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Abstract 
This bachelor thesis explores a virtual try-on interface in the context of the fashion product category. 
It is argued that virtual representations of product offerings can stimulate consumers’ purchase 
intentions, and thus, enact an online transaction. 
 
The purpose is to investigate how market-based AR/VR influences the behavior of consumers along 
the customer journey. A qualitative research approach was undertaken to answer the exploratory 
question. The context of the empirical bachelor thesis is the virtual try-on Synsam Style Lab where 
two qualitative research methods were conducted. These methods consisted of a document study 
on Synsam Style Lab and three synchronous online focus group interviews that laid the foundation 
of the thematic analysis. The purpose of conducting these qualitative research methods was to 
shed light on whether or not Synsam Style Lab could facilitate consumers’ online buying decision 
process. 
 
Consumers who saw convenience in Synsam Style Lab often expressed reasons related to the 
theme Alleviate. On the contrary, if consumers interaction with Synsam’s virtual try-on yielded 
negative experience, then their reasons were often in connection with the theme Insufficiency.  
 
The context of this bachelor thesis is restricted to the fashion eyewear segment and does not 
represent the total fashion industry. Only members of Generation Y, also known as millennials, 
participated in the synchronous online focus group interviews. Therefore, incorporating the 
perspectives of other demographics could contribute to a diversified discovery of findings. 
 
Previous research has not explicitly investigated the influence of AR/VR applications on consumers’ 
engagement in a fashion retail setting. Hence, this bachelor thesis provides new dimensions within 
the field of market-based AR/VR applications. 
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1. Introduction 

 

We live in a digital era where the effects of globalization have substantially accelerated the 

interdependence between different regions and societies. Fashion retailers who operate in 

Nordic regions are also increasingly embracing technology trends to digitally transform 

their experiential retail strategies and infrastructures  (Caboni & Hagberg, 2019). It is also 

apparent that interactive technologies have dramatically transformed the retail landscape 

(Watson et al., 2020). For instance, fashion retailers are adopting an omnichannel 

ecommerce approach that offers augmented reality (AR) and virtual reality (VR) services 

to reach out to consumers worldwide and gain new revenue streams (Miell et al., 2018). 

Both technologies leverages new creative approaches in relation to the delivery of 

customized services within an immersive and enhanced virtual environment. However, 

there are distinct differences between AR and VR that needs to be addressed. AR enables 

users to enhance a real-world setting by adding virtual elements with a smartphone (e.g., 

Pokémon GO), while VR users are required to wear a head-mounted display (HMD) to 

interact in a fictional reality (Greenwald, 2021). In other words, the fundamental 

differences mainly comes down to the device requirements and the immersive experience 

itself.  

In this context, AR/VR is expected to cultivate personalized customer experience and 

increase innovation and productivity, which jointly harnesses digital transformation of 

sustainable local services that accommodates consumers’ preferences in a customer-centric 

marketplace  (Watson et al., 2020). Synsam, one of the leading opticians in Europe 

launched an application on smart devices that creates a virtual fitting room for customers. 

In similar fashion, L’Oréal’s ModiFace application is integrated with AR technology that 

reinvents the beauty experience by allowing consumers to virtually try on makeup  (Hilken, 

et al., 2018). Thus, it entails an ability to engage consumers by replicating a physical 

experience through the integration and enhancement of “real life” senses into an online 

experience. Adaptations to these forms of technologies can augment customer journeys and 

omnichannel experiences that go way beyond simple novelty. 
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AR/VR is generally associated with the entertainment elements, but it is rapidly gaining 

attention from consumers who recognize its functional or experiential benefits within the 

fashion industry. It grants fashion brands the flexibility to design gimmicks and 

applications for consumers to connect with their gamified products and services in a fully 

immersive virtual environment (Caboni & Hagberg, 2019). However, it requires fashion 

retailers to exert efforts in exploiting AR/VR technology effectively to stay ahead of the 

curve and assess its applications to optimally meet actual customer needs (Hilken, et al., 

2018). The research of Wedel et al. (2020) demonstrates that a customer journey typically 

involves three distinct stages, namely pre-purchase, purchase, and post-purchase. AR/VR 

advertisements can be a revolutionary facilitator for the pre-purchase stage as it can 

encourage more click-throughs in comparison to traditional online advertising, prompting 

positive brand attitudes, and thus, stimulate purchase intentions (Wedel et al., 2020). In 

regard to the purchase stage, AR/VR applications allows consumers to engage with a brand 

in a virtual environment by designing, customizing, and optimizing shopping and product 

tests for customers, which evidently enhances shopping efficiency, portrays virtual store 

revamp, virtual products displays, and virtual walkthroughs (Wedel et. al, 2020). For 

instance, InVRsion introduced a B2B VR application called ShelfZone, which is a retail 

space simulator that reproduces supermarkets, malls, and various other retail 

establishments, enabling consumers to integrate with the environment as if they were in the 

actual location (Xie, 2017). As for the final phase of the customer journey, AR/VR 

applications have the capacity to facilitate the experience and assessment of the post-

purchase stage, by supplying augmentation through gamification, contextualized 

experience, and supplementary contingent information (Wedel et al., 2020). Thus, 

integrating AR/VR into the customer journey mapping can provide an immersive, 

entertaining and interactive shopping experience, which may inspire consumers to re-

explore the customer journey anew. 

1.1 Problematization 

Since fashion retailers’ deployment of AR/VR is moderately managed within experiential 

marketing activities, there is a growing interest to investigate its underlying effects on each 

stage of the customer journey from a customer-oriented perspective. It is evident that 

AR/VR features of accuracy, attractiveness, and interactivity are influencing consumer 
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perceptions towards virtual solutions in business-to-consumer (B2C) contexts (Lee & Xu, 

2020). Therefore, consumers who face stimuli from AR/VR through myriad touchpoints 

(e.g., firm websites, social media platforms and price discount) will engender different 

cognitive and affective responses towards a fashion brand. As a result, it can lead to 

different customer experiences, which accordingly makes it critical to examine how 

AR/VR affects the customer journey. It is important to understand the role of AR/VR as an 

emerging opportunity for fashion retailers to fine tune their customer journey strategy to 

better target customers and foster customer engagement. Especially in response to 

uncontrollable factors, such as social-, regulatory- and competitive forces where AR/VR 

will play a major role in defining the future of retail. 

Prior scholars generalize the layout of the customer journey as a series of interactions that 

customers are going through with an organization via touchpoints and throughout every 

stage of the customer lifecycle (Hollebeek et al., 2020; Hoyer et al., 2020; Lemon & 

Verhoef, 2016; Nam & Kannan (2020); Wedel et al., 2020). The customer journey revolves 

around a sequence of three phases that are made in small incremental steps with extended 

commitment. These are namely pre-purchase, purchase, and post-purchase, which in 

conjunction shapes the complete experience a consumer has with an organization (Hoyer 

et al., 2020). Each stage encompasses different interactions and outcomes that determine 

whether the consumer is committed to intensifying their engagement with an organization. 

Wedel et al. (2020) highlighted that consumers tend to also evoke different dimensions of 

customer experiences throughout the purchase stages. Specifically emphasizing on the 

consumer’s cognitive, affective, sensorial, emotional, behavioral, and social responses to 

brand-related stimuli. In other words, brands, products, or services that incorporate these 

elements can leverage a positive customer experience among consumers. This outcome is 

ideal as it promotes brand loyalty and increases customer satisfaction. Subsequently, 

encourages satisfied customers to become advocates for the specific firm, and thus 

establishes long-term relationships between both parties (Lemon & Verhoef, 2016). 

While the integration of AR/VR applications in B2C contexts is prevalent within the 

fashion industry, such as virtual try-ons, shoe fit visualization and pop-up stores (Wedel, et 

al., 2020), there is a sense of interest to explore its drivers and effects in transforming 

consumers’ buying processes. Despite AR/VR’s wide range of application in various areas 

including tourism, entertainment, and healthcare, insight into whether its capabilities have 
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a profound impact on the customer journey in fashion retailing, specifically within the 

optician category is relatively scarce (Wedel et al., 2020). We consider eyeglasses as a 

fashion segment due to the various models of spectacle frames being available for the 

customer to choose from. DeLong and Daly (2013) stated that eyewear can fulfill different 

personal needs depending on the suitability of the user. For instance, some may use it for 

practical purposes that require accurate vision, while others use it to achieve a certain 

fashionable look. Hence, the spectacles are offered in various brands and designs, and 

consumers tend to choose the spectacles that fulfils their needs the best. Once an optimal 

spectacle is identified, consumers proceed with choosing the strength of the glass for the 

spectacle. As such, eyeglasses have transitioned from a necessity to an accessory. 

Evidently, there exist non-prescription eyeglasses, whose purpose is to fulfill a certain 

aesthetic, and does not affect the eyesight whatsoever. Additionally, consumers’ who want 

to maintain their natural look, but suffer from decline in eyesight can opt for lenses.  

However, to the best of our knowledge, there is no explicit investigation on how AR/VR 

applications can facilitate consumers’ online buying decisions process along the customer 

journey in a fashion retail context. Recent research (Wedel et al., 2020; Hollebeek et al., 

2020) has addressed how AR/VR applications can elevate the consumers’ customer journey 

from an overarching perspective. Wedel et al. (2020) state that marketing dimensions, such 

as product presentation, advertising, brand marketing, multichannel retailing, socialization, 

and co-creation of products and experiences, are probable areas of marketing to be 

influenced by VR. In other words, the research of Wedel et al. (2020) is not fixed on one 

specific area in retailing, but rather the marketing as a whole. This also includes the research 

of Hollebeek et al. (2020), where they illuminate consumers’ VR awareness, engagement, 

and interactions from a retail perspective. Thus, marketing as a whole can take advantage 

of the data and personalize marketing, with respect to each and every individual. In 

addition, previous research has not taken COVID-19 into account when investigating 

AR/VR through the customer journey. We also believe that companies within the fashion 

retail sector could benefit from market-based AR/VR applications. Especially during a 

pandemic that requires social distancing and as little physical contact with other individuals 

and other entities as possible. We are aware that consumers feel the need to physically try 

on clothes before making a purchase decision, hence, AR/VR applications in a fashion retail 

context are perceived to be a solution in difficult circumstances. Therefore, we aim to 
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explore the significance of consumer-oriented AR/VR applications in the fashion industry 

across the phases of the customer journey from a consumer perspective. This is followed 

by an investigation of how Synsam’s virtual try-on called Style Lab shapes consumers’ 

AR/VR engagement along their customer journey. 

We presume that AR/VR technology will allow marketers to enhance their view on the 

consumer trends in different target markets and balance between standardization and 

adaptation to diverse cultures (Caboni & Hagberg, 2019). To be able to consider local 

preferences and expectations without sacrificing the essence of their core business. As a 

result, it improves customer retention since connected customers tend to become advocates 

for the specific business due to increased customer satisfaction and convenience (Hilken et 

al., 2018). Therefore, AR/VR technology can serve as a catalyst for economic growth, 

effective communications, and long-term business relationships in a virtual setting. 

Especially, using AR/VR as a practical purpose to accommodate health safety concerns 

over public hygiene. 

1.2 Research purpose 

The present bachelor thesis aims to explore Nordic fashion retailers’ integration of 

technology to improve the customer journey from a customer-oriented perspective. It 

explicitly investigates the impact of AR/VR technology at each stage of the customer 

journey in an online environment and how it benefits customers within the fashion retail 

sector. Especially, as members within societies are increasing their usage of digital 

connectivity in response to the COVID-19 pandemic, to build economic recovery and 

resilience. This study further discusses challenges involved in the AR/VR spectrum as 

instruments to revolutionize consumers’ online buying decision process. The current study 

addresses several scientific articles that the authors have mutually selected from the 

Summon database. By extracting distinctive insights, the bachelor thesis can thus provide 

an in-depth understanding on the specific theme. A qualitative research method will be 

conducted to obtain data for further analysis. Other contributions that will elevate the 

bachelor thesis are provided from previous courses at the university of Kristianstad. 
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1.3 Research question 

How can the integration of market-based virtual try-ons facilitate consumers’ online buying 

decision process along the customer journey?  
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2. Theoretical framework 

 

The following chapter illuminates concepts and definitions relevant to the bachelor thesis. 

These concepts revolve around two different perspectives of AR/VR applied along the 

customer journey, clarifications of “moments of truth” and touchpoints. Finally, a proposed 

analytical model that is based on the key findings will be presented and guide the research. 

The collection of these interrelated concepts will support the analysis and justify the 

significance of AR/VR in the customer journey within a fashion retail setting. 

2.1 Consumer marketing and its relation to AR/VR technologies 

Wedel et al. (2020) proposed a framework on AR/VR technologies, the interactions of the 

technologies, and its relation towards consumer marketing. According to the authors 

(Wedel et al., 2020) consumer experience related to AR/VR are prone to be more impactful 

and sustaining, as the application of the technologies exemplifies features including 

replicated multisensory product experiences (e.g., vision, touch and hearing), interactive 

procedures that allows vibrant alterations in product presentation,  trial and practice, 

dimensional and contextual product experience, and lastly, social connections across 

products, services and experiences. Wedel et al. (2020) further explain that these factors 

combined leverage a complete experience of augmented, mixed or virtual environment, and 

it produces the impression that the consumers are present and interacting within the 

ecosystem. Thus, the framework of Wedel et al. (2020) consists of the following features: 

Immersion which indicates the level of pragmatism of a VR rendering system stemming 

from a compilation of sensory inputs, presence which represents the consumer’s 

idiosyncratic experience of being and acting within an augmented or virtual world, 

attention as a mediator between immersion and presence in a virtual context, consumer 

experience as a multidimensional response to the augmented or virtual environment, 

application context which influences the envisioned benefits from AR/VR engagements, 

stages of customer journey (e.g., pre-purchase, purchase, and post-purchase), and lastly 

effectiveness of AR/VR applications, see Figure 1. The conceptual framework of Wedel et 

al. (2020) is relevant for the present bachelor thesis as it provides knowledge on consumer 

attributes such as emotion, behavior, cognitive, and social experience that customers are 

likely to display during their interaction with market-based AR/VR. It will allow us to see 
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the effect of market-based AR/VR from a consumer perspective and provide an outline that 

corresponds with our research. 

 

Figure 1. 

The relation between consumer marketing research and AR/VR 

 

Note. Map over consumer’s experience with VR 

Comment: Retrieved from Wedel, M., Bigné, E., & Zhang, J. (2020). Virtual and augmented reality: 

Advancing research in consumer marketing. 37(3), 443-465. doi:10.106/j.ijresmar.2020.04.004 

 

2.1.1 Immersion 

Out of the five fundamental human senses, sight, hearing, and touch are the sensory inputs 

which are primarily replicated within an augmented, or virtual environment (Wedel et al., 

2020). Immersion occurs when the user interacts with a VR system. It measures the level 

of realism that occurs (e.g., sight, hearing, and touch) from the engagement with the VR 

system or device. In other words, the previously mentioned basic human sensory inputs are 

the factors that will determine the degree of realism of the immersion consumers feel when 

interacting with any form of augmented or virtual context. The use of three-dimensional 
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cues and interactivity proved to reinforce consumers’ perception of instructions and 

creativity within the world of virtual reality (Wedel et al., 2020). Furthermore, visual 

demonstration of products in virtual settings were shown to increase consumers’ positive 

attitudes and understandings of the company’s intentions (Wedel et al., 2020). Moreover, 

the hearing component of immersion also exhibited an elevated degree of engagement and 

presence, in particular instigated music, which enhanced the moderating outcome on 

behavior (Wedel et al., 2020). Lastly, it was also discovered that haptic feedback (e.g., 

sensory input related to touch) surrounding communications enhanced task performance 

within the augmented and virtual environments (Wedel et al., 2020). 

2.1.2 Presence 

The presence factor of the authors’ (Wedel et al., 2020) framework concerns the 

psychological condition in which the consumer experiences a sense of feeling of physical 

existence in the virtual world. Presence takes place when genuine sensory input is replaced 

with virtual sensory input. As a result, it allows the user to take measures that influence the 

virtual environment (Wedel et al., 2020). Previous research showed that users reacted to 

intangible virtual objects in similar manner as they would with actual existing individuals 

or objects (Wedel et al., 2020). Furthermore, abstract illustrations could in theory be 

advantageous as it decreased the complexities of sensory input representations, thus it 

would efficiently facilitate certain task performance, while simultaneously reduce the 

required computer power to run an AR/VR interface (Wedel et al., 2020). 

2.1.3 Attention 

According to Wedel et al. (2020) it is necessary to recognize how the psychological 

condition of feeling a sense of existence materializes in a virtual world. Wedel et al. (2020) 

support their previous statement by shedding light to other empirical studies, which 

similarly claimed that there is a fundamental connection amid the attention consumers 

display to the virtual context, and their feeling of being present. Consequently, as users 

increases their attention within the virtual ecosystem, additional sensory perception will be 

activated. Wedel et al. (2020) further explain that attention is a constrained capacity, and a 

delicate procedure that endorses task accomplishment by enhancing the processing of 

certain sensory input, while simultaneously concealing other non-selective sensory inputs. 

According to a previous research, it was also demonstrated that simulated product 
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information that is offered through a method that fulfills consumers’ aspirations can impact 

their shopping behavior in a favorable way (Wedel et al., 2020). 

2.1.4 Consumer experience 

The framework of Wedel et al. (2020) discussed consumer experience as a 

multidimensional response, which are encompassed by cognitive, emotional, behavioral, 

sensorial, and social reaction towards encounters with a company’s product offerings and 

marketing conducts. According to Wedel et al. (2020), the user experience have a 

fundamental influence on the customer experience. The user experience displays how 

individuals engage with products, services, information, and other entities via an AR/VR 

interface (Wedel et al., 2020). Furthermore, it was demonstrated that synchronized 

commitment facilitated the engaging feature of VR usage (Wedel et al., 2020). Wedel et al. 

(2020) also noticed that consumers’ interacting experiences impacted factors such as 

attitudes, preferences, acquisition goals, preference, use, enjoyment, and loyalty. 

2.1.5 Application context 

Wedel et al. (2020) argued that a crucial element of the application context that regulates 

the impact of attention, stimulates presence, and augments the user experience is whether 

it entails utilitarian or hedonic products, services or features. Furthermore, the authors 

explained that in a contextual prompting, the context (e.g., products and scenes) stimulates 

appropriate recollections, intentions, and regulations for perception and action. Therefore, 

the functional benefits of VR applications in a utilitarian environment are predominantly 

apparent, while VR applications in a hedonic setting would exhibit experiential benefits 

(Wedel et al., 2020). Moreover, as application context is regulating the connections 

between immersion, presence, attention and consumer experience, Wedel et al. (2020) 

assume that this particular aspect of their conceptual framework contributes to the degree 

of effectiveness that the VR integrations have on the consumer experience. 

2.1.6 Stages along the customer journey 

Stages along the customer journey are the next factor concerning the conceptual framework 

of Wedel et al. (2020). This aspect suggests that AR and VR applications can expedite 

consumers’ experience and decision-making process in the pre-purchase, purchase, and 

post-purchase phases of the customer journey. Lemon and Verhoef (2016) argued that 



Nguyen A. & Nguyen E. 

11 

 

aspects such as incentives, aspirations, information, and benefits required may progress 

along the customer journey. Hence, how consumers engage with AR and VR interfaces can 

also be facilitated during the distinct phases in the customer journey. 

2.1.6.1 Pre-purchase 

The pre-purchase stage is referred to as a consumer’s necessity to navigate through 

potential brand options and seek sufficient information that support their credibility (Lemon 

& Verhoef, 2016; Nam & Kannan, 2020). Consumers who take part in this process are 

generally driven by utilitarian or hedonic motivations to begin their initial search. 

Consumers start with identifying several solutions to their needs, goals or impulses, 

browsing through suitable brands, searching for internal or external information, and finally 

reviewing the choice alternatives in relation to their personal screening criteria (Lemon & 

Verhoef, 2016).  

Nam and Kannan (2020) expressed that consumers tend to put more effort in extracting 

information through external research. For instance, consumers would rely on word-of-

mouth (WOM) from relatives or friends, online forums, vendors, and advertisements to 

build a consideration set of high involvement products. The reason behind this is because 

customers’ awareness about a brand is either limited or deemed inefficient. Therefore, 

informed consumers are more capable to enact sensible purchase decisions after acquiring 

insights from external sources. Overall, the pre-purchase stage is the complete experience 

before a purchase decision and serves to assist consumers in reducing their information 

uncertainty and perceived risk before they are inclined to proceed with the transaction 

(Lemon & Verhoef, 2016; Nam & Kannan, 2020). 

2.1.6.2 Purchase 

Consumers are prepared to proceed with their purchase intentions after their completion of 

an active evaluation and a brand of interest has been selected for consumption. During the 

purchase stage, consumers would interact with the provider by either visiting a brick-and-

mortar store or placing an order online depending on their preferences. In other words, the 

purchase event would consist of customer processes that emphasize on choice, ordering, 

and payment (Lemon & Verhoef, 2016). Lemon and Verhoef (2016) also stated that 

marketing activities, environments and atmospherics affects the consumer behavior, which 

in turn influences the purchase decision. Examples of this would be the marketing mix 
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factors, servicescape and store atmosphere. Nevertheless, commercial transactions are 

normally being executed and consumers can experience the perceived product or service 

benefits (Nam & Kannan, 2020). 

2.1.6.3 Post-purchase 

Consumers advance to the final stage of the customer journey following the activities and 

experiences of a product or service. This is referred to as the post-purchase stage where 

consumers are ready to assess their level of satisfaction or benefit derived by consuming 

the product (Nam & Kannan, 2020). Moreover, it determines whether consumers are 

willing to repurchase the same product or make future buying decisions of other products 

within the umbrella brand. Consumers would also often feel compelled to express their 

feelings about the product to others. This is generally done through WOM in social media, 

posting product reviews online or creating user-generated content (UGC), which can 

significantly influence the purchase decisions of other prospects (Nam & Kannan, 2020). 

On the other hand, consumers may experience cognitive dissonance due to buyer’s remorse 

(Skelton & Allwood, 2017). This is commonly caused by inflated expectations, 

discretionary spending of non-essential items or exposure to brand alternatives in adverts 

that may seem more enticing in terms of performance, price, and qualities. These factors 

influence consumers’ repurchasing intentions and consumption behavior, which can lead 

to product returns or begin the customer journey anew by interacting with brand rivals 

(Skelton & Allwood, 2017). 

2.1.7 Effectiveness 

The effectiveness of VR application is the final aspect in the framework of Wedel et al. 

(2020), and it explains that effectiveness, in relation to VR activity in marketing, represents 

the magnitude to which VR is prosperous in advocating, facilitating, or enriching consumer 

tasks and experiences. In continuation, the authors (Wedel et al., 2020) identified four key 

forms of data that can be accumulated from VR systems, as well as review their 

effectiveness, and these data types are objective, digital, neurophysiological, and self-

reported data. Firstly, objective data are practical attributes of audio (e.g., sound and 

hearing rate), video (e.g., image and motion), and audiovisual (e.g., synchronization) 

inputs. 
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Secondly, the digital form of effectiveness concerns aspects such as voice commands, 

motion of the head, hands, body, face and eyes (Wedel et al. 2020). These attributes are 

digitally recordable through tools like microphones, motion-trackers, cameras, and haptic 

devices.  

Thirdly, neurophysiological signals are elements such as heart-rate deviation, 

electrodermal feedback, respiratory rate, and voice pitch (Wedel et al., 2020). These 

elements of neurophysiological signals are quantifiable through practical tools that are 

simultaneously utilized to assist responsiveness of VR to the signals (e.g., HMD).  

Lastly, self-reported data acquired from surveys and qualitative interviews can be used as 

adjuncts to observation figures (Wedel et al., 2020). Furthermore, self-report data allows 

observers to assess users’ feelings, preferences, experience, and contentment. Thus, by 

understanding the conceptual framework of Wedel et al. (2020), marketers will have a 

better comprehensiveness towards a broad array of VR applications in marketing. 

2.2 How VR interaction can influence the customer journey 

Hollebeek et al. (2020) developed a conceptual framework that illustrates how VR 

transforms the customer experience along the customer journey, see Figure 2. It outlines 

three stages of experiences that consumers go through via their use of marketing-based VR, 

namely pre-VR experience, intra-VR experience and post-VR experience. However, 

Hollebeek et al. (2020) also highlight that consumers need to show a VR readiness, which 

is an important driver that triggers their desire to interact with VR-based stimuli to achieve 

their goals, and thus embark on a customer journey of VR interactions. Pre-to intra-VR 

experience stage revolves around the concepts of meaning-making motives and VR 

engagement. The meaning-making motives illuminates different key drivers that a 

consumer would adhere to and in turn shape their VR engagement at the intra-VR 

experience stage. Finally, consumers proceed to the post-VR experience stage upon 

completing their VR interactions with a brand and develop a perceived brand relationship 

quality (BRQ). The conceptual framework of Hollebeek et al. (2020) is relevant for the 

present bachelor thesis as it gives us perceptiveness on consumer motives when they 

accomplish their goals/needs via the use of market-based VR applications. The framework 

also shed light on different types of VR engagement, and how these VR interactions can 

aid consumers to develop various types of brand relationship quality. Hence, the research 
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of Hollebeek et al. (2020) will aid us in constructing our interview guide, so that we can 

enable our respondents to participate in a nurturing conversation. 

 

Figure 2. 

Virtual reality through the customer journey 

 

Note. Overview of consumer transition from Pre-VR experience to Post-VR experience 

Comment: Retrieved from Hollebeek, L. D., Clark, M. K., Andreassen, T. W., Sigurdsson, V., & 

Smith, D. (2020). Virtual reality through the customer journey: Framework and propositions. Journal 

of Retailing and Consumer Services, 55. doi:10.1016/j.jretconser.2020.102056 

 

2.2.1 From Pre-VR experience to Intra-VR experience 

Hollebeek et al. (2020) argue that a consumer’s VR-related skill and positive attitude is 

strictly correlated to the individual’s knowledge of VR technology. In addition, the authors 

(Hollebeek et al., 2020) suggest that the pre-VR interaction enthusiasm is heavily linked 

with consumer’s cognitive, emotional, and behavior. In other words, consumer’s 

comprehension of purpose affects their VR commitment. Hollebeek et al. (2020) further 

states that the understanding motive signifies consumers’ aspiration to comprehend 

relevant concerns, learn additional information, or to be notified via marketing-based VR. 

The authors (Hollebeek et al., 2020) framework also implies that high-level commitment 
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generates immersion that could potentially transition into flow. Additionally, the 

comprehending drive also influences interactive VR engagement. According to the authors 

(Hollebeek et al., 2020), the elements of interactive VR engagement signifies factors such 

as consumer’s energy, effort and time expended on interacting with marketing-based VR 

applications. In general, consumer’s willingness to understand will result in them spending 

more time on marketing-based VR, which will typically boost their behavioral commitment 

(Hollebeek et al., 2020). 

Hollebeek et al. (2020) postulates that consumers’ behavioral and social VR engagement 

is affected by their acting and socializing motives, see Figure 2. The acting motive revolves 

around consumers’ inclination to interact with a brand through marketing-based VR, where 

perceived energy, effort and time required are determinants of the force to perform 

(Hollebeek et al., 2020). In other words, consumers’ acting motives reflect their intention 

to achieve their goals through marketing-based VR and how it impacts indicators of 

behavioral engagement.  

The socializing motive refers to consumers’ desire to connect with other individuals via 

gratifying market-based VR interactions. Hollebeek et al. (2020) suggest that consumers’ 

socializing motives affect both their social and behavioral VR engagement, see Figure 2. 

Firstly, consumers’ VR actions are influenced by their socioeconomic status, which can 

shape behavioral engagement in terms of commitment. Secondly, consumers’ use of VR as 

an interactive platform for social connection can encourage them to join VR communities, 

and thus influence behavioral engagement. Hollebeek et al. (2020) suggest another concept 

that affects all VR engagement dimensions, namely sensory feedback (SF), see Figure 2. It 

refers to how the representation of virtual environments are processed by the user’s senses 

and whether it facilitates an immersive experience. Thus, Hollebeek et al. (2020) implies 

that SF can elevate consumers' cognitive, emotional, behavioral, and social VR 

engagement. 

2.2.2 From Intra-VR experience to Post-VR experience 

Hollebeek et al. (2020) have stated that as consumers’ experience of VR increases, so does 

the BRQ. BRQ is a multi-faceted framework that comprises relationship dimensions of 

brand partner quality, commitment, self-connection, intimacy, and love/passion. These 

dimensions measure the intensity and viability of the consumer-brand relationship, which 
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reflect consumers’ inclinations to favor a brand over another (Kim et al., 2014). The authors 

suggest that VR engagement affects BRQ through factors like brand-partner quality, 

commitment, self-connection, intimacy, and passion, see Figure 2. Cognitive VR 

commitment reflects user's VR-related thought processing and mental elaboration, which 

influences the BRQ dimensions like brand-partner quality and commitment (Hollebeek et 

al., 2020). Cognitive VR engagement affects the brand-partner quality aspect in that it 

reflects the user’s assessment of brand-partner performance, which evidently market-based 

VR is assigned to provide. The commitment aspect of BRQ is also influenced in the user’s 

valuation of an ongoing brand relationship. In other words, how to retain, foster and 

maintain a brand relationship through VR engagement.  

The framework of Hollebeek et al. (2020) also indicates that emotional VR engagement 

affects the BRQ. Consumers’ who invest emotions in VR engagement typically enjoy 

interacting with VR, can find entertainment in market-based VR, and can easily associate 

themselves with a specific brand. The authors (Hollebeek et al., 2020) mean that emotional 

commitment propels the affective engagement. Additionally, emotional commitment also 

drives the self-connection. In other words, the level in which the brand relates to the user's 

distinctiveness via marketing-based VR. Previous study conducted by Hollebeek et al. 

(2014) suggests that additional emotional VR engagement produces increased self-brand 

connection. Furthermore, the degree of consumers’ emotional VR commitment also 

illustrates the extent of the brand relationship between enterprise and customer. When users 

are exposed to frequent VR interactions, their sense of feeling for a certain brand may also 

get stronger, resulting in an increased love for a specific brand (Hollebeek et al., 2020).  

The authors’ framework also shows that behavioral VR engagement, which indicates the 

user’s degree of energy, effort and time expended on interacting with market-based VR 

applications also influences the BRQ elements like commitment, self-connection, intimacy, 

and passion. The framework of Hollebeek et al. (2020) shows that if consumers spend more 

time and effort on VR applications, they may experience rising engagement to that degree 

that they would even continue their VR interactions throughout advertisements. 

Additionally, as consumers spend increased time and effort, the framework indicates that 

the consumer's sense of closeness for a brand improves. In other words, more time and 

energy expended on market-based VR enriches the BRQ’s intimacy, and brand passion. As 
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a result, this is likely to nurture new customers into becoming loyal to a brand, as well as 

retaining previous consumers into giving the brand’s product a second chance. 

2.3 “Moments of truth” 

Previous literature has solely focused on exploring specific points of “moments of truth” 

(MOTs) rather than providing a detailed and chronological classification of MOTs in the 

customer journey. In addition, prior researchers’ definitions of MOTs remain nebulous. 

Since the presented concept is acknowledged to be relevant in this fieldwork, the present 

bachelor thesis will therefore rely on other external sources to construct a conceptual model 

for the sake of clarity. Bolton et al. (2018) reinforced the previous definition of the customer 

journey by clarifying that consumers confront multiple MOTs during interactions across 

multiple touchpoints. It refers to specific key events where consumers are in need to obtain 

the corresponding information to make critical choices, which in turn will reflect their 

impression about a particular brand or offerings (Vedenin, 2018). Vedenin (2018) 

highlighted that positive or negative moments with different measured intensities can also 

occur at any stage of the customer journey and impact the outcome. It is noteworthy to 

mention that negative moments can be transformed into positive experiences if customer 

complaints can be resolved by the service provider in the most appropriate way (e.g., 

discounts). There are five types of MOTs that emerge during critical points of the customer 

journey, which are illustrated in Figure 3. 
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Figure 3. 

MOTs within the customer lifecycle 

 

Note. “Moments of truth” that a customer faces along the customer journey 

Comment: Adapted from Vedenin (2018). Moments of Truth in Customer Journey Mapping. 

Retrieved from https://uxpressia.com/blog/moments-of-truth-customer-journey & Interaction Design 

Foundation. (2020). The Moment of Truth - Build Desirable Relationships with Users and 

Customers. Retrieved from https://www.interactiondesign.org/literature/article/the-moment-of-truth-

build-desirable-relationshipswith-users-and-customers 

 

These are listed in a chronological order as: “Zero Moment of Truth” (ZMOT), “First 

Moment of Truth” (FMOT), “Actual Moment of Truth” (AMOT), “Second Moment of 

Truth” (SMOT) and finally “Ultimate Moment of Truth” (UMOT) (Interaction Design 

Foundation, 2020; Vedenin, 2018). It is worth noting that consumers’ interest needs to be 

stimulated through brand awareness (e.g., adverts) before they can experience the MOTs. 

The shopping experience in relation to the purchase of a suit will be used as a practical 

interpretation of how these MOTs are enacted in the customer journey. The ZMOT refers 

to the prospect’s need to conduct an information search of potential suit brands for a 

wedding ceremony or other needs (e.g., hedonic consumption). Secondly, the FMOT 

occurs when the prospect has identified a list of appropriate suits, and thus forms an opinion 

about their respective qualities. Proceeding to the purchase stage denotes that the prospect 

has now turned into a customer. Thirdly, the AMOT is a unique moment that addresses the 
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post-purchase experience gap, which only occurs under the condition that the customer has 

performed an online payment but has not yet received the chosen suit. Fourth, the SMOT 

refers to when the customer has bought and worn the chosen suit. In this moment, the 

customer tends to develop cognitive and affective experiences following the purchase 

decision. Finally, the UMOT is the conclusive moment that decides whether the consumers 

are likely to repeat purchases and influence other prospects by sharing their experiences 

through content creation and social media engagement (Interaction Design Foundation, 

2020; Vedenin, 2018). This level of commitment depends on consumers’ overall 

experience of the suit brand and whether it meets or exceeds their expectations. 

A real-life example of a MOT situation in a digital context would be whenever potential 

customers visit a retail website for the first time (Demangeot & Broderick, 2016). The 

determining factors that prompt consumers to act in favor of the retail firm would be 

whether its website is user-friendly, compelling and can provide satisfactory information 

throughout the navigation of its available offerings. Since websites are usually regarded to 

be the first touchpoint that new customers or prospects interact with, it is critical that the 

website can provide a good impression at the beginning in order to convert them into 

returning visitors or regular customers (Demangeot & Broderick, 2016). In addition, it can 

encourage customers to go beyond the point of purchase by actively participating with the 

marketing entity through referrals, UGC, and feedback. Simply put, these MOTs 

encapsulate consumers’ decisiveness to either proceed along the customer journey with a 

particular brand or turn to the competition. 

2.4 What is a touchpoint? 

According to Nam and Kannan (2020), a touchpoint is generally defined as the point of 

interaction between potential consumers and the brand of interest. Touchpoints differ from 

MOTs in the sense that MOTs allow firms to create an impression on customers, whereas, 

touchpoints are the interactions that enable firms to actually create these moments. 

Touchpoints can take place in physical or digital environments and consumers tend to travel 

between touchpoints throughout the customer journey. For instance, from browsing 

through product reviews in social media to engaging in a simple conversation with the 

vending personnel. As a result, touchpoints and MOTs together shape the overall customer 

experience with a firm’s offerings. Nam and Kannan (2020) divided the definition of 
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touchpoints into four categories, namely firm-owned, partner-owned, social touchpoints, 

and technology-driven touchpoints.  

Firm-owned touchpoints are associated with the firm’s promotions and marketing activities 

that are primarily managed by its employees. It includes multiple touchpoints such as brand 

advertising, media channels and direct selling. Partner-owned touchpoints refers to a 

collaborative management of customer interactions by the firm and its partners (e.g., 

marketing agencies, channel partners). For instance, out-of-home advertising, search 

engines and price comparison websites. In the case of social touchpoints, consumers tend 

to seek for social interactions with peers, friends or family that can provide insights about 

a brand based on previous experiences. Nam and Kannan (2020) included that social 

touchpoints have a significant influence on the purchase decision in comparison to 

advertisements. This corresponds to the previous finding about why young consumers tend 

to seek suggestions or advice from friends during the pre-purchase stage. Some of the 

examples of social touchpoints would be social networking sites, online reviews, and 

messaging apps. Finally, technology-driven touchpoints refer to emerging technologies 

(e.g., AR/VR) as an enabler to offer unique experiences in the customer journey. These 

touchpoints put emphasis on technological innovations to extend content and interaction 

abilities via digital devices (Nam & Kannan, 2020). 

2.5 What is a virtual try-on? 

The virtual “try before you buy” fitting room is an emerging e-commerce system that allows 

consumers to remotely try on wearable items virtually and get a sense of its size, fit and 

style (Lee & Xu, 2020). This is achieved by using a camera-based device that renders digital 

visual elements through AR/VR technology. Fashion retailers are actively optimizing their 

virtual dressing solutions and related apps. It is gradually becoming mainstream among 

global fashion retail giants, with many small-sized fashion retailers following suit. Despite 

that there are mixed feelings about virtual fitting rooms’ functional performance (i.e., 

accuracy, attractiveness, and interactivity), fashion consumers are still showing great 

enthusiasm about how it can become a game-changer that will transform the fashion retail 

landscape in the future (Lee & Xu, 2020). 
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2.6. Analytical model 

To the best of our knowledge, previous studies have underlined the role of AR/VR within 

retail and marketing. It is generally recognized to provide tangible benefits and enrich 

customer relationships by connecting brands with customers in creative and memorable 

ways. For instance, its power is harnessed by retailers to deliver immersive customer 

experiences through product visualization, showroom enhancement, in-house navigation, 

and shopping assistance. However, prior researchers have yet constructed overarching 

models that depict the effects of AR/VR virtual try-ons on each stage of the customer 

journey and touchpoints, especially in the context of fashion retail.  

Although AR and VR are acknowledged as customer-centric technologies that collectively 

offer a new channel for human connections, extant empirical studies on how these 

immersive technologies affect the customer journey remains scarce. This includes 

exploration of AR/VR drivers and effects through the customer journey that constitutes 

strong foundations for unique customer experiences, as well as consumers’ emotional and 

behavioral responses during purchase decisions. Therefore, the present bachelor thesis 

proposes a new framework in regard to the diverse frameworks and concepts from the 

emerging literature on AR/VR in the customer journey.  

An analytical model is presented in Table 1, which is based on the substantive findings 

from previous literature. This analytical model is primarily used as a basis for thematic 

analysis to examine the paradigm shift in the customer journey that is caused by consumers’ 

use of AR/VR technologies. Different impact factors of AR/VR applications are addressed 

and respectively allocated to the specific stage of the customer journey. Furthermore, Table 

1 also displays a summary of our key findings upon reviewing various literatures, 

respectively scientific articles. The inclination of the key findings are meticulously 

discussed in the entire section of Chapter 2. These key findings have helped us gain deeper 

knowledge about different interactions that can emerge during each phase of the customer 

journey. However, these key findings also confirm that a study of AR/VR in the context of 

fashion retail is relatively scarce. Thus, it has contributed to the establishment of a research 

question that portrays a different perspective in comparison to previous studies involving 

AR/VR. 
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Table 1.  

AR/VR’s usability in the customer journey 

Note. Overview of the perceived effectiveness of AR/VR applications along the customer journey 

  

Stages AR/VR’s usability 
Level of 

commitment 
Key Findings Authors MOTs 

Digital/physical 

touchpoints 

Pre-

purchase 

Immediate effect on 

consumer behavior 

Awareness Influenced by 

utilitarian or hedonic 

motives 

Hollebeek et al. (2020), 

Hoyer et al. (2020), 

Lemon & Verhoef 

(2016), 

Nam & Kannan 

(2020), 

Wedel et al. (2020) 

Stimulus Mobile AR ads 

QR code 

Haptic ads 

Print and out-of-home 

AR campaigns 

Social media 

WOM  
Facilitate imagination Interest Internal, external 

research and 

selection process 

Hoyer et al. (2020), 

Lemon & Verhoef 

(20216), 

Nam & Kannan (2020) 

ZMOT Virtual try-on 

Virtual product research 

Online reviews 

WOM 

Friends & family  
Enhance perceived 

usefulness 

Consideration Reviewing potential 

brands in relation to 

purchasing criteria 

Hollebeek et al. (2020), 

Lemon & Verhoef 

(2016), 

Nam & Kannan 

(2020), 

Wedel et al. (2020) 

ZMOT Friends & family 

Sales Assistant 

Online forums 

Social media 

Purchase Increase decision comfort Purchase 

intention 

Visiting a physical 

store or turning to an 

online payment 

service 

Hollebeek et al. (2020), 

Lemon & Verhoef 

(2016), 

Nam & Kannan 

(2020), 

Wedel et al. (2020) 

FMOT/

AMOT 

Mobile VR and AR apps 

Virtual pop-up stores 

E-commerce 

Virtual retail spaces 

Product reviews on 

interactive digital screens 

Point of sale   
Acquisition & 

experience 

Customer 

experiences are being 

developed following 

the purchase decision 

Lemon & Verhoef 

(2016), Nam & 

Kannan (2020) 

SMOT 
 

Post-

purchase 

Reduce post-purchase 

dissonance 

Retention Follow-up 

communications 

Lemon & Verhoef 

(2016), 

UMOT Digital signage 

    
Nam & Kannan (2020) 

 
Thank you' notes       
Community management       
Feedback surveys 

  
Advocacy Influencing other 

prospects 

Lemon & Verhoef 

(2016), 

UMOT WOM 

    
Nam & Kannan (2020) 

 
Social media     

Hollebeek et al. (2020) 
 

Loyalty programs     
Wedel et al. (2020) 
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3. Empirical method 

 

The following chapter presents a coherent and logical scheme, which enumerates the exact 

measures that have been undertaken to answer the research question. The chosen research 

methods, the data collection process and how it was further analyzed will be properly 

outlined below.  

3.1 Research design 

The bachelor thesis adopts an exploratory study approach to investigate the under-

researched area of how AR/VR technologies impact the customer journey in a fashion retail 

setting. The exploratory research design is conducted when knowledge about the subject is 

not sufficient, or clearly examined (QuestionPro, 2021). The present bachelor thesis is, 

therefore, an exploratory research in the sense that much is not known about market-based 

virtual try-ons directed towards fashion retailing. Bryman and Bell (2011) stated that 

researchers would utilize triangulation to assure the validity and reliability of their 

qualitative case study. The term refers to the analytical use of multiple sources of evidence 

to eliminate intrinsic biases and errors during the data collection phase, which corroborates 

qualitative research findings. This prompts the bachelor thesis to adhere to two qualitative 

methods, including a document study on Synsam Style Lab and three synchronous online 

focus group interviews to check the convergence of information from these research 

methods.  

The decision to implement Synsam Style Lab as a part of our research was mainly based 

on the selection criteria such as Synsam headquarter being located in Sweden; recognized 

as a Nordic optical retail chain (Synsam, n.d.); Synsam’s virtual try-on was easily 

accessible; number of available stores (500 stores including wholly owned stores and 

franchise stores in the Nordic Region); and that it was related to the fashion industry (i.e., 

eye fashion). It is noteworthy to mention that Synsam Style Lab is characterized as an AR 

application and will be referred to as such in our empirical data. Overall, the nature of this 

bachelor thesis is exploratory as it endeavors to answer the proposed “how” research 

question (Yin, 2018) and, consequently, contribute to the advancement of knowledge. 

However, the present bachelor thesis also denotes descriptive features, given that the 
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characteristics of Synsam Style Lab were explicitly described to address the “what” in 

question (Yin, 2018). 

3.2 Research strategy 

A research strategy is defined as the general orientation to the conduct of business research, 

which is practiced through qualitative or quantitative measures (Bryman & Bell, 2011). 

The nature of this bachelor thesis indicates that a qualitative strategy is predominantly 

applicable in relation to the research purpose. A qualitative strategy is superior in exploring 

human behavior from the informant’s perspective (Bryman & Bell, 2011). It has been 

assessed as an appropriate research strategy to understand the underlying opinions of 

consumers on how their use of AR/VR enabled services affects their online shopping 

journey. Furthermore, the selected qualitative research methods are feasible from the 

practical point of view and will help in achieving the research objectives.  

3.3 Data collection 

The following section outlines the systematic procedure of obtaining accurate insights for 

qualitative research using multiple standard data collection methods. This multimethod 

research approach comprised both primary and secondary sources of data, which have been 

gathered through a document study on Synsam Style Lab and three synchronous online 

focus group interviews. 

3.3.1 Background study on Synsam 

Document study is generally performed by researchers to analyze secondary data sources 

that are readily available for usage (Bryman & Bell, 2011). The key factor underpinning 

the conduct of thematic analysis in this bachelor thesis was conceptual relevance. This 

suggests that an overarching interpretation of Synsam Style Lab can contribute to a valuable 

analysis of the phenomena of interest. The information on Synsam’s virtual try-on feature 

was collected from organizational records, annual reports, news articles, and other 

publications on websites, which will be presented in Chapter 4.1. Following a systematic 

procedure, the secondary data will support our thematic analysis to discern conceptual 

categories, correlations, and patterns in a fashion retail context. During the synchronous 

focus group interviews, each and every participant has a time frame of five minutes where 
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they have the opportunity to try out Synsam Style Lab. They will be encouraged to try on 

several pairs of eyeglasses. Once a participant is content with a pair of eyeglasses, the focus 

group session will then resume where each participant will be allowed to share their 

experience of an actual AR interaction. Thus, it allows us to categorize respondents’ 

opinions based on the AR interactions. Additionally, we will be able to identify correlations 

between previous theories and respondents’ answers. 

3.3.2 Synchronous online focus group 

A focus group is generally practiced in qualitative research and is characterized as a group 

semi-structured interview. It involves selecting a target audience that fulfills a given quota 

and is expected to partake in the discussion about a defined subject. Consequently, 

it  generates satisfactory insights for research (Bryman & Bell, 2011). The researcher 

assumes a moderator role and performs administrative tasks, such as introducing relevant 

questions and follow-ups for response by the participants, managing the flow of the 

conversation and providing guidance throughout the session (Bryman & Bell, 2011). A 

focus group is usually held in neutral settings where the moderator has control over the 

physical environment. However, hosting a virtual meeting room is also deemed beneficial 

in bringing together geographically dispersed participants into a live web conference 

(Tuttas, 2015). This is referred to as a synchronous online focus group technique that 

displays strengths of affordability, speed, and convenience, which is a prominent 

alternative in particular market research contexts (Tuttas, 2015). For instance, to ensure 

social distancing in times of COVID-19. However, it is worth noting that participants may 

be prone to technical issues during online discussions such as poor or loss of internet 

connection. 

Conducting a thematic analysis on Synsam’s virtual try-on alone was deemed insufficient 

in illuminating how the integration of market-based virtual try-ons can facilitate 

consumers’ online buying decision process along the customer journey. Thus, the use of 

focus groups was acknowledged in stimulating inputs from specific respondents that 

otherwise would remain unknown or inaccessible through other methods. It is also less 

time-consuming compared to individually soliciting interviews, which was another reason 

to use the focus group method. Three synchronous online focus group interviews were 

systematically designed and conducted in line with the goals of this bachelor thesis. This 
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allowed us to gain insights into consumers’ perceptions on the use of AR/VR during 

purchase decisions. The focus group consisted of deliberately selected individuals who 

were demographically diverse in terms of occupation. Furthermore, it was assessed as a 

reasonable cross-section of online consumers that were approached through social 

platforms and in the city center of Malmö with precaution. Essentially, the focus group 

interviews was simulated via voice call rather than using a formal facility due to the 

pandemic and for the sake of convenience. In addition, the duration of these sessions was 

approximately one hour, including short breaks in between. The focus group sessions were 

also digitally audio-recorded upon the consent of the respondents and transcribed to keep 

the research more accurate during the thematic analysis. We undertook the roles of a 

moderator and an assistant in which the moderator was responsible for maintaining a 

positive group dynamic, while the assistant arranged the audio recorder, took notes, and 

asked supplementary questions. 

3.3.2.1 Implications of the synchronous online focus group sessions 

The main reason why three synchronous online focus group interviews were conducted was 

to gain as many perspectives as possible towards their use of Synsam Style Lab. 

Additionally, we wanted to see if the answers between the three groups were connected, 

especially since these groups were unrelated with each other. And finally, we wanted to 

present a credible result, therefore, multiple group interviews were conducted to 

accomplish the credibility. By holding an open discussion among the selected participants, 

it can induce nurturing conversations regarding their experience on Synsam Style Lab. 

Being accompanied by individuals who share the same background characteristics (e.g., 

age and class) may also facilitate a positive atmosphere and inspire especially quiet people 

to contribute with their thoughts, beliefs, experiences, and reactions (Hollander, 2004). The 

synchronous online focus group interviews were performed in accordance with a semi-

structured interview guide at a prearranged time, see Appendix A. The focus group guide 

consisted of predetermined open-ended questions, including eleven main questions and 

four sub-questions. Additional follow-up questions were also asked during the session to 

either clarify or gain more insight from participants’ answers, thus allowing them to share 

as much of their opinions as possible. Participants were invited to a video chatting service 

that took place on May 9th, May 21st and May 22nd, which were performed in 

English. However, the synchronous online focus group 3 performed their interviews in both 
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Swedish and English, due to some participants in that group being unable to communicate 

in English. Although, we were able to gain similar answers from synchronous focus group 

3, diverse hassle occurred, for example, we had to translate what was said in English to 

Swedish regularly, which meant that the interviews conducted for group 3 exceeded the 

average duration time. The synchronous online focus group sessions were initiated with a 

brief introduction by the moderator, including a welcoming remark, the study objectives to 

clarify the purpose of the focus group, reasons behind audio-recording the synchronous 

online focus group sessions, and finally a set of ground rules to follow. The moderator also 

informed that all respondents were guaranteed confidentiality and anonymity. 

Subsequently, the participants briefly introduced themselves and were given introductory 

questions about their buying behavior towards online shopping and awareness of AR/VR 

technology in a fashion retail context. 

The second phase involved participants’ practical impression of an AR-enabled service in 

ecommerce. We introduced a virtual activity to participants by sharing Synsam Style Lab 

in the general chat room, and instructions were given with the help of Appendix B. 

Participants were encouraged to virtually try on different types of eyeglasses for five 

minutes. Afterwards, they were asked to answer explicit questions related to the 

effectiveness of Synsam Style Lab on their purchase decisions. The benefit of including 

activity-oriented questions in a traditional focus group setting is that it may encourage 

participants to share their thoughts and break silence among introverts (Colucci, 2007). 

Most of the participants had no experience with Synsam Style Lab prior to the synchronous 

online focus group session, which contributed to a stimulating experience that 

complemented the verbal questions. In addition, the purpose of this exercise was to identify 

themes of factors influencing the effectiveness of AR/VR-enabled services on the customer 

journey. We kept a low profile throughout all sessions by passively generating lively and 

productive focus group discussions between participants without being too intrusive. 

3.3.2.2 Participant recruitment 

Since the research purpose concerned fashion consumers’ subjective response to the 

influence of AR/VR in their online shopping journey, we deemed that it was necessary to 

identify relevant fashion consumers through a purposive sampling technique prior to 

embarking on a qualitative research initiative. Palinkas et al. (2015) described it as an 
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effective sampling method in which the researcher intends to strategically select 

information-rich cases to illuminate the posed research question. In other words, it is a non-

probability sampling approach where members of the population are sought and logically 

assumed to be representative based on the research purpose (Bryman & Bell, 2011). The 

selection process of potential participants was based on the predetermined criteria: the 

participants should have prior experience in online shopping, a general understanding about 

AR/VR implications and their ages. Prior experience in online shopping was significant as 

it meant that our participants would have sufficient knowledge on how to navigate through 

Synsam’s webpage. A general understanding of AR/VR meant that we, as the moderator 

and assistant would not need to explain every little detail about AR/VR technology, thus 

allowing us to focus solely on the interviews at hand and be time efficient. Lastly, age was 

a priority for our predetermined criteria because we wanted to ensure that our participants 

consisted of millennials, who are perceived to be familiar with modern technologies and 

developments (Krbová, 2016). We also perceived eyewear as a fashion item rather than a 

segment unrelated to the fashion industry. Therefore, we decided that our participants 

wearing eyeglasses was not a necessity during the selection process. A total of 16 

participants consented to discuss the given subject and were split into three different 

synchronous online focus groups depending on their availability. These synchronous online 

focus groups served as the primary data source for this bachelor thesis, see Table 2. 
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Table 2. 

Focus group participants 

Group City Age 

1 Malmö 28 

 Malmö 25 

 Grave 22 

 Malmö 27 

 Malmö 26 

 Malmö 27 

 Helsingborg 28 

  Ystad 22 

2 Kävlinge 32 

 Helsingborg 28 

 Malmö 31 

  Stockholm 30 

3 Kävlinge 30 

 Kristianstad 22 

 Malmö 26 

  Malmö 25 

 

The synchronous online focus groups were composed of millennials with distinct 

occupations and collectively shared previous experiences with online shopping. The 

technical term for millennials is Generation Y, which is the demographic cohort of 

consumers born between the 1980s and 2000 (Krbová, 2016). Generation Y members 

generally perceive shopping as a recreational activity or a necessity to accommodate 

personal needs. They are also familiar with modern technologies and tend to appreciate the 

use of virtual tools in a retail environment (Krbová, 2016). It was found that several 

participants were acquainted with each other prior to the synchronous online focus group 

interviews. The general rule is that a focus group should consist entirely of strangers to 

reduce potential contaminating effects (e.g., conformity) on participants’ attitudes (Bryman 

& Bell, 2011). However, a few researchers have been opting the strategy of using natural 

groups to raise the comfort level among participants, with the purpose of increasing their 

willingness to engage in the group discussion and disclose sensitive information (Bryman 

& Bell, 2011; Hollander, 2004).  

Natural grouping is a selection method where groups of participants that are familiar with 

each other (e.g., co-workers or students in the same class) are recruited as they are perceived 
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to elicit favorable interactions (Hollander, 2004). This is feasible in special circumstances 

where recruiting groups of strangers is impossible. In this case, the use of natural grouping 

was apparent since we recruited groups with prior acquaintance. It is apparent that this type 

of strategy has become a controversial issue among researchers. While some researchers 

suggest that groups of strangers are more likely to elicit a range of divergent opinions on a 

particular subject, others have argued that the use of natural groupings encouraged 

participants to be more communicative (Hollander, 2004). Therefore, it is believed that a 

homogenous group composition, with a sufficient variation in demographic characteristics 

can promote group dynamics and self-disclosure among participants. 

3.4 Data analysis 

The following section revolves around two different areas of collected data that were 

analyzed to extract useful information. The data analysis began with a document study on 

Synsam Style Lab in Chapter 4 to provide context to this bachelor thesis before analyzing 

the collected data on the synchronous online focus group interviews. 

3.4.1 Grounded theory approach 

The characteristics of our collection and analysis of data correlates with the approach of a 

grounded theory. The attributes of a grounded theory bases on developing new theories 

obtained from systematically coding data (Bryman & Bell, 2011). As such, the data 

collection in a grounded theory approach follows a rigorous step-by-step process as 

followed: theoretical sampling, coding, theoretical saturation, and constant comparison. 

First, the collection of data was conducted by initially employing a purposive sampling to 

select potential participants that met our requirements. Once a sufficient number of 

participants was gathered, we were able to harvest data from the synchronous online focus 

group interviews.  

Second, the synchronous online focus group interviews were transcribed to aid the coding 

process, whereby words and phrases were given names that could be placed in our 

elaborated categories. For instance, we saw a resemblance between the two labeled 

codes  “it would help me narrow down what types of pairs I would like” and “it could be a 

complement for making the real life experience a more pleasant one”. Thus, two codes that 

were expressed in different manners but had the same intentions could be compressed to 
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an abstract category that collectively shared the same meaning, and the category known as 

“Narrowing down selection” was established. Furthermore, an identification of patterns 

among the established categories was accomplished to generate themes that accurately 

represented the essence from data. For instance, categories of “Necessity”, “Appearance”, 

“Selection” and “Convenience” were combined into a single theme labeled as “Utility”. 

These categories were condensed into “Utility” because they represented satisfactory 

demands. Another theme was labeled as “Premium”, which covered categories of “Quality 

of fabric”, “Brand” and “Rarity”. These categories were features that were not required by 

everyone. Additionally, these code categories are also characteristics that may influence 

the price of the product, which unfortunately may not be available for everyone due to the 

affordability.  

Third, the theoretical saturation was accomplished by conducting three different sessions 

of synchronous online focus group interviews to complement or confirm our initial data 

that was gathered. Lastly, the constant comparison stage of the grounded theory approach 

was achieved by continuously comparing the participants’ responses in the different phases 

of the customer journey. Ultimately, the rigorous step by step of grounded theory approach 

will aid us in reaching new insights that have not been discovered in previous research. 

3.4.2 Thematic analysis 

As previously mentioned, the synchronous online focus group sessions were audio-

recorded and transcribed upon the consent of the participants. This was a mandatory 

process that allowed us to conduct a thorough examination of what was discussed during 

the group interaction. However, it is noteworthy that converting the spoken language of a 

focus group session to a verbatim transcript is a difficult procedure that can be tedious to 

perform. This is because the participants may be prone to interrupt each other, despite that 

they have been politely advised by us to not talk over each other prior to the synchronous 

online focus group discussion. A clean verbatim transcription of the series of exchanges in 

the audio file was conducted to leave out a certain amount of discretion and omit fillers 

expressed by the speaker. In other words, certain elements of the synchronous online focus 

group sessions were lightly edited for easy readability rather than transcribing in a strict 

verbatim manner. 
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Subsequently, data analysis was performed using In Vivo coding to derive codes from 

meaningful words or phrases in the transcript. These codes were assigned to categories in 

order to aggregate the participants’ answers with each other. In Vivo coding is classified as 

a qualitative data analysis that accentuates the importance of genuine spoken words from 

the participants. In other words, the codes that have been derived from the collected data 

are used to gain in-depth understanding about the perspectives, meanings and ideas that 

have been expressed by the participants (Bryman & Bell, 2011). This type of coding 

approach was helpful to place emphasis on the actual words expressed by the participants 

and capture the essence of what was being communicated (Bryman & Bell, 2011). The 

coding process was conducted by rigorously identifying the reasons that could explain why 

the respondents expressed themselves in a certain way after trying out Synsam Style Lab, 

and why it was or was not helpful with their purchase decisions in a fashion retail context. 

The assignment of codes to various excerpts were based on the participants’ response to 

the effectiveness of Synsam Style Lab in each stage of the customer journey. The 

recurrence of words or phrases that were expressed by several respondents on a particular 

question counted as a single code. For instance, several respondents expressed their 

experience of Synsam Style Lab to be “helpful” in their purchase decisions. In addition, 

codes that were expressed differently but shared a similar underlying meaning or definition 

were consolidated into an agreed upon code.  

We reviewed our identified codes to determine which groups of codes were considered 

valid to be organized into abstractly labelled categories. Although a final unified code list 

was completed, we reached a consensus to re-code the transcript with the complete list in 

order to ensure validity. Furthermore, to discover recurring patterns of themes that may 

generate theoretical ideas and concepts. This was also done to refine the list and exclude 

irrelevant codes that emerged during the initial coding stage (Bryman & Bell, 2011). 

Ultimately, the codes were linked with passages of data from the synchronous online focus 

group sessions, which were turned into two independent sets of meaningful and cohesive 

reasons behind participants’ interpretation on the convenience and inconvenience of an 

AR/VR service on their purchase decision. This will help in building upon theories by 

extracting significant findings and draw conclusions in response to the effectiveness of 

AR/VR technologies on the customer journey. 
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3.5 Credibility, Transferability and Confirmability 

Researchers seek to ensure that trustworthiness is transparent throughout every step in the 

research process to produce high-quality qualitative studies. Trustworthiness is a concept 

that encompasses four dimensions of criteria, namely credibility, transferability, 

dependability, and confirmability (Bryman & Bell, 2011). Credibility reflects whether the 

researcher’s data interpretation is accurately representing the participants’ original views 

(Bryman & Bell, 2011). The bachelor thesis provided rigorous descriptions of research 

findings to establish credibility. Transferability corresponds to the term generalizability 

and concerns the extent to which a study’s results can be applied to another context or 

setting with other participants (Bryman & Bell, 2011). To promote transferability 

judgement by readers, it is required that qualitative researchers provide thick descriptions 

of the phenomenon under scrutiny, which the document study on Synsam Style Lab aims 

to provide. Dependability is synonymous with reliability and refers to keeping records of 

the research process throughout the study for peer review (Bryman & Bell, 2011). All thesis 

drafts, interview transcripts and audio recordings, interview codes and peer-reviewed 

articles are stored in our computer devices for the sake of accessibility. Confirmability 

refers to objectively establishing data and interpretations of the findings in good faith, and 

thus ensuring that the study is free from personal biases (Bryman & Bell, 2011). Essentially, 

these criteria need to be inherent in this bachelor thesis to improve research integrity. 
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4. Document study on Synsam Style Lab 

 

Synsam is a Swedish optical retail chain, headquartered in Stockholm. The company offers 

a wide range of eyewear through their physical stores and e-commerce. The expansion of 

stores over the years have led to a network of approximately 500 stores, including wholly 

owned stores and franchise stores in the Nordic region (Synsam Group, n.d.b). Although 

Synsam's consistent development is prominent, a necessity to capitalize on the latest 

technologies has also become vital for sustainable growth and adaptability to changing 

consumer demands. Companies who integrate a technological infrastructure can improve 

their operations in terms of delivering more efficient and convenient service processes. The 

AR application Synsam Style Lab was an appealing marketing effort to stay ahead of the 

curve. With the use of OpenCV, it allows the application to use the camera functions of 

mobile devices for face recognition, resulting in customers being able to virtually try out 

product offerings of Synsam (Mobile Interaction, n.d.). Synsam Style Lab’s intention is to 

support customers in the purchase decision by allowing them to remotely try on eyeglasses 

at their disposal. In 2016, Synsam’s Chief Marketing Officer (CMO) Michael Grimborg 

promoted the significance of their virtual solution during its release in the following 

statement: 

“The purpose of Style Lab by Synsam is to inspire shopping, but also to drive traffic to the 

store and spread our brand on social media. The investment is in line with our work with 

Nya Synsam - to be an innovative company with a high degree of fashion where the 

purchase of eyeglasses becomes more pleasurable. The app is another channel where we 

can inspire our customers to start building their eyewear wardrobe”. (Allhorn, 2016, para. 

2). 

Synsam launched their version of a virtual try-on, along with comfortable installations of 

digital screens and an improved store concept in 2016 (Synsam Group, 2019). This digital 

and omnichannel initiative accumulated to a cost of SEK 31,1 million during 2016 and SEK 

13,4 million during 2017. Upon reviewing Synsam’s annual reports from 2018 and forward, 

Synsam reported that their digital and omnichannel initiative no longer accumulated any 

further cost after their development phase (Synsam Group, 2019). Synsam Style Lab 

enables consumers to browse through a wide selection of spectacle frames and endlessly 

try on a mix of house brands, international brands, and well-known luxury brands. It was 
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also ranked second in its category in the App Store after its release and is currently available 

in 90% of existing smartphone and computer devices (Mobile Interaction, n.d.; Synsam 

Group Sweden AB, n.d.). There are four fundamental steps that consumers can follow to 

get access to Synsam Style Lab, see Appendix B. First, consumers need to visit Synsam’s 

website where they can browse through their catalogue of various eyeglasses. Second, once 

a preferred eyeglass has been identified, they need to select the item. Third, now a button 

named “try online” should appear and by pressing it will redirect consumers to an 

augmented interface using their device’s camera. Finally, consumers will be able to see 

how the selected item potentially looks on their faces.  
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5. Findings 

 

The following chapter discusses the findings based upon multiple synchronous online focus 

group interviews that were conducted. It lays the foundation to the analysis that is presented 

in the next chapter. Thus, this chapter brings forth respondents' perceptions of Synsam Style 

Lab along the customer journey. 

5.1 Why Synsam Style Lab facilitates respondents’ online buying 

decision process 

When respondents were prompted to share their assessment of Synsam Style Lab with their 

peers, they would discern the features inherent in the virtual try-on to formulate opinions. 

The respondents would appraise Synsam Style Lab by its visual attractiveness, accuracy 

and precision of body measurements, and level of interactivity. Subsequently, the 

respondents’ elicited subjective answers that explained whether their use of Synsam Style 

Lab facilitated their online purchase intention in an optical retail context. When they were 

asked to test Synsam Style Lab from Synsam’s website, their initial reaction to this 

announcement was relatively positive and they were intrigued about the idea of virtually 

trying on glasses. Several respondents seemed to also enjoy using the virtual try-on, 

considering that the simulated shopping experiment evoked hedonic responses. A summary 

of Synsam Style Lab’s effectiveness along the respondents’ customer journeys is presented 

in Table 3. This summary was constructed through a thematic analysis of the focus group 

session, which was based on the analytical model presented in Table 1. 
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Table 3. 

Summary on the effectiveness of Synsam Style Lab along the customer journey 

Customer 

journey 

Themes Reasons Example quote 

Pre-

purchase 

Alleviate Convenience It will be more convenient for online shoppers 

   
It will be easier for the customer to find out whether 

the interested item will suit you or not     
Narrowing down 

selection 

It would help me in narrow down what types of pairs I 

would like    
It could be a complement for making the real life 

experience a more pleasant one   
Helpful It could for example help disabled consumers feel like 

they are physically attending a fashion show 
   

It is helpful in the way that I can gets some kind of 

information on how my glasses will look on me 
 

    I don’t really like to shop a lot in real life because I 

sometimes get stressed by someone trying to “sell” me 

a product. Having this online function (AR) is a great 

factor that could help me purchase a pair of glasses.   
Entertainment Creative A creative idea and it could probably attract a new 

segment of customers    
Having AR or VR technology could also make fashion 

shows more interesting for the consumer  
  Trending As online shopping is becoming more popular 

recently, they want to influence their customers 

through better online services 

  Environment Health and safety I would think that it’s probably because of the 

COVID-19 pandemic 

Purchase Aesthetic Appearance Mostly they way they look on me.   

    Convenience It allows consumers to save time for something else 

and avoid booking time with an optician.  

Post-

purchase 

Practical User-friendly It's not that difficult to use 

 
    The function is easy to use and works like a filter. 

Anyone that has used snapchat or Instagram or any 

other application that includes “filters” are familiar 

with the function  
Prosperity Advocacy Yes I would, I felt that I can collect a lot of 

information and then be more prepared when I am in 

the physical store    
It’s a fun function and it’s actually a useful one 

    Competitive 

advantage 

I checked the other competitors virtual try-on 

(Specsavers) and I still think that Synsam has the best 

customer experience based on AR.  

 

5.1.1 The pre-purchase stage: Sampling of Synsam Style Lab 

There was a consensus among respondents across the synchronous online focus groups 

about Synsam Style Lab’s usefulness in visualization. It enabled a more credible try-on 

experience for respondents in terms of being able to imagine how different types of 
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eyeglasses would potentially look on them from the comfort of their home. A majority of 

the respondents mentioned that the virtual try-on helped them to narrow down their options 

of eyeglasses during the simulated shopping experiment, see Table 3. They also mentioned 

that Synsam Style Lab could be used as a complement in identifying potential eyeglasses 

and facilitate their purchase decision at a physical store. Similarly, all synchronous focus 

groups were given the question what they thought Synsam’s intention was with providing 

a marketing-based AR application. Initially, a majority of the participants answered that it 

was due to the COVID-19 pandemic and that Synsam wanted to encourage social 

distancing. However, when we announced that Synsam Style Lab had already existed since 

2016, discussions about Synsam’s intention within each group took place. Few participants 

amongst each group expressed that they had never heard about Synsam Style Lab prior to 

the interview sessions. However, synchronous online focus group 1 acknowledged Synsam 

Style Lab as a great solution for introverts or people with decision anxiety to shop 

comfortably without feeling pressured to engage with a salesperson or be exposed to 

stressful encounters. 

“But it is actually a great tool. I am a person with decision anxiety. Therefore, this would 

really help me in narrowing down a couple that I would like to try at the store, compared 

to just looking at everything when I am there and feeling stressed. Like maybe “oh people 

are waiting”, or maybe if others are behind me.” (Focus Group 1, Malmö, 28) 

Other respondents believed that it was an effort to reinforce their approach in staying 

technologically relevant in the modern world, and to develop new creative methods in 

relation to the delivery of customized services. One particular participant in synchronous 

focus group 3 expressed that Synsam Style Lab was an attempt to attract new prospects into 

becoming customers. In general, Synsam Style Lab was perceived as a pleasant tool that 

enabled respondents to receive an overview of how eyeglasses would potentially look on 

their faces before entering the purchase stage of the customer journey. 

5.1.2 The purchase stage: Simulation of purchase intention 

Upon reaching the purchase stage of the customer journey, respondents were asked about 

whether they found Synsam Style Lab to be helpful in making a purchase decision. The 

respondents in synchronous online focus group 1 found the AR integration helpful. They 

were in consensus about various factors, such as product visualization allowed them to try-

on eyeglasses and envision how it matched with their personal style, see Table 3. Various 
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respondents highlighted that it was especially convenient in the sense that they could try 

multiple pairs of eyeglasses in a stress-free environment, where they would not feel 

pressured by opticians. Thus, whether or not it meant making the purchase online, or 

visiting a physical store, the AR interaction could at least help them in identifying their 

preferred eyeglasses. A few respondents in synchronous online focus group 2 expressed 

that they preferred to avoid visiting physical stores as much as possible. They viewed 

Synsam Style Lab as a complement or an enabler that would allow them to save time and 

effort. Hence, based on their interaction with Synsam’s AR integration, they were willing 

to proceed with the online purchase of a pair of eyeglasses. 

“My preference is that I want to avoid going to physical stores as much as possible. I rather 

use online solutions that can convince me to buy online. Therefore, I would rather choose 

convenience instead of making an effort to get to a store and buy it… like when it comes to 

eyeglasses I only care about the appearance, so I don’t need a lot of hours to decide 

whether to buy it.” (Focus Group 2, Malmö, 31) 

It is noteworthy that their argument was based upon previous experience of purchasing 

eyeglasses. More specially, they possessed knowledge of their measurements and how it 

matched with their face shapes, and thus, were comfortable in ordering a pair of eyeglasses 

online. However, they mentioned that they were more inclined to purchase online if Synsam 

offered product warranty or right of withdrawal. This finding correlated with the 

synchronous focus group 3, where they expressed themselves in a similar fashion. 

However, one respondent from the synchronous focus group 3 added that the ease of 

shopping online and variety of selection online, compared to physical stores, were also 

contributing factors that persuaded him/her into making a purchase. 

5.1.3 The post-purchase stage: Advocacy 

As the interview sessions entered the final stage of the customer journey, the post-purchase, 

participants were asked if they found Synsam Style Lab to be easily accessible. A majority 

of the participants in each synchronous online focus group were unanimous about the AR 

function of Synsam being easy-to-use. The reasoning “User-friendly” were frequently the 

concluding answers across the synchronous online focus groups, see Table 3. Several 

respondents concurred that Synsam Style Lab was practical in the sense that it was 

accessible and simple to navigate through, especially for people with less experience in 

online fashion shopping. 
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“On mobile the experience is easy enough for anyone that is less experienced in online 

shopping to use, as it is quite intuitive, the button “Prova online” is pronounced and sticks 

out in the view right under the pictures of the glasses so it catches attention.” (Focus Group 

2, Stockholm, 30) 

The interview sessions proceeded with the question if the respondents would recommend 

Synsam to other prospects, based on their interaction with Synsam Style Lab. A handful of 

respondents felt content with the AR interaction, and were willing to introduce Synsam to 

other prospects, based on their recent sampling. Category code that summarized the 

participants' answers was “Advocacy”, see Table 3. 

“Yes, because you could put it like this. It’s like trying a filter that can exist and be worn 

physically. It’s a fun function and it’s actually a useful one that could attract people that 

one day will need a pair of glasses but want to look good wearing them”. (Focus Group 1, 

Ystad, 22) 

The interview sessions concluded with a question regarding whether or not the participants 

would turn to Synsam in order to purchase eyeglasses in the future. A handful number of 

the participants responded that Synsam would be their first-choice optician retail store if 

they would ever need it in the future. The reasoning that was provided could be compressed 

into the category “Competitive advantage”, see Table 3. 

“Yes, because it is apparent that Synsam shows that they are willing to keep up with the 

trends and provide new solutions to their customers. I checked the other competitors' 

virtual try-on (Specsavers) and I still think that Synsam has the best customer experience 

based on AR.” (Focus Group 2, Malmö, 31)  

5.2 Why Synsam Style Lab do not facilitate respondents’ online 

buying decision process 

In contrast, all synchronous online focus groups addressed concerns during their 

engagement with Synsam Style Lab. As seen in Table 4, a majority of respondents 

expressed reasons behind why Synsam Style Lab was considered to be insufficient in 

facilitating their purchase decisions. Reasonings such as “Quality of technology”, “High 

involvement” and “Service in retail store” were frequently addressed by the respondents in 

all synchronous online focus groups. Consequently, a majority of the respondents found 

Synsam Style Lab to be unconvincing and would rather prefer to visit a physical store due 
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to the customer service provided at the location. Each stage of the customer journey had 

different types of concerns. These will be addressed in the following sections. 

Table 4. 

Summary on the ineffectiveness of Synsam Style Lab along the customer journey 

Customer 

journey 

Themes Reasons Example quote 

Pre-purchase Insufficiency Lack of 

knowledge 

I would rather visit the store to make the purchase. I want 

to see for myself in the reality if the item looks good on 

me or not.    
My issue with this is that I have never heard about this 

function before. Or on any of Synsam’s store. Because it 

is not really advertised anywhere   
Lack of 

substitution 

The intention is good, but the execution is bad.  

  
Quality of 

technology 

It does not look real enough so it will not be able to 

convince me to buy    
the quality of the glasses on this AR or VR is a bit low in 

terms of quality   
Limited 

sampling 

It only shows you how it could potentially look on you 

 
    And when I browse through their selection, I can see that 

only a few of them have an AR function. While some more 

expensive glasses does not have it  
Commitment High 

involvement 

I am a bit of a cautious person and when it comes to 

glasses, which can be very expensive to buy  
 

  Product 

category 
No, not for eyewear. Maybe for jewellery or shoes  

  Aid Customer 

service 

but returning a pair of glasses? It just feels like a 

hassle, it just feels like it would take a while before I 

could get a new pair back. That’s why I would definitely 

want to try them on first before I make any kind of 

purchase. 

Purchase Engagement Service in 

retail store 

I would book a time to go to the physical store myself to 

tryout different glasses, my reasons for this is that I will 

get better service and more help than their website can 

provide 

      No, because I think people will be unsure about the 

products and would rather visit a store to gain more 

information  

Post-purchase Criticism Difficult maybe for the older generation, it may be a bit more 

difficult   
Review No, I don’t think it left such a strong impression that is 

enough to encourage me to recommend Synsam to other 

prospects.     
Well, based purely on this little interaction that we just 

had with the AR service, no, not really 
   

In my opinion, this experience was nothing out of the 

ordinary, so I had probably still gone to the nearest and 

best store that I have heard about and seen are good 

reviews on. 

    Competition Specsavers, which is the store I frequently go to, they 

have a similar AR interaction, but with better functions 

and quality 
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5.2.1 Why the information search via Synsam Style Lab was ineffective 

The perceived realism of Synsam Style Lab was a major factor that affected the 

respondents’ experimental shopping journey. The respondents raised concerns about 

Synsam Style Lab’s ability to generate photorealistic try-on images of eyeglasses and 

aligning the 3D model of the desired eyeglasses frame with a user’s face while preserving 

the realistic effects. This specific concern addresses the reasoning code “Quality of 

technology”, see Table 4. Excluding the statement related to Synsam Style Lab’s visual 

realism, another respondent voiced that he/she thought that Synsam’s AR implementation 

was bad in terms of quality. This falls under the same category as previously mentioned. 

Furthermore, several respondents stated that Synsam Style Lab did not satisfy basic human 

senses such as touch, that could only be processed by the brain through physical sensations. 

Multiple respondents across the synchronous online focus groups were less inclined to 

solely rely on Synsam Style Lab to form a consideration set of eyeglasses based on the AR 

experience alone. Their impression of the AR interaction was unsatisfactory as it could not 

render an accurate and realistic product image onto their face proportions. Additionally, the 

AR experience did not fulfill their actual needs such as comfort when wearing the 

eyeglasses, perceived weight, and assurance of right spectacle frame size. 

“The AR function looks okay but it still doesn't show the reality and there are factors such 

as weight, fit and look that can't be replicated through the computer.” (Focus Group 3, 

Kristianstad, 22) 

Respondents across the synchronous online focus groups also raised complaints over the 

limitations in the sampling process, particularly the limited selections of eyeglasses that 

were available for AR interaction. Upon reviewing the selections of Synsam, the 

participants became aware that the AR interaction for the more expensive eyeglasses was 

not provided. Thus, the reasoning category that summarized this section of the concerns 

was “Limited sampling”, see Table 4. 

“When I browse through their selection, I can see that only a few of them have an AR 

function. While some more expensive glasses do not have it.” (Focus Group 1, Malmö, 25) 

Respondents would occasionally mention that the price ranges and product categories had 

an impact on their buying behavior. The respondents identified eyeglasses as a product that 

required them to search for information across multiple external sources in an iterative 

manner. Not only because it was regarded as an expensive product, but also because it was 
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the type of product that was meant to protect one of the fundamental human senses known 

as sight. They argued that sight was an essentiality for humans to function properly on a 

daily basis, therefore, such factors could not be compromised. Thus, these reasons fit into 

category criteria like “High involvement” and “Product category”, see Table 4. 

“I am a bit of a cautious person and when it comes to glasses, which can be very expensive 

to buy, I would prefer to test them out in a store to see how they really look. Glasses are 

not something you generally need to change often and bigger purchases like this would 

make me want to visit a physical store instead.” (Focus Group 3, Malmö, 25) 

Respondents from synchronous online focus group 1 were also in concurrence that 

eyeglasses was not the most appropriate product category in terms of AR applications. They 

further added that if an AR integration were to be added in a different category in context 

to the fashion industry, such as jeans, shirts or jackets, they would have been more likely 

to make a purchase based on their recent AR interaction. In addition, respondents expressed 

their personal motives when it came to purchasing eyeglasses. One group of respondents 

had previous experience in purchasing prescription eyeglasses and explained that they 

would put more effort in investigating the product before making a purchase decision. 

Especially, when it came to meticulously finding lenses that could correct their 

nearsightedness or farsightedness in the long-term. They also expressed that eyeglasses 

often required readjustments due to the spectacle frame not sitting well when equipped or 

when manufacturing defects occurred. Because the fundamental nature of prescription 

eyeglasses was to protect the eyes, it was more preferred to have the item perfectly 

measured with the face proportions at the optical store prior to the potential purchase.  

 

Although Synsam Style Lab provided a virtual representation of the product, it was in an 

unfavorable position due to the nature of delivery and return time. Thus, the AR experience 

could not guarantee that the respondents would receive their order of eyeglasses in perfect 

condition, and whether or not they would have to face unpleasant hassles. These insights 

correlated with the reasoning of “Customer service”, where respondents argued that they 

would physically ask for suggestions from a sales assistant rather than relying on Synsam 

Style Lab alone to fulfill their actual needs. 

“I use glasses regularly as well, and if there is something wrong with the fit, I want it to be 

adjusted immediately. I do not want to have to wait through the whole shipping back and 
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forth process. Because by then, I would not have any other pair of glasses to use in the 

meantime.” (Focus Group 1, Malmö, 25) 

5.2.2 Why the respondents were reluctant to enact a transaction 

Although several respondents expressed that they were able to acquire information about 

how eyeglasses were appropriately positioned with respect to their face shapes, they would 

still prefer to visit Synsam’s brick-and-mortar shop before deciding on whether to purchase 

the product. Thus, Synsam Style Lab was more perceived as an experiential touchpoint, 

which exhibited utilities of product visualization and optimizing the inclusion of potential 

eyeglasses in the consideration set. Furthermore, its effectiveness was prominent in the pre-

purchase stage because it allowed the respondents to evaluate between alternatives of 

eyeglasses more efficiently. In other words, the respondents’ considered Synsam Style Lab 

as a complementary measure rather than an immediate facilitator for a direct purchase. 

Previous statement touches on the reasoning category “High involvement” with the theme 

“Engagement” that initially occurred during the pre-purchase stage, see Table 4. The reason 

behind why the category “High involvement” is also included in the purchase stage is 

because when the respondents were asked if they would proceed with a purchase based on 

their AR experience with Synsam Style Lab, they answered that AR interaction alone did 

not provide sufficient information. The respondents deemed that information on features 

such as price, weight, appearance and sensation were fundamental aspects that could not 

be ignored. In addition, the respondents were asked about what type of directions their 

shopping behavior would take, followed by the assumption that they now possessed 

adequate information from the AR interaction. The respondents shared that they would still 

prefer to physically visit an optical store, which also correlated with the reason of “Service 

in retail store”, see Table 4. 

“I would book a time to go to the physical store myself to try out different glasses, my 

reason for this is that I will get better service and more help than their website can 

provide.” (Focus Group 1, Malmö, 27) 

When the respondents were asked about whether or not Synsam Style Lab could replace a 

real-life experience, a majority of the respondents agreed that it would never substitute 

physical experiences unless it somehow allowed them to exercise their human sense of 

touch with a virtual product. Instead, it was only perceived as a supplementary tool to 

inspire traditional shopping and drive traffic to the optical store. 
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“No. There is nothing realer than real life experience. But it could be a complement for 

making the real life experience a more pleasant one”. (Focus Group 1, Ystad, 22) 

5.2.3 Why respondents were averse to advocate for Synsam 

During the last stage of the interview sessions, we asked our participants if Synsam Style 

Lab was easily accessible for consumers who were inexperienced with technology. A 

majority of the respondents were in consensus that it was practical for members of 

Generation Y, see Chapter 3.3.2.2. However, respondents argued that it would not appeal 

to the senior audience. For instance, it was frequently mentioned across the synchronous 

online focus group sessions that seniors could struggle with Synsam Style Lab as they were 

not familiar with modern technologies. This statement falls under the code category of 

“Difficult”, see Table 4. 

“No, I do not think so. I’m thinking of the older generation in that case as they are less 

experienced, among other things, that they cannot understand the technology because they 

did not grow up with it at all.” (Focus Group 3, Kävlinge, 30) 

Additionally, one respondent expressed that it was difficult initially to navigate through 

Synsam’s homepage to get access to the AR integration. The respondent explained that 

he/she had to use Google’s search bar to specifically find and interact with Synsam Style 

Lab. A number of respondents also raised concern that Synsam Style Lab was not properly 

functional on their computers. Instead, they had to switch to another device in order to 

access Synsam Style Lab. One particular respondent expressed that there was a 

distinguishable experience in accessing Synsam Style Lab between mobile devices. More 

specifically, he/she mentioned that Synsam Style Lab’s rendering process was 

tremendously better on the smartphone in comparison to using a laptop. 

Furthermore, a handful of the respondents expressed that Synsam Style Lab was nothing 

out of the ordinary, and it did not persuade them, or leave any strong impression 

whatsoever. In contrast, a few respondents expressed that, despite enjoying and having a 

pleasant experience with Synsam Style Lab, the price level of the eyeglasses were a major 

importance for their purchase decisions. Moreover, the respondents also stated that their 

purchase of eyeglasses was affected by reviews, and that the store with the best reviews 

was the optimal retail for them. Consequently, some respondents also found Synsam’s 

optician competition known as Specsavers to be a better option to approach due to the fact 
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that Specsavers AR integration was of better quality, and the price of the eyeglasses were 

in a more competitive range. Thus, these reasons shed light on categories like “Review” and 

”Competition”, see Table 4. 

“Specsavers, which is the store I frequently go to, has a similar AR interaction, but with 

better functions and quality. That only makes me more assured that I want to go to 

Specsavers rather than Synsam.” (Focus Group 1, Malmö, 25) 

In other words, a few respondents would recommend Synsam Style Lab to other prospects 

as a complementary tool to acquire fit and sizing information, rather than an end point in 

the buying process. However, based on the Synsam Style Lab experience alone, it was not 

sufficiently convincing for a majority of respondents to be willing to purchase the product 

of interest online. It was instead regarded as a complement that could either facilitate offline 

purchase intentions or support the option evaluation during the interaction with an optician 

at one of Synsam’s physical stores. Therefore, Synsam Style Lab had the highest influence 

on the respondents’ buying decision process during the pre-purchase stage in comparison 

to the other stages of the customer journey. 

“I would use the AR just to narrow my choices down, and then try the ones I like the best 

in store to see how they fit on my nose bridge, etc.” (Focus Group 2, Stockholm, 30)  
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6. Discussion 

 

This chapter discusses two findings that were discovered in relation to the research question 

of how the integration of market-based virtual try-ons can facilitate consumers’ online 

buying decision process along the customer journey 

6.1 Strengths of virtual try-ons on consumers’ online purchase 

decision along the customer journey 

Respondents viewed Synsam Style Lab as a favorable tool that allowed them to build a 

consideration set of eyeglasses and to overcome decision anxiety during the shopping 

journey. Hence, Synsam Style Lab was significant during the selection process as it was 

perceived as a contributing factor that incited consumer engagement with Synsam through 

other touchpoints (e.g., sales assistant and point of sale). Therefore, a consumer’s use of 

Synsam Style Lab was regarded as a critical FMOT, see 2.3, during which Synsam Style 

Lab attempted to simultaneously capture the attention of both regular and new customers 

through product imagination and prompt them to act. According to Wedel et al. (2020), the 

AR/VR experience itself is a fundamental contributor to the customer experience, see 2.1.4. 

A qualitative AR/VR experience, therefore, allows consumers to better integrate with 

products, services, information and other entities (Wedel et al., 2020). In this case, Synsam 

Style Lab delivered an interactive experience that allowed our respondents to potentially 

reach the FMOT as they were able to transition to the consideration phase where they would 

alternate between multiple product offerings, to a point where they identified their desired 

eyeglasses. This is a critical point for the selection process because it allows consumers to 

swiftly reach the transaction part of the customer journey. 

During the pre-purchase stage, we compiled three different themes by compressing our 

respondents’ identical reasonings into one. The theme Alleviate comprises reasons such as 

convenience, narrowing down selection and helpful; the theme Entertainment consists of 

code categories creative and trending; the Environment theme includes health and safety, 

see Table 3. In other words, the theme Alleviate consists of reasoning that has implications 

of usefulness. Babin et al. (1994) raised the importance of application context as it 

influenced the impact of attention, stimulated the sense of feeling physically present, and 
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augmented the user experience, see 2.1.5. Wedel et al. (2020) added that application context 

regulated the effectiveness of VR integrations. Therefore, we assume that if AR/VR is 

applied in an appropriate context, the consumers will have an alleviated AR/VR experience. 

Synsam Style Lab reflects the previous statement because the respondents, who expressed 

reasons within the theme Alleviate, experienced that they were able to gather sufficient 

information and try-on various eyeglasses at their disposal. As a result, they were able to 

enter a decision-making moment called ZMOT in the buying process, see 2.3. This is 

because the respondents could receive satisfactory information in the context of appearance 

from Synsam Style Lab. In continuation, several respondents also expressed that Synsam 

Style Lab allowed them to narrow down their selection of eyeglasses, which prompted 

FMOT to be accomplished, see 2.3.  

The theme Entertainment summarizes reasonings that indicate modernizations. This 

includes reason codes such as Creative and Trending. Respondents within this theme, 

expressed that Synsam Style Lab was an innovative idea that they had not encountered 

before, which exhibited pleasant responses. They also found it to be a trending tool due to 

the fact that new technologies are constantly emerging at a rapid speed. Hollebeek et al. 

(2020) stated in their framework that consumers would undertake meaning-making motives 

to an extent where it would shape their behavioral VR-engagement with a brand, see 2.2.1. 

Hence, we assumed that respondents would either adopt core drivers of an experience 

motive or an active motive in the context of optical retail. The former reflects their desire 

for AR-derived experiential gratification while the latter reflects their desire to compare 

products in AR-based shopping. Due to the nature of the theme Entertainment, we assumed 

that respondents under this theme had an interactive AR-engagement, which boosted their 

energy, time and effort. According to Hollebeek et al. (2020), energy, time and effort are 

factors that determine consumers’ commitment to learn and engage with market-based VR.  

The theme Environment consists of the reason code Health & Safety. Respondents under 

this theme basically thought that Synsam Style Lab was invented as a measure to counter 

the COVID-19 pandemic. According to the conceptual framework of Wedel et al. (2020) 

the effectiveness is a key component that determines whether or not AR/VR applications 

are successful in advocating, facilitating and boosting consumers’ tasks and experiences, 

see 2.1.7. In this case, the respondents believed that Synsam Style Lab was an effective 
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invention to negate the spread of infection. It reduced the necessity to visit a physical store 

and queues, factors that have been shown to help the cause to reduce the spreading of 

COVID-19. Therefore, we assume that consumers are prone to continue to take advantage 

of methods that will keep them safe and healthy. 

Advancing to the purchase stage, we compiled the theme Aesthetic that covers reasons of 

Appearance and Convenience, see Table 3. We regard Aesthetic reasonings as factors that 

relate to functionality and alluring for the naked eye. Respondents aligned their opinions 

with the functionality of Synsam Style Lab and considered that it could serve its purpose 

before a potential purchase. In Chapter 2.1.3, Wedel et al. (2020) discussed that an agile 

approach to product information delivery that corresponded with consumers’ endeavors 

were in favorable positions in regards to consumers’ shopping behavior. It was 

acknowledged that Synsam Style Lab appealed to the necessity of respondents under this 

theme. Respondents under this theme stated that Synsam Style Lab could render a visually 

pleasing image onto the users’ faces to an extent where they would consider making an 

online purchase. However, respondents emphasized the importance of narrowing down 

selection, and stated that whether a transaction would be made online or at a physical store, 

Synsam Style Lab allowed them to save time and effort. In contrast, respondents who were 

more reluctant to visit a physical store praised the AR interaction and expressed that they 

would be willing to proceed with an online purchase. It is also noteworthy to mention that 

demands of free shipping and right of withdrawal were contributing factors to respondents’ 

online buying decision process. These insights correlated with previous theories about 

consumers’ advancement from FMOT to AMOT, where consumers were inclined to go 

through a time period of post-experience gap created by the purchase of a selected item in 

the online market that they had yet to receive, see 2.3. Therefore, it is evident that Synsam 

Style Lab has the ability to enable consumers to transition from FMOT to AMOT. 

Proceeding to the post-purchase stage, we composed two distinct themes that characterized 

respondents’ assessment of Synsam Style Lab in terms of satisfaction. The theme Practical 

concerns the reason of User-friendly and the theme Prosperity includes reasons of 

Advocacy and Competitive advantage, see Table 3. The theme Practical symbolizes reason 

codes that implicated effective problem solving. Respondents under this theme expressed 

that Synsam Style Lab was simple and easy to access. This is likely to affect cognitive VR 
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engagement, see 2.2.2, due to the nature being that practicality helps consumers to navigate 

more effectively, which could possibly prompt satisfactional emotions. Hollebeek et al. 

(2020) also stated that consumers who expended additional time and effort in VR 

applications were likely to experience increased engagement. And the more time and effort 

that consumers spend on Synsam Style Lab, the more intimacy they will display towards 

Synsam. Furthermore, the respondents under the theme Prosperity mentioned that Synsam 

Style Lab was a superior virtual try-on within the optical industry in the sense that it could 

convert them into advocates for Synsam. This correlates with Hollebeek et al. (2020) 

statement about how consumers’ VR engagement can influence the BRQ dimensions such 

as brand passion. We assume that consumers may be more inclined to associate themselves 

with Synsam as the perceived functionality of Synsam Style Lab better meets the 

preferences of their consumers, in comparison to other competitors. Thus, as both Practical 

and Prosperity can induce emotional effectiveness towards Synsam via their AR 

integration, it is probable that consumers may develop a sense of closeness towards the 

optician franchise, based on the study of Hollebeek et al. (2020), see 2.2.2. 

6.2 Weaknesses of virtual try-ons on consumers’ online purchase 

decision along the customer journey 

It is evident that Synsam Style Lab had the most positive influence on respondents’ online 

shopping behavior during the pre-purchase stage. The application yielded more positive 

reasons in comparison to the other stages of the customer journey such as increased product 

knowledge, shopping convenience and better evaluation of alternatives. However, 

respondents have also criticized the perceived service quality of Synsam Style Lab in 

enabling consumers’ purchase decision processes. We were able to compile a number of 

themes based on respondents’ opinions; the theme Insufficiency consist of Lack of 

knowledge, Lack of substitution, Quality of technology and Limited Sampling; the theme 

Commitment consist of High involvement and Product category; the theme Aid consist of 

Customer service; the theme Engagement consist of Service in retail store; the theme 

Criticism consist of Difficult, Review and Competition. 

During the pre-purchase stage, a handful of respondents expressed discontent over a 

number of deficiencies that displayed revolving Synsam Style Lab. The theme Insufficiency 

describes categories of reasons that had identical meaning of  something that was missing, 
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or elements of restrictions. This particular theme was among various things that was 

repeatedly affirmed across all three synchronous online focus group sessions. Many 

respondents across the synchronous online focus groups were in consensus about Synsam 

Style Lab not portraying real enough visual representations, the quality of the AR 

integration being low, or that it was a great initiative by Synsam, but the demonstration of 

it was simply not good enough, see Chapter 5.4.1. In other words, the level of realism of 

the immersion did not replicate the three basic human senses, such as touch, sight and 

sound, well enough (Wedel et al., 2020). This means that the respondents who declared 

reasonings that represented Insufficiency, were most likely encountering problems during 

the ZMOT-phase, see Chapter 2.3.  

We assume that when consumers are encountering problems during the information 

searching phase of the customer journey (ZMOT), their engagement level for the AR 

interaction is likely to take a drastic decline. As previously mentioned, the conceptual 

framework of Wedel et al. (2020) raised the importance of the application context as it 

regulated the impact of attention, stimulated the sense of being present, and augmented the 

user experience, see 2.1.5. In other words, the context, in this case the visual representations 

of eyeglasses, should be stimulating appropriate memories, intentions and regulations for 

consumer perceptions and actions (Wedel et al., 2020). However, for some of the 

respondents across the synchronous online focus groups, Synsam Style Lab simply did not 

fulfill these criteria. Additionally, presence is a fundamental aspect in AR/VR technology, 

according to the conceptual framework of Wedel et al. (2020). This factor allows 

consumers that are engaging with an AR/VR system to feel like he/she is physically inside 

the virtual ecosystem. The fact that respondents expressed that the visual representation of 

Synsam Style Lab was not real enough, suggested that they did not feel present, or the 

degree of realism of the immersion was simply too badly represented.  

Commitment and Aid were two themes of discussion that emerged across all synchronous 

online focus groups in which respondents would address their brand engagement to a 

certain extent. Respondents' attitude towards Synsam Style Lab was affected by perceived 

product risk. They regarded eyeglasses as relatively high involvement products that could 

be priced exceedingly more than other fashion categories (e.g., garments). The respondents 

also raised concerns about the cost of returning a product and the hassle that could occur 

when ordering eyeglasses online. Especially when it comes to branded eyeglasses or 
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prescription eyeglasses. Thus, they could not solely trust the information that was given 

from the virtual try-on in relation to product quality. It was not sufficiently enough to trigger 

respondents into a ZMOT state because they required more information beyond what was 

provided by Synsam Style Lab.  

Based on a majority of our respondents' reasonings, criteria of fit and style were extremely 

important factors that needed to be taken into account. These factors are related to the basic 

human senses like touch and sight. As previously mentioned, unless AR/VR interactions 

can replicate these senses in the ecosystem of augmented and virtual environments, it will 

not replace the physical experience of visiting a store. According to Hollebeek et al. 2020), 

consumers’ willingness to understand and learn is something that drives the engagement in 

market-based VR. Access to relevant product information determines the level of energy, 

effort and time that consumers will put down on interacting with market-based VR 

(Hollebeek et al., 2020). However, Synsam Style Lab could not leverage satisfactory 

information in the sense of perceived realism. Hence, implementing virtual try-ons in the 

product category of eyeglasses may not be as effective as incorporating it in other product 

categories such as shirts or jeans. It is noteworthy that previously established themes during 

the pre-purchase stage were critical factors that did not magically disappear as consumers 

proceeded with their customer journey. For instance, reasons such as High Involvement was 

also apparent throughout the customer journey. 

The theme Engagement was shaped by respondents’ criticisms of Synsam Style Lab during 

the purchase stage. It refers to respondents’ unlikeliness to base their online buying decision 

process on the AR interaction due to its inability to perform. Respondents under this theme 

expressed that they were driven by utilitarian motivations when it came to purchasing 

eyeglasses. This suggests that if consumers’ actual needs cannot be met through virtual 

interactions prior to a purchase intention, then they are likely to avoid relying on using 

AR/VR applications at all to minimize potential risks of post-decisional dissonance. 

According to Wedel et al. (2020), the interaction with market-based AR/VR is directly 

related to the consumer experience of customer journey, see 2.1.4. Based on the previous 

statement, if the respondents’ overall experience of Synsam Style Lab is inadequate, it will 

directly influence the different stages of the customer journey. Synsam Style Lab was 

unable to satisfy respondents’ ZMOT, which impeded their efforts to advance further in the 

customer journey. This suggests that two distinct scenarios may emerge: one where 
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respondents will spend more time gathering information from Synsam to reach a ZMOT or 

the other scenario where they will consider switching to another optical franchise that may 

offer more enticing deals. Due to the fact that ZMOT was never achieved, respondents were 

unable to transition to FMOT where they considered making a purchase, based on the list 

of potential eyeglasses that was established during ZMOT. Consequently, the customer 

may not experience a SMOT because they did not make a purchase of eyeglasses. This 

further leads to respondents being unable to develop cognitive and affective experiences 

from Synsam Style Lab. 

The final theme Criticism was formed by respondents’ critical view on Synsam Style Lab 

during the post-purchase stage. As the name of the theme states, it is the umbrella term for 

reasonings that implicates unfavorable judgments of Synsam’s AR integration. In this 

category of theme, respondents expressed that they were reluctant to advocate Synsam as 

the primary franchise because the previous stages of the customer journey did not amount 

to any favorable impressions of Synsam Style Lab. Furthermore, a handful of the 

respondents raised concerns over the difficulties that appeared when accessing the AR 

interface, and added that it was not user-friendly to consumers who were not 

technologically savvy. According to Hollebeek et al. (2020), the relationship dimensions 

of BRQ, including brand partner quality, commitment, self-connection, intimacy, and 

love/passion, are measurements that define consumers’ probability to favor a brand over 

another. Based on the respondents reasoning, brand partner quality was not achieved due 

to the fact that Synsam Style Lab’s delivery of information was unreliable. Therefore, the 

respondents did not indicate any commitment, self-connection, intimacy and love/passion. 

As a result, respondents would not hesitate to search for eyeglasses at Synsam’s 

competitions. Considering the definition of UMOT, it is evident that respondents under this 

theme would not recommend their experience of Synsam Style Lab to other prospects. This 

means that their chances of making repeated purchases from Synsam in the future are slim, 

and they are less inclined to inspire other prospects to become the next person’s ZMOT. 

As such, due to the bad experience at ZMOT, other phases of MOTs are not achieved.   
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7. Conclusion 

 

7.1 Summary of results 

This bachelor thesis investigated how the integration of market-based virtual try-ons could 

facilitate consumers’ online buying decision process along the customer journey. A 

rigorous approach was adopted to shed light on the usability of AR/VR applications to 

leverage purchase decisions from a customer-oriented perspective in the context of a 

Swedish optical retail chain, specifically Synsam. A traditional customer journey involves 

three systematic phases, including pre-purchase, purchase, and post-purchase. 

Consequently, consumers’ responses to market-based AR/VR, in the context of the distinct 

levels of customer journey, were of significant importance. The theoretical framework of 

this bachelor thesis explicitly outlines previous studies on market-based AR/VR 

applications in the customer journey from an overarching perspective to explain the 

phenomena of interest. The conceptual frameworks of the previous research were 

incorporated as a base to understand the nature of our respondents’ reasonings. Upon the 

completion of reviewing theories and conceptual frameworks, a foundation for an 

analytical model could be established to guide the thematic analysis.  

A document study on Synsam Style Lab was conducted and served as our secondary data 

source to comprehend Synsam’s motive and expectations in delivering a virtual try-on to 

both regular and new customers. Our primary data sources were identified through a 

qualitative research approach. Three synchronous online focus group interviews were 

performed via digital communication platform, to preserve the credibility and legitimacy 

of our findings. Based on respondents' engagement with Synsam Style Lab, we could 

conceptualize themes that had foundations from consumer reasonings through a thematic 

analysis. These themes encompassed different reasons that explained respondents’ attitude 

towards Synsam Style Lab and why it could facilitate their online buying decision process 

in an optical retail setting. Themes of unique reasons including Alleviate, reflecting Synsam 

Style Lab’s convenient functionality; Insufficiency, reflecting absence of elements and 

restrictions of Synsam Style Lab, were predominant in their own domains. Both themes 

were of significance in the sense that they took place in the pre-purchase stage and remained 
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along the customer journey. However, they had contrasting implications of AR-

engagement towards respondents’ behavioral attitudes. 

7.2 Conclusions 

The degree to which market-based virtual try-ons facilitate consumers’ online buying 

decision process along the customer journey depends on the product category of the product 

offering. Based on the methodology of the bachelor thesis, eyeglasses were the primary 

product categories that our findings was based upon. Although eyeglasses are considered a 

segment in the fashion industry, it contributes to consumer satisfaction in different aspects 

in comparison to product categories of fashion retail, such as jeans, shirts and jackets. As 

such, consumers mainly look at aesthetics as a key factor in clothings. On the contrary, 

consumers buy glasses due to its primary nature, to protect one of the fundamental human 

resources in sight. However, it could be argued that eyeglasses also affect aesthetics, as a 

secondary element. Thus, consumers are compelled to expend more engagement resources 

like time, effort and energy, to prospect additional information in order to identify their 

potential eyeglasses of choice. As such, in an optician retail context, consumers are required 

to expend more engagement resources during the pre-purchase stage compared to a diverse 

segment of the fashion industry. In other words, consumers are more compelled to spend 

more time, effort and energy in information gathering during the pre-purchase stage, in 

comparison to another fashion category like apparel. Consequently, our findings suggest 

that consumers’ regard Synsam’s virtual try-on, also known as Synsam Style Lab, as a 

complementary instrument that could facilitate additional visual information during the 

pre-purchase stage.  

Our findings suggest that consumers contemplate eyeglasses as a product where style/fit, 

customer service (e.g., examination on-site, and recommendations from a professional 

optician), and price are significant aspects of customer needs that influences their buying 

decision process. These aspects are rudimentary components that simply could not be 

disregarded. Despite the fact that Synsam Style Lab could portray a visual representation 

of eyeglasses via the virtual try-on, the AR interface could not satisfy the aforementioned 

requirements. A majority of the consumers were in consensus that a visit to a physical 

optician retail was the optimal go about, in order to make a rational purchase. This implied 

that consumers were able to narrow down their selection of interest via the virtual try-on to 
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an extent where they would visit a physical retail store to confirm and comfort their 

purchase decisions. Furthermore, their reluctance to proceed with an online transaction 

were based on difficulties that potentially surfaced, such as defects, uncomfortable fit, 

incorrect strength in lens, and the delivery and return of product. They also stated that most 

of these previously mentioned factors could be resolved instantaneously at a physical 

optician. In conclusion, virtual try-ons are an emerging technology that may facilitate 

greater consumer engagement along the customer journey. However, it is evident that 

virtual try-ons are unable to replicate a realistic experience at the present time. As a result, 

consumers are reluctant to transition from the pre-purchase stage to the purchase stage. 

Hence, the effectiveness of virtual try-ons may be more apparent in other fashion product 

categories, compared to eyeglasses. Based on our findings, we conclude that virtual try-ons 

have the most influential effect during the pre-purchase stage of the customer journey and 

that the technology has not reached the ability, as of yet, where it is able to impact the 

remaining stages of the customer journey. 

The likelihood of future researchers being able to replicate our results are most probable. 

A systematic search for theories that was relevant for our research question was conducted, 

which demonstrated that the level of circumstantial scarcity on studies revolving around 

market-based AR/VR was substantial. Despite the limited availability of research 

concerning this topic, we identified conceptual frameworks that could help us in 

understanding consumers’ online purchase behavior. Furthermore, we also conducted three 

different synchronous online focus group interviews during different periods, where each 

session yielded identical results, with some minimal variations. Therefore, we feel positive 

about the likely transferability of our findings. 

7.3 Empirical and practical implications 

Previous research (Lee & Xu, 2020) implied that AR/VR applications that displayed 

accurate portrations and delivery of products, featured attractive and interactive appliances 

generated different consumer perceptions towards virtual solutions. Through our findings 

we can discern a connection with Lee and Xu (2020) implication and our respondents’ 

statements. Our respondents expressed that Synsam Style Lab was helpful because of the 

interface’s ability to facilitate accessibility, the application’s capacity to display accurate 

portrations of eyeglasses which allowed the respondents to imagine how eyewear items 
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would potentially look on their faces and to narrow down their options of eyeglasses 

regardless of if the transaction would be done online, or at a local optician store. In contrast, 

several respondents viewed the AR application as a complementary tool rather than a 

decisive factor to advance further in their online buying decision process along the 

customer journey. Thus, we emphasize Lee’s and Xu’s (2020) statement regarding the 

necessity of AR/VR applications featuring accuracy, attractiveness and interactivity, to 

accommodate consumers’ needs.  

According to Hoyer et al. (2020) a customer journey covers three stages in which each 

stage encompasses different touchpoints, which ultimately shapes the customer experience. 

Based on our findings, we could not demonstrate whether or not Hoyer et al’s. (2020) article 

revolving the incremental level of engagement were consistent in the diverse stages of 

customer journey. Through an exploratory research of Synsam Style Lab’s effectiveness 

on consumers’ online buying decision process, the bachelor thesis contributed with new 

insights into consumers’ attitudes towards virtual try-ons in an online optician retail 

context. Although mapping the customer journey is essential for entrepreneurs, in terms of 

adapting to ever-changing consumer demands, our findings demonstrate that the pre-

purchase stage is the most fundamental phase during the customer journey. This was 

because most of the reasons that characterized respondents' opinions were shown to follow 

through the whole process of the customer journey. With the aid of our analytical model 

presented in 2.6, see Table 1, based on previous conceptual frameworks and theories, we 

were able to gain better insights on how AR/VR applications could shape consumers’ 

behavioral engagement in each stage of the customer journey. Therefore, we assume that 

the first impression of market-based virtual try-ons is crucial and will determine whether 

or not consumers are willing to spend more time, effort and energy throughout the 

remaining stages of the customer journey.  

Additionally, as long as AR/VR applications are unable to replicate the realism of the five 

basic sensory inputs (i.e., sight, smell, hearing, taste and touch), that were addressed in 

Wedel et al’s. (2020) article, future identical adversity will keep on recurring. Although 

AR/VR applications can be viewed as facilitators for online shopping (e.g., to reduce 

uncertainty about the fit of their eyeglasses), our respondents expressed that visiting a 

physical optician retail store was more favorable in comparison to online shopping that 

offered a virtual try-on. Hence, it is apparent that AR/VR is an emerging technology that 
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requires more development as it has not fully reached the capacity to replicate all five basic 

sensory inputs as of yet. 

Future entrepreneurs should prioritize on creating a point of differentiation in their AR/VR 

applications as customers first impressions are critical. Curiosity creates engagement and 

engagement contributes to time, effort and energy spent on the AR/VR interaction. Our 

synchronous focus groups also implied that Synsam Style Lab was nothing out of the 

ordinary. Thus, we recommend that optical entrepreneurs should implement elements of 

surprise, in order to boost their curiosity level. In addition, Hollebeek et al. (2020) stated 

that when consumers are confronted by frequent VR interactions during different 

touchpoints, they may subconsciously develop a sense of intimacy with a specific brand. 

Hence, we assume that more development of AR/VR applications along the customer 

journey is needed. Future entrepreneurs should strive to embed and improve rendition 

quality of all sensory dimensions into their AR/VR virtual try-ons to raise the consumer 

interest. As such, this will allow them to capture the curiosity of consumers, which could 

drastically boost their engagement and willingness to interact with Synsam’s virtual try-on, 

and in turn prompt consumers to become future loyal customers. Although our findings are 

solely based on the synchronous online focus groups’ interaction with Synsam Style Lab, 

our results should be moderately transferable to assist entrepreneurs of other optician 

retailers in the Nordic Region.  

7.4 Limitations and suggestions for further research 

While the present bachelor thesis has contributed to a comprehensive understanding of a 

phenomenon, there are a few limitations that need to be acknowledged. First, the findings 

of market-based virtual try-ons within the field of optics fashion wear does not represent 

the total fashion industry. Second, Synsam Style was the sole virtual try-on that was 

considered in this bachelor thesis. This means that the results of our research on Synsam’s 

virtual try-on may not represent the eyeglasses segment as a whole. Third, the synchronous 

online focus groups consisted entirely of millennials, which may give rise to biased 

answers. Furthermore, significant information may have been overlooked due to generation 

gaps. Finally, due to the scarcity of previous studies related to market-based AR/VR 

applications, chances are that our discussions may provide limited perspectives. 



Nguyen A. & Nguyen E. 

59 

 

To the best of our knowledge, we proclaimed that the empirical evidence of market-based 

AR/VR applications’ influence on consumers’ purchase decisions from a customer-

oriented perspective is inadequate, in the context of fashion retail. Although the findings of 

this bachelor thesis provide insightful implications to understand the role of AR/VR 

applications in the customer journey, it was mainly based on respondents’ impression of an 

eyewear virtual try-on service. In future studies, we propose to conduct further research on 

the effects of market-based AR applications along the customer journey in retailing of other 

fashion products such as apparel and cosmetics. It would also be of interest to apply a 

similar research but from a market-based VR perspective to investigate whether or not it 

can capitalize on elements that AR applications are missing. Furthermore, all synchronous 

online focus groups consisted only of millennials. Hence, it would be of interest to extend 

the findings from this study by gathering insights of other demographic cohorts. 
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Appendix A – Focus group interview guide 

 
Formalities 

- 8th May 2021 

- This session will be audio recorded and the information about you will be 

anonymized and only available to us and our supervisor. 

- We encourage you to freely express at any given time. However, please respect each 

other’s opinion and do not interrupt when someone is talking. 
 

Background 
1. Can every participant please give us a brief introduction about yourself and your 

overall online shopping experience? 

a. How often do you buy clothes online? 

b. What are normally your reasons behind your purchases? 

c. What is it that influences your purchase decision? 

2. What comes to your mind when you hear AR/VR technology? 

a. How do you think AR/VR technology can help fashion consumers in 

shopping? 
 

The pre-purchase stage 

Before we proceed further with the interview, please take a moment, and visit Synsam’s 

webpage (https://www.synsam.se/). Let us assume that you are in critical need of new pair 

of glasses; for five minutes, you are supposed to virtually try on as many glasses you want 

by pressing the button “Prova Online” of a selected item of interest. 

1. After five minutes: How is this function helpful for you in making a purchase 

decision? 

2. Does this type of interaction alone convince you to proceed with your purchase? 

Why? 

3. Why do you think Synsam decided to include this type of service? 
 

The purchase stage 
1. In connection to Synsam’s AR function, what factors would make you to purchase 

a pair of glasses? 

2. Let us now assume that you have gathered sufficient information about your product 

from the AR interaction. How would you make a purchase? Buy online or visit the 

physical store? Why? 

3. Do you think this type of interaction can substitute “real-life” experience? Why? 
 

The post-purchase stage 
1. Is this function easily accessible for people that are less experienced in online 

shopping? Why? 

2. Does your AR experience with Synsam encourage you to recommend Synsam to 

other prospects? Why? 

3. if you ever needed to purchase a new pair of glasses, would you turn to Synsam as 

your first-choice optic retailer based on your AR experience? Why? 

  

https://www.synsam.se/
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Appendix B – Synsam Style Lab 

 

 


