation of hedonic 

motivation, a slight impact on a change of attitudes and the influence on a positive purchase 

decision. The shown AR-ad addressed customers’ needs for fun and sensory stimuli 

(Loundon & Bitta, 1993) and especially the exciting nature supported the likelihood of a 

purchase after participating in the ad. A high positive impact of AR-marketing on possible 

repurchase behaviour could not significantly be detected. Therefore, it could be concluded 

that AR-marketing has been influential in the pre-purchase stage, but not significantly in the 

post-purchase stage. Consequently, in further stages of the buying process during other 

marketing tools have to be applied. 

 

Moreover, brand value has been defined as “set of enduring and shared perceptions” (Hollis, 

2008, p.13). Therefore, the relation of AR-marketing and a change in the perception of 

product and company and a possible following commitment have been positively proved. In 

general it has been observed that AR-marketing had a stronger influence on outcomes 

regarding the product and not the company overall, which resulted from the fact that a change 

in the perception of companies demanded much more influence from different directions than 

a change in the perception of the actual product. Eventually, it has to be considered that the 

term brand value includes different influencing dimensions, which have not all been taken 



!
!
!

60!

into account in the present research. Therefore, only the conclusion could be drawn that AR-

marketing had a positive relation to a change of product and company perception and the 

loyalty towards product and company, which covered in parts the two dimensions “brand 

awareness” and “brand loyalty” stated by D. Aaker (1991) and consequently led to the 

acceptance of a positive influence of AR-marketing on brand value. 

 

Eventually, according to the results of the present research the exciting character of AR-

marketing had a moderate, but in comparison with other correlations a strong influence on the 

respondents’ state of satisfaction. Positive outcomes of customers’ satisfaction were a 

stronger commitment, later recommendations and customer retention (Alshurideh et al., 

2012; Hoyer and MacInnis, 2010). Although customer retention would have been more 

effectively tested in the post-purchase stage within the buying process, the impact of 

satisfaction due to AR-marketing has been verified as a crucial factor for customer retention.  

 

The reason for the present results in a moderate state of correlation concerning the different 

variables could be attributed to the broader range of possible influencing variables on the 

focused marketing outcomes. On the other hand it has to be considered that the present 

results grounded in only a small sample size of 76 participants, approached by a convenience 

sample, which minimized the probability to generalize findings. On the other hand it could be 

concluded that AR-marketing had a moderate positive, but statistically significant impact on 

the hypothesized variables of a change in buying behaviour, perceived brand value and 

customer retention. Accordingly, based on the present study a positive influence of AR-

marketing on the named marketing outcomes could be concluded. 
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6. Recommendations 
In the previous chapters a positive relation between AR-marketing and marketing outcomes 

has been tested and confirmed. The following recommendations addressed first students and 

academic by suggesting further research in this area and second marketers who are interested 

in AR as marketing tool. Since only a small sample size and the sampling process of a 

snowball sampling have been tested, further research should test the findings with a broader 

sampling size, in a probability sampling and a longitudinal approach in order draw stronger 

generalizations of the results for the population. Furthermore, holistic terms of outcomes like 

consumer behaviour, brand value and customer retention have been stated as dependent 

variables and therefore particular parts of the individual outcomes could not be observed due 

to time and sample determination. Therefore, further studies should focus on taking each 

outcome separately for future research in account.  

 

In context of the importance and further recommendations in practise, AR-marketing displays 

an interactive, entertaining marketing vehicle, which attracts the customers’ attention and 

herewith supported higher brand awareness. Respondents especially liked the uniqueness and 

novelty of the shown AR-advertisement and the associated singularity during the experience. 

Therefore, AR-marketing could aid companies to stand out and furthermore create a 

competitive advantage. Nevertheless, enterprises should think about facilitating the technical 

application of the smartphone-app because most of the respondents stated that the download 

and correct setting of the app displayed a threshold for using the app more often. 

Furthermore, it has been observed that the shown ad of a VW Beetle as high-involvement 

product partially influenced the shown results. Therefore, a more effective use of AR-

marketing in context of low-involvement goods would be recommended. Moreover, only less 

influence of AR-marketing on repurchases behaviour has been examined. Therefore, since 

the study exposed the strongest influence of AR-marketing on a possible purchase, on a 

change in the perception of the product and on future recommendations, AR-marketing 

should be deployed in the pre-purchase stage in order to affectively stimulate customers in 

order to encourage them to buy the product and to generate a higher rate of word-of-mouth. 

Eventually, AR-marketing offers the possibility to add value to product and company and to 

encourage customers in the pre-purchase stage within the buying process. 
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7. Self Reflection on Own Learning and Performance 
7.1 Introduction 

“Development is a breakthrough to a new level of potential” (Hodgson, 1984, p. 18). 

Consequently, development occurs not only through external challenges, but also by the 

internal willingness to achieve a new level of knowledge and skills. Accordingly, not only the 

courses of the MBA but also the necessity to write a final thesis encouraged an increase in 

knowledge and a personal development. Therefore, the following chapter displayed different 

learning styles and which of them met the researcher’s learning styles. Furthermore, 

considering her educational and professional background, the following has dealt with the 

researcher’s personal development due to MBA studies and the writing process of the present 

dissertation. 

7.2 Learning Styles 

7.2.1 Theoretical Background 

D. Kolb et al. suggested that learning was a continuous cycle rather than a static status quo 

(1974). Accordingly, they viewed concrete experience as basis for observation and reflection. 

The learner needed to pass through the following four stages in order to make the learning 

process effective. First he or she had to have a concrete experience and then second observe 

and reflect this experience. Third, the observations would be formatted into abstracts and 

generalizations. Finally, the found concepts would be tested in new situations (Kolb et al, 

1974). Below the learning cycle by Kolb is visualized (Businessballs.com, 2013).  
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Figure 18: Kolb's Learning Style 

 
Based on Kolb’s et al. learning cycle four learning styles can be displayed. First, learners, 

who had their greatest strength in the practical application of ideas, are called “convergers” 

(Kolb, et al., 1974). “Convergers” are rational and have a data-oriented approach of thinking 

and evaluation. In contrast, “divergers” have imaginative and associative main characteristics 

and demonstrate a broad cultural interest. Furthermore, the third type is the “assimilator” 

whose “greatest strength lies in his imaginative ability” (Kolb et al., 1974, p.31) to create 

theoretical models. Finally, the fourth type of Kolb’s et al. learning styles is the 

“accommodator” who preferres doing things and being an active part in the experience.  

 

Based on Kolb’s et al. theory Honey and Mumford refined four possible learning styles: 

activist, reflector, theorist and pragmatist (Coffield, F. et al.,2004). Accordingly, activist-

learners are open-minded, ready to take action and like to be exposed to new situations. 

Reflectors are thoughtful and methodical. These learners are good “at listening to others and 

assimilating information” (Coffield, F. et al.,2004, p. 72). In contrast to the type of reflectors, 

pragmatists are eager to test things in practice instead of approaching information based on 
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theory. Pragmatic learners are realistic and technique-oriented. Finally, theorists are logical 

rational thinkers in order to grasp the big picture of the problem. 

 

Furthermore, Neil Fleming proposed a simpler classification of different learning styles. 

According to him learners could be categorized into visual, auditory, reading/writing and 

kinesthetic learners (Fleming, N. & Baume, D., 2006). Visual learners learn best by seeing 

information, graphs and presentations. Auditory learners memorize information the best by 

hearing. Moreover, reading/writing learners learn by displaying information as words. 

Therefore this type of learners prefers text-based information. Eventually, Fleming named 

people who need to touch or do things, as kniesthetic learners. Nevertheless, Fleming and 

Baume emphasized that the displayed concept of different learning styles is “a beginning of a 

dialog, not a measure of personality” (Fleming, N. Baume, D, 2006, p. 7). Consequently, the 

theory should give only an orientation in order to classify learners according to personal 

preferences in learning. Therefore, a classification in between was not precluded. 

7.2.2 Reflection on Own Learning Styles 

Based on the displayed different learning styles introduced by Kolb, Honey and Mumford 

and Fleming the following abstract will focus on my (as the researcher) learning style. First I 

would classify myself as “converger” because my primary strengths lie in abstract 

conceptualization and active experience of it. Therefore, it is easy for me to find solutions, 

make individual decisions and than apply these in practise. As a consequent, I learn the best 

when I also see the practical applicability in the learnt theory. Hence, the choice of AR 

marketing as general research topic not only arouse my interest due to its novelty but also due 

to the close connection of findings in this research area to practice. According to Honey and 

Mumford’s concept of learning styles, my learning type ranges between pragmatist and 

reflector. On the one hand I enjoy finding and trying new ideas and to test these in practice, 

which indicates a pragmatic learning approach. On the other hand since I first gather and 

analyse information before drawing any conclusions or applications to the practise, I show a 

tendency to the learning type of a reflector. Therefore, it was very important for me first to 

gather secondary and primary information about AR-marketing in order to draw conclusions 

afterwards and eventually give some recommendations for the future. Finally, I learnt by 

reading and writing. According to Fleming reading/writing and visual learners learn the best 

by seeing information as words. Therefore, in order to memorize all information about AR 
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and possible marketing outcomes I developed a small reading diary, used the help of graphs 

and finally printed and rewrote most of the parts of the thesis several times. 

7.3 Academic and Professional Background 

In context of dual studies during my bachelor studies I passed on the on hand my 

apprenticeship as assistant in wholesaling and on the other hand did my Bachelor in Retail 

Management. In this way I passed several courses in marketing and consumer behaviour 

during my studies and also dealt with new ideas, trying to find new ways of overcoming the 

distance between company and customer in order to finally reach customers cognitively as 

well as emotionally. This gave me a profound knowledge and understanding about basic and 

additional theories concerning marketing communications and buying behaviour.  

7.4 Assessment of Research Process 

7.4.1 Process 

Students of the Dublin Business School were asked to find their topics of the individual thesis 

by their own. Therefore, based on my former knowledge in marketing through work and 

studies, I was looking for a topic in the area of marketing with special focus on new media.  

Consequently, I first read newspapers and marketing related magazines in order to get an 

overview of current and relevant issues in research and economy. After talking with a friend 

of mine about Augmented Reality and its novelty in the area of marketing, I decided to 

research on possible effects of AR-marketing. Due to the fact that I only found a limited 

amount of articles and research papers regarding AR in marketing, I refined my research 

approach by focusing on specific marketing outcomes like consumer behaviour, brand value 

and customer retention. Since the marketing tool of AR is relatively new and only less 

researched, I had not just only to search in articles regarding marketing, but also books and 

articles regarding technic and engineering and psychology. Through the learning during my 

courses in the MBA studies and the personal preparation for the final writing of the thesis I 

changed my existing practice in so far, that I set temporal and content-related milestones 

from the beginning and improved my apprehension and writing skills of academic research 

papers. 

7.4.2 Use of Sources 

Although I knew that my chosen topic was quite new in the area of marketing, I did not 

expect the minimal scope of found research on this topic. Since AR has been applied already 



!
!
!

66!

in military, medicine and computer games, a lot of technical articles concentrating on this 

could have been found. Although these articles sound promising because of their direct 

reference to AR, I decided only rarely to select these because they would not have met my 

chosen focus on marketing outcomes. Eventually, I learnt that the area of marketing and 

especially marketing in the new media is a fast moving research field and a continuous 

reading should be retained to stay up-to-date.  

7.4.3 Dissertation Formulation 

The found sources have been provided the basis for the further testing of a possible impact of 

AR-marketing on the named marketing outcomes. According to this, I first determined the 

variables of the “feeling of excitement” and “enjoyment of the AR-ad” as indicating variables 

for AR-marketing and assigned them to further depending variables, which indicated 

subcategories of the hypothesized marketing outcomes. Accordingly, results and correlations 

have been tested and displayed. The discovery that, against the literature, respondents did not 

become less price-sensitive due to experienced AR-advertisement, was not expected and in 

fact surprised me. Nevertheless, the further results of a moderate influence of AR-marketing 

on the customer were expected and met the stated literature review.  

7.5 Personal Development by MBA Studies 

7.5.1 Time management 

One of my main weaknesses during my dual Bachelor studies was time management. 

Although the combination of studying and working required a high level of time allocation, I 

faced the lack of setting always the right priorities regarding my time management. My 

Master studies and the writing of the present master thesis demanded a high level of time 

management. So I learnt to set smaller milestones in order to achieve my goals in the required 

time. This has to be proved to be a good strategy to pass all assignment efficiently and most 

of the time almost stressless. Furthermore, this will help me in my future personal and 

occupational life because now I will be able to manage my time better and accomplish my 

tasks successfully.  

7.5.2 Communication  

Since I studied at the Dublin Business School on a language that is not my mother tongue, I 

highly enhanced my skills in English. Especially the ability to write in an academic manner 

in English has been improved. Since I would like to work further on in an international 
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environment in global companies, these skills will be vital for my future career. Furthermore, 

presenting skills have been improved due to several presentations during my MBA courses. 

Consequently, I enhanced the ability to speak freely in front of people and discussing 

opinions. The improvement in communication skills will not only help me in my career path 

but also will support my personal life because it strengthened my appearance and self-

confidence. 

7.5.3 Teamwork 

During my MBA studies a lot of group work and group assignments have been required. 

Here different cultures, opinions and attitudes came together in order to accomplish the tasks. 

Due to this I developed a cultural openness and understanding for different approaches to the 

same problem. In this context I also realized the importance of collaborating in a team and 

using synergy effects instead of wasting time led by the will to change the point of view of 

other team members. Since I am an observable learner who furthermore likes to draw the 

connection between theory and practice, I had to accept other approaches of learning within 

the team and I learnt to use and combine successfully the different characteristics within the 

team. Eventually, the writing of the dissertation and the MBA course helped me in order to 

solve upcoming conflicts and encourage people successfully in the future.  

7.5.4 Researching 

The MBA course and the master thesis improved my knowledge of research and the ability to 

apply this to an academic background. Since I never work empirically before, I first was 

overwhelmed by the new requirements of research. Nevertheless, courses like “Research 

Skills” or library classes such “Writing a literature review” and “Harvard Referencing” and 

further literature helped to improve the ability to research academically. Consequently, I 

learnt about different research methodologies, how to design a questionnaire and finally 

analysing with IBM SPSS software and writing an academic paper based on these findings.  

7.6 Future Application of Learning and Skills Development 

I believe that the MBA and the experience of writing an empirical study as final dissertation 

has been added value to my knowledge and learning. I deepened my knowledge in marketing 

and economics and learnt a lot about myself concerning learning styles and individual 

strengths and weaknesses. Since I am a detailed focused, observable learner, I sometimes 

should step out of my comfort zone of analysing everything and than drawing a plan, and 

should be more proactive in discussions. Besides, I will read newspapers and journals 
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regarding my business area in order to be knowledgeable and up-to-date further on. This will 

help me on the one hand to have a better overview of novelties in marketing. On the other 

hand it will give me the opportunity to apply new ideas and trends to my future company and 

team. Moreover, I view learning as a life-long process, which means a further strengthening 

and expansion of knowledge in the areas of marketing and economics. Further seminars, 

workshops and dialogues with colleagues and experts finally will support my on-going 

learning process. 
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9. Appendices 

9.1 Questionnaire 

 

1. Purpose of survey        Page 1 

The following survey's objective is to examine possible outcomes of a relatively new 

marketing tool called "Augmented Reality" (AR). AR technology overlays the surrounding 

real world with artificial information and images and currently becomes more and more 

popular as advertisement tool. This technology also can be used via AR-app on a smartphone. 

Herewith, the user becomes an interactive part of the advertisement. 

 

The attached YouTube-Video should help to get an idea of it and to familiarize with this new 

tool of advertisement. Therefore, it would be helpful to watch the video first and then answer 

the following questions. 

The survey includes 20 multiple choice and open answer questions. You may draw to your 

attention that you can choose to (1) omit answering a question or (2) exit altogether at any 

stage in this survey. The results of the survey will be processed and analyzed only for the 

following Master Thesis. Thank you very much in advance for you support and attention! 

 

2. Demographic Data        Page 2 

1. What is your gender? 

o Female 

o Male 
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2. Which category describes your age? 

o < 17 

o 18-24  

o 25-34 

o 35-44 

o > 44 

3. Where do you come from? 

o Africa 

o America 

o Australia 

o Asia 

o Europe 

4. Do you have a smartphone? 

o Yes 

o No 

5. Have you ever used an app on your smartphone or any other device to gather information 

based on Augmented Reality? (Question must be answered in order to proceed to the next 

matching questions. If you check “No”, you will be transferred directly to question no. 8) 

o Yes 

o No 

 

3. Former Use of AR Apps       Page 3 

6. What kind of information have these been, that you gathered? 

o Current news (political, cultural, etc.) 

o Touristic information (e.g. during a city trip) 

o Product price information 

o Games 

o Advertisement 

o Others ____________________________ 
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7. How often have you used this app in the last year? 

o More than 24 times 

o Between 12 - 23 times 

o Between 5 - 11 times 

o Less than 5 times 

o Never 

 

4. Evaluation of AR ads       Page 4 

8. Overall, what is your reaction to the shown AR advertisement? Please tick one! 

o Dislike it at all 

o Dislike a little 

o Like it 

o Like it very much 

9. What do you like most about it? 

 

 

 

10. What do you like least about it? 

 

 

 

 

5. AR and the Buying Process      Page 5 

Imagine participating in the shown ads and please answer based on that the following 

questions. If you have never used an AR-app before, please answer the questions on a 

theoretical basis from your own estimations of your possible response to the ads. 
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11. Imagine participating in the shown AR ad, how likely would you be to purchase this 

product, if it was available? Please tick one! 

o The ad had no effect on my likelihood to buy it 

o Less likely to buy it 

o Neither likely nor unlikely to buy it 

o Likely to buy it 

o Much likely to buy it 

12. What would be your main reason for buying this product? 

 

 

 

13. After purchasing, would you evaluate AR advertisement as a significant influencing 

reason for you to buy this product again? Please tick one! 

o Not at all influencing 

o Not very influencing 

o Neither influencing nor not influencing 

o Highly influencing 

o Very highly influencing 

14. Imagine participating in the shown AR ad, please rate your level of agreement with the 

following statements! Please tick one per row! 

 Strongly 
agree Agree 

Neither 
agree nor 
disagree 

Disagree Strongly 
disagree 

I feel satisfied      

I feel excited      

I feel involved      

I feel more committed to 
the product 
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I feel more committed to 
the company 

     

I enjoy the closeness of AR 
to the real environment 

     

 

15. Please rate in how far the named marketing tools influence your buying decision, when 

evaluating to buy or not! Please tick one per row! 

 Very high 
influence 

High 
influence 

Neither 
high nor 

low 
influence 

Low 
influence 

Not at all 
influenced 

Word of mouth 
(recommendations from 
friends/family/etc.) 

     

Ads in newspapers 
     

Ads online 
     

Ads on TV 
     

Ads via mobile devices like 
AR 

     

 

6. Perception of AR ads       Page 6 

16. Would you agree that after the attraction via AR advertisement, you would be more 

willing to pay premium prices for the product? 

o Yes 

o No 
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17. Imagine participating in the shown AR ad, how likely are you to recommend the product 

to a friend or colleague? Please tick one! 

o Very unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Likely 

o Very likely 

18. Overall, how likely, would you say, AR advertisement would positively change your 

perception of the product? Please tick one! 

o Very unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Likely 

o Very likely 

19. Overall, how likely, would you say, AR advertisement would positively change your 

perception of the company? Please tick one! 

o Very unlikely 

o Somewhat unlikely 

o Neither likely nor unlikely 

o Likely 

o Very likely 

20. After seeing the shown AR ad, would you use an AR-app in the future? 

o Yes 

o No 

 
7. Thank you very much!       Page 7 

Please acknowledge that your data will be processed to 100% anonymously. Thank you very 

much for your time and support!  
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9.2 IBM SPSS Results 

1. Frequency table “Future use of AR” 

Use of AR app in the future 

 Frequency Percentage Valid Percentage Cumulative Percentage 

Valid 

No 24 31,6 32,4 32,4 

Yes 50 65,8 67,6 100,0 

Total 74 97,4 100,0  
Missing Did not answer 2 2,6   
Total 76 100,0   

 

2. Correlation “Age” and “Premium Price” 

 Age Total 

18-24 25-34 >44 

Willingness of paying premium 

prices 

No 20 30 7 57 

Yes 11 5 0 16 

Total 31 35 7 73 

 

Chi-Square-Tests 

 Value df Asymp Sig. (2-

sided) 

Pearson Chi-Square 6.490a 2 .039 

Likelihood-Ratio 7.744 2 .021 

Linear-by-Linear 5.540 1 .019 

Valid cases 73   

a. 1 cell (16,7%) has expected countless 5. Die minimum expected count 1.53. 
 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal 
Phi .298 .039 

Cramer-V .298 .039 

Valid cases 73  
 

3. Cross table “Feeling of excitement” and “Purchase” 

Feeling of excitement * Likelihood of Purchase Cross table 
 Likelihood of Purchase Total 

No effect on 

likelihood to 

buy 

Less likely 

to buy 

Neither likely 

nor unlikely to 

buy 

Likely to 

buy 
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Feeling of 

excitement 

Strongly agree 0 3 7 9 19 

Agree 4 7 17 6 34 

Neither agree nor 

disagree 

0 10 5 1 16 

Disagree 0 2 1 0 3 

Strongly disagree 0 1 1 0 2 

Total 4 23 31 16 74 
 

4. Correlation “Overall Enjoyment” and “Purchase” 

Reaction to AR app * Likelihood of Purchase Cross table 

 Likelihood of Purchase Total 

No effect on 

likelihood to 

buy 

Less likely to 

buy 

Neither 

likely nor 

unlikely to 

buy 

Likely to buy 

Reaction to 

AR app 

Dislike it at all 0 2 1 0 3 

Like it a little 0 9 4 1 14 

Like it 2 11 16 7 36 

Like it very much 2 1 11 8 22 

Total 4 23 32 16 75 

 

Correlations: Reaction to AR app/Likelihood of purchase 

 Reaction to AR 

app 

Likelihood of 

Purchase 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 .355** 

Sig. (2-tailed) . .002 

N 76 75 

Likelihood of Purchase 

Correlation Coefficient .355** 1.000 

Sig. (2-tailed) .002 . 

N 75 75 

**. Correlation is significant at the .01 level (2-tailed). 
 

5. Cross table “Feeling of excitement” and “AR as influential factor for 

repurchase” 

Feeling of excitement * AR as influencing factor for further purchases Cross table 
 AR as influencing factor for further purchases Total 

Not 

influencing at 

all 

Not very 

influencing 

Neither 

influencing nor 

not influencing 

Highly 

influencing 
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Feeling of 

excitement 

Strongly agree 0 5 8 6 19 

Agree 4 14 12 4 34 

Neither agree nor 

disagree 

3 7 5 1 16 

Disagree 1 1 1 0 3 

Strongly disagree 1 1 0 0 2 

Total 9 28 26 11 74 
 

6. Correlation “Overall enjoyment” and “AR as influential factor for repurchase” 

Reaction to AR app * AR as influencing factor for further purchases Cross table 

 AR as influencing factor for further purchases Total 

Not 

influencing 

at all 

Not very 

influencing 

Neither 

influencing 

nor not 

influencing 

Highly 

influencing 

Reaction to 

AR app 

Dislike it at all 1 1 1 0 3 

Like it a little 3 7 3 1 14 

Like it 3 14 13 6 36 

Like it very much 2 6 10 4 22 

Total 9 28 27 11 75 

 

Correlation Reaction to AR app/ AR as influential factor for repurchase 

 Reaction to AR 

app 

AR as 

influencing factor 

for further 

purchases 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 .241* 

Sig. (2-tailed) . .037 

N 76 75 

AR as influencing factor for 

further purchases 

Correlation Coefficient .241* 1.000 

Sig. (2-tailed) .037 . 

N 75 75 

*. Correlation is significant at the .05 level (2-tailed). 
 

7. Cross table “Feeling of excitement” and “Word-of-mouth” 

Feeling of excitement * Likelihood of recommendation to friends Cross table 

 Likelihood of recommendation to friends Total 

Very 

unlikely 

Somewhat 

unlikely 

Neither likely 

nor unlikely 

Likely Very likely 
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Feeling of 

excitement 

Strongly agree 0 1 2 11 4 18 

Agree 1 5 14 12 1 33 

Neither agree nor disagree 1 4 6 3 2 16 

Disagree 0 2 1 0 0 3 

Strongly disagree 1 0 1 0 0 2 

Total 3 12 24 26 7 72 

 

8. Correlation “Overall enjoyment” and “Word-of-mouth” 

Reaction to AR app * Likelihood of recommendation to friends Kreuztabelle 

 Likelihood of recommendation to friends Total 

Very 

unlikely 

Somewhat 

unlikely 

Neither 

likely nor 

unlikely 

Likely Very likely 

Reaction to AR 

app 

Dislike it at all 0 0 3 0 0 3 

Like it a little 3 5 2 2 2 14 

Like it 0 5 14 14 1 34 

Like it very much 0 2 6 10 4 22 

Total 3 12 25 26 7 73 

 

Correlation Reaction to AR app/Likelihood of recommendations 

 Reaction to AR 

app 

Likelihood of 

recommendation 

to friends 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 .349** 

Sig. (2-tailed) . .003 

N 76 73 

Likelihood of recommendation 

to friends 

Correlation Coefficient .349** 1.000 

Sig. (2-tailed) .003 . 

N 73 73 

**. Correlation significant at the .01 level (2-tailed). 
 

9. Cross table “Feeling of excitement” and “Change in product perception” 

 

Feeling of excitement * Likelihood of change of product perception Cross table 

 Likelihood of change of product perception Total 

Somewhat 

unlikely 

Neither 

likely nor 

unlikely 

Likely Very likely 
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Feeling of 

excitement 

Strongly agree 0 1 11 7 19 

Agree 8 3 17 4 32 

Neither agree nor disagree 4 2 8 2 16 

Disagree 2 1 0 0 3 

Strongly disagree 0 1 1 0 2 

Total 14 8 37 13 72 

 

10. Cross table “Feeling of excitement” and “Change in company perception” 

Feeling of excitement * Likelihood of change of company perception Cross table 
 Likelihood of change of company perception Total 

Very 

unlikely 

Somewhat 

unlikely 

Neither 

likely 

nor 

unlikely 

Likely Very 

likely 

Feeling of 

excitement 

Strongly agree 0 1 5 11 2 19 

Agree 0 7 3 18 5 33 

Neither agree nor disagree 1 3 8 3 1 16 

Disagree 0 2 0 1 0 3 

Strongly disagree 0 0 1 1 0 2 

Total 1 13 17 34 8 73 
 

11. Correlation “Overall enjoyment” and “Change in product perception” 

Reaction to AR app * Likelihood of change of product perception Cross table 

 Likelihood of change of product perception Total 

Somewhat 

unlikely 

Neither 

likely nor 

unlikely 

Likely Very likely 

Reaction to AR 

app 

Dislike it at all 1 2 0 0 3 

Like it a little 5 3 4 2 14 

Like it 7 3 21 4 35 

Like it very much 1 1 12 7 21 

Total 14 9 37 13 73 

 

Correlation Reaction to AR app/Likelihood of change of product perception 

 Reaction to AR 

app 

Likelihood of 

change of product 

perception 

Spearman-Rho Reaction to AR app 
Correlation Coefficient 1.000 .409** 

Sig. (2-tailed) . .000 
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N 76 73 

Likelihood of change of 

product perception 

Correlation Coefficient .409** 1.000 

Sig. (2-tailed) .000 . 

N 73 73 

**. Correlation is significant at the .01 level (2-tailed). 
 

12. Correlation “Overall enjoyment” and “Change in company perception” 

Reaction to AR app * Likelihood of change of company perception Cross table 

 Likelihood of change of company perception Total 

Very 

unlikely 

Somewhat 

unlikely 

Neither 

likely nor 

unlikely 

Likely Very likely 

Reaction to 

AR app 

Dislike it at all 1 0 1 1 0 3 

Like it a little 0 5 5 3 1 14 

Like it 0 7 9 16 3 35 

Like it very much 0 1 3 14 4 22 

Total 1 13 18 34 8 74 

 

Correlation Reaction to AR app/Likelihood of change of company perception 

 Reaction to AR 

app 

Likelihood of 

change of 

company 

perception 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 .388** 

Sig. (2-tailed) . .001 

N 76 74 

Likelihood of change of 

company perception 

Correlation Coefficient .388** 1.000 

Sig. (2-tailed) .001 . 

N 74 74 

**. Correlation is significant at the .01 level (2-tailed). 
 

13. Cross table “Feeling of excitement” and “Commitment towards product” 

Feeling of excitement * Feeling of commitment towards product Cross table 

 Feeling of commitment towards product Total 

Strongly 

agree 

Agree Neither agree nor 

disagree 

Disagree Strongly 

disagree 

Feeling of 

excitement 

Strongly agree 2 11 4 2 0 19 

Agree 4 8 12 10 0 34 
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Neither agree nor disagree 0 5 4 6 1 16 

Disagree 0 0 1 2 0 3 

Strongly disagree 0 1 0 0 1 2 

Total 6 25 21 20 2 74 

 

14. Cross table “Feeling of excitement” and “Commitment towards company” 

Feeling of excitement * Feeling of commitment towards company Cross table 

 Feeling of commitment towards company Total 

Strongly 

agree 

Agree Neither agree nor 

disagree 

Disagree Strongly 

disagree 

Feeling of 

excitement 

Strongly agree 0 8 6 4 0 18 

Agree 2 10 12 8 2 34 

Neither agree nor disagree 0 2 6 6 2 16 

Disagree 0 0 1 2 0 3 

Strongly disagree 0 0 1 1 0 2 

Total 2 20 26 21 4 73 

 

15. Correlation “Overall enjoyment” and “Commitment towards product” 

Reaction to AR app * Feeling of commitment towards product Cross table 

 Feeling of commitment towards product Total 

Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

Reaction to 

AR app 

Dislike it at all 0 0 0 2 0 2 

Like it a little 1 2 5 4 2 14 

Like it 3 13 7 13 0 36 

Like it very much 2 10 9 1 0 22 

Total 6 25 21 20 2 74 

 

Correlation Reaction to AR app/Feeling of commitment towards product 

 Reaction to AR 

app 

Feeling of 

commitment 

towards product 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 -.341** 

Sig. (2-tailed) . .003 

N 76 74 

Feeling of commitment towards 

product 

Correlation Coefficient -.341** 1.000 

Sig. (2-tailed) .003 . 
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N 74 74 

**. Correlation is significant at the .01 level (2-tailed). 
 

16. Correlation “Overall enjoyment” and “Commitment towards company” 

Reaction to AR app * Feeling of commitment towards company Cross table 

 Feeling of commitment towards company Total 

Strongly 

agree 

Agree Neither agree 

nor disagree 

Disagree Strongly 

disagree 

Reaction to 

AR app 

Dislike it at all 0 0 0 1 1 2 

Like it a little 0 1 5 7 1 14 

Like it 0 11 13 10 2 36 

Like it very much 2 8 8 3 0 21 

Total 2 20 26 21 4 73 

 

Correlation Reaction to AR app/Feeling of commitment towards company 

 Reaction to AR 

app 

Feeling of 

commitment 

towards company 

Spearman-Rho 

Reaction to AR app 

Correlation Coefficient 1.000 -.416** 

Sig. (2-tailed) . .000 

N 76 73 

Feeling of commitment towards 

company 

Correlation Coefficient -.416** 1.000 

Sig. (2-tailed) .000 . 

N 73 73 

**. Correlation is significant at the .01 level (2-tailed). 
 

17. Correlation “Feeling of involvement” and “Commitment towards product” 

Feeling of involvement * Feeling of commitment towards product Cross table 

 Feeling of commitment towards product Total 

Strongly 

agree 

Agree Neither agree nor 

disagree 

Disagree Strongly 

disagree 

Feeling of 

involvement 

Strongly agree 4 6 4 0 0 14 

Agree 2 10 12 8 0 32 

Neither agree nor 

disagree 

0 9 3 6 0 18 

Disagree 0 0 1 6 1 8 

Strongly disagree 0 0 1 0 1 2 

Total 6 25 21 20 2 74 
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Correlation Feeling of involvement/Feeling of commitment towards product 

 Feeling of 

involvement 

Feeling of 

commitment 

towards product 

Spearman-Rho 

Feeling of involvement 

Correlation Coefficient 1.000 .463** 

Sig. (2-tailed) . .000 

N 74 74 

Feeling of commitment towards 

product 

Correlation Coefficient .463** 1.000 

Sig. (2-tailed) .000 . 

N 74 74 

**. Correlation is significant at the .01 level (2-tailed). 
 

18. Correlation “Feeling of involvement” and “Commitment towards company” 

Feeling of involvement * Feeling of commitment towards company Cross table 

 Feeling of commitment towards company Total 

Strongly 

agree 

Agree Neither agree 

nor disagree 

Disagree Strongly 

disagree 

Feeling of 

involvement 

Strongly agree 0 8 5 0 0 13 

Agree 2 7 13 9 1 32 

Neither agree nor 

disagree 

0 5 6 6 1 18 

Disagree 0 0 1 5 2 8 

Strongly disagree 0 0 1 1 0 2 

Total 2 20 26 21 4 73 

 

Correlation Feeling of involvement/Feeling of commitment towards company 

 Feeling of 

involvement 

Feeling of 

commitment 

towards company 

Spearman-Rho 

Feeling of involvement 

Correlation Coefficient 1.000 .447** 

Sig. (2-tailed) . .000 

N 74 73 

Feeling of commitment towards 

company 

Correlation Coefficient .447** 1.000 

Sig. (2-tailed) .000 . 

N 73 73 

**. Correlations significant at the .01 level (z2-tailed). 
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19. Cross table “Feeling of excitement” and “Satisfaction” 

Feeling of excitement * Feeling of satisfaction Cross table 

 Feeling of satisfaction Total 

Strongly 

agree 

Agree Neither agree 

nor disagree 

Disagree Strongly 

disagree 

Feeling of 

excitement 

Strongly agree 0 11 7 1 0 19 

Agree 1 14 14 4 1 34 

Neither agree nor 

disagree 

0 3 8 3 1 15 

Disagree 0 0 0 1 2 3 

Strongly disagree 0 0 1 1 0 2 

Total 1 28 30 10 4 73 

 

20. Correlation “Overall enjoyment” and Satisfaction” 

Reaction to AR app * Feeling of satisfaction Cross table 

 Feeling of satisfaction Total 

Strongly 

agree 

Agree Neither agree 

nor disagree 

Disagree Strongly 

disagree 

Reaction to 

AR app 

Dislike it at all 0 0 1 0 1 2 

Like it a little 0 3 5 4 1 13 

Like it 1 14 15 5 1 36 

Like it very much 0 11 9 1 1 22 

Total 1 28 30 10 4 73 

 

Correlation Feeling of satisfaction/Reaction to AR app 

 Feeling of 

satisfaction 

Reaction to AR 

app 

Spearman-Rho 

Feeling of satisfaction 

Correlation Coefficient 1.000 -.263* 

Sig. (2-tailed) . .025 

N 73 73 

Reaction to AR app 

Correlation Coefficient -.263* 1.000 

Sig. (2-tailed) .025 . 

N 73 76 

*. Correlation is significant at the .05 level (2-tailed). 
 

21. Correlation “Feeling of satisfaction” and “Commitment towards product” 

Feeling of satisfaction * Feeling of commitment towards product Cross table 

 Feeling of commitment towards product Total 
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Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

Feeling of 

satisfaction 

Strongly agree 1 0 0 0 0 1 

Agree 4 11 8 5 0 28 

Neither agree nor disagree 1 12 9 7 1 30 

Disagree 0 1 2 6 1 10 

Strongly disagree 0 0 2 2 0 4 

Total 6 24 21 20 2 73 

 

Correlation Feeling of satisfaction/Feeling of commitment towards product 

 Feeling of 

satisfaction 

Feeling of 

commitment 

towards product 

Spearman-Rho 

Feeling of satisfaction 

Correlation Coefficient 1.000 .405** 

Sig. (2-tailed) . .000 

N 73 73 

Feeling of commitment towards 

product 

Correlation Coefficient .405** 1.000 

Sig. (2-tailed) .000 . 

N 73 74 

**. Correlation is significant at the .01 level (2-tailed). 
 

22. Correlation “Feeling of satisfaction” and “Commitment towards company” 

Feeling of satisfaction * Feeling of commitment towards company Cross table 

 Feeling of commitment towards company Total 

Strongly 

agree 

Agree Neither 

agree nor 

disagree 

Disagree Strongly 

disagree 

Feeling of 

satisfaction 

Strongly agree 0 1 0 0 0 1 

Agree 1 11 10 5 0 27 

Neither agree nor disagree 1 8 11 6 4 30 

Disagree 0 0 2 8 0 10 

Strongly disagree 0 0 2 2 0 4 

Total 2 20 25 21 4 72 

 

Correlation Feeling of satisfaction/Feeling of commitment towards company 
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 Feeling of 

satisfaction 

Feeling of 

commitment 

towards company 

Spearman-Rho 

Feeling of satisfaction 

Correlation Coefficient 1.000 .410** 

Sig. (2-tailed) . .000 

N 73 72 

Feeling of commitment towards 

company 

Correlation Coefficient .410** 1.000 

Sig. (2-tailed) .000 . 

N 72 73 

**. Correlation is significant at the .01 level (2-tailed). 
 

23. Correlation “Feeling of satisfaction” and “Word-of-mouth” 

Feeling of satisfaction * Likelihood of recommendation to friends Cross table 

 Likelihood of recommendation to friends Total 

Very 

unlikely 

Somewhat 

unlikely 

Neither 

likely nor 

unlikely 

Likely Very likely 

Feeling of 

satisfaction 

Strongly agree 0 0 0 1 0 1 

Agree 1 2 6 13 5 27 

Neither agree nor disagree 1 4 13 10 1 29 

Disagree 1 3 4 1 1 10 

Strongly disagree 0 3 1 0 0 4 

Total 3 12 24 25 7 71 

 

Correlation Feeling of satisfaction/Likelihood of recommendation 

 Feeling of 

satisfaction 

Likelihood of 

recommendation 

to friends 

Spearman-Rho 

Feeling of satisfaction 

Correlation Coefficient 1.000 -.428** 

Sig. (2-tailed) . .000 

N 73 71 

Likelihood of recommendation 

to friends 

Correlation Coefficient -.428** 1.000 

Sig. (2-tailed) .000 . 

N 71 73 

**. Correlation is significant at the .01 level (2-tailed). 
 

 

 


