
1714

Copyright © 2016, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Chapter  77

DOI: 10.4018/978-1-4666-8751-6.ch077

Analyzing Online Reviews to 
Measure Augmented Reality 

Acceptance at the Point of Sale:
The Case of IKEA

ABSTRACT

Increasingly, brick and mortar retailers compete with their counterparts by enriching the point of sale 
through technological innovations that make use of customer-owned mobile devices. So, for example, IKEA, 
the world’s largest furniture retailer, has introduced an interactive mobile app that provides the customer 
with additional insights in a personalized and convenient way: by scanning quick response codes in the 
printed catalogue, 3D objects, pictures, text, or videos are provided on the customer’s smartphone or 
tablet. They inform about a furniture’s interior or its potential usage, give planning aids, or visualize the 
furniture in alternative surroundings. In this chapter, the perceived usefulness, ease of use, and attitude 
towards such new technology-based innovations are discussed. Customers’ perceptions are measured 
by applying a modified technology acceptance model. Traditional customer surveys as well as online 
customer reviews are analyzed. The results are encouraging: the mobile app is seen as an enrichment 
of the shopping experience but can be improved. Both data collection formats lead to similar results.

INTRODUCTION

For some years, augmented reality (AR) is used 
by retailers (see, e.g., Pantano and Servidio, 2012, 
Poncin and Mimoun 2014) to enrich the store 

atmospherics and shopping experience. Retailer-
owned, stationary devices with scanning, planning, 
visualization, and recommendation features assist 
customers, e.g. to find the right hairstyle, jacket, 
suit, or to plan a new kitchen or cupboard.
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However, today, the younger generation ex-
pects these AR services not only on a stationary 
device but on their personal device via a mobile 
app (short for application software): Surveys 
found out that the younger generation spends 
more time with their mobile devices (smart-
phone, tablet) than with stationary ones (PC, TV, 
McKinsey&Company, 2012) and that the online 
sales even for costly products (e.g. furniture) 
increase (McKinsey&Company, 2013).

So, it is not surprising that bricks and mortar 
retailers – especially when targeting at the younger 
generation – introduce mobile apps with AR 
features to make their offline and online buying 
situation more attractive. Market observers as-
sume that – with the increasing availability of 
smartphones and tablets – an era of new “Retail 
3.0” (Duncan et al., 2013, p.6.) is to come and that 
this revolution has the “potential to transform the 
shopping experience (both in-store and online)” 
completely.

Nevertheless, the use of (stationary and 
mobile) AR is discussed controversially in the 
literature in terms of its benefits for customers 
since, e.g., many problems are still unsolved (e.g. 
speed, presentation quality, ease of use). This is 
especially true when focusing on mobile AR with 
– typically – limited connectivity and additional 
handling problems than in the stationary case. 
Studies on AR acceptance are available, but they 
are often criticized for their small samples and 
their experimental setting (see, e.g. Bulearca and 
Tamarjan, 2010; Olsson et al., 2013). Also, the 
usage of student samples and the employment 
of self-reported item scales have been addressed 
(Legris et al., 2003).

This chapter aims to close this gap by investi-
gating the acceptance of mobile AR at the point of 
sale using IKEA’s mobile app – an AR extension 
of their online product catalogue – as a case. A 
technology acceptance model (TAM) analysis 
and a detailed likes/dislikes analysis (with closed 
and open-ended questioning) are performed. In 
addition to the traditional TAM analysis, the 

open-ended questions and the likes/dislikes are 
analyzed using text mining. The results are also 
compared to a text mining analysis of comments 
on the mobile app in online customer reviews. In 
summary, it is found out that the TAM analysis 
can – with some reservations – be replaced by the 
automated data analysis using comments gathered 
in the shop or in online blogs. In addition, the 
results point to an overestimation of the TAM 
constructs in the experimental setting.

The chapter is structured as follows: the 
next section provides background for AR at the 
point of sale and for TAM. In further sections a 
modified TAM for AR applications as well as text 
mining methods for analyzing customer reviews 
are developed and tested using IKEA’s mobile 
app as an example. After presenting the results, 
the paper closes with theoretical implications, 
limitations, and avenues for further research. The 
chapter extends a discussion of the mobile app 
IKEA case in Rese et al. (2014). It differs inso-
far, that the practical aspects of AR for retailing 
and acceptance measurement are discussed more 
deeply. In Rese et al. (2014) the focus was more 
on technical and theoretical aspects of analyzing 
the word-of-mouth in online customer reviews.

Background

Augmented Reality (AR) to Improve 
the Shopping Experience

AR has been defined by Olsson et al. (2013, p.288) 
as a technique “to combine real and computer-
generated digital information into the user’s view 
of the physical real world in such a way that they 
appear as one environment”. Digital content (e.g. 
3D objects) can be tied for example to a QR (quick 
response) code (Yuen et al., 2011). In addition 
to 3D objects avatars, pictures, videos, audios or 
text can also be included (Güven et al., 2009). 
AR has been described as “enabling technology 
for innovative mobile applications” (Välkkynen, 
et al., 2011, p.1). Olssen et al. (2013) use the 



 

 

21 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/analyzing-online-reviews-to-measure-

augmented-reality-acceptance-at-the-point-of-sale/138354

Related Content

Diversity Combining for Cooperative Communications
Diomidis S. Michalopoulosand George K. Karagiannidis (2010). Cooperative Communications for Improved

Wireless Network Transmission: Framework for Virtual Antenna Array Applications  (pp. 301-320).

www.irma-international.org/chapter/diversity-combining-cooperative-communications/36554

EEA: Clustering Algorithm for Energy-Efficient Adaptive in Wireless Sensor Networks
Hassan El Alamiand Abdellah Najid (2018). International Journal of Wireless Networks and Broadband

Technologies (pp. 19-37).

www.irma-international.org/article/eea/236064

DMT Optimal Cooperative MAC Protocols in Wireless Mesh Networks with Minimized Signaling

Overhead
Benoît Escrig (2011). International Journal of Wireless Networks and Broadband Technologies (pp. 56-72).

www.irma-international.org/article/dmt-optimal-cooperative-mac-protocols/53020

Privacy Preserving Data Gathering in Wireless Sensor Network
Md. Golam Kaosarand Xun Yi (2012). Wireless Technologies: Concepts, Methodologies, Tools and

Applications  (pp. 239-253).

www.irma-international.org/chapter/privacy-preserving-data-gathering-wireless/58791

Quality of Experience in Mobile Peer-to-Peer Streaming Systems
Florence Agboma (2012). Streaming Media with Peer-to-Peer Networks: Wireless Perspectives  (pp. 196-

241).

www.irma-international.org/chapter/quality-experience-mobile-peer-peer/66310

http://www.igi-global.com/chapter/analyzing-online-reviews-to-measure-augmented-reality-acceptance-at-the-point-of-sale/138354
http://www.igi-global.com/chapter/analyzing-online-reviews-to-measure-augmented-reality-acceptance-at-the-point-of-sale/138354
http://www.irma-international.org/chapter/diversity-combining-cooperative-communications/36554
http://www.irma-international.org/article/eea/236064
http://www.irma-international.org/article/dmt-optimal-cooperative-mac-protocols/53020
http://www.irma-international.org/chapter/privacy-preserving-data-gathering-wireless/58791
http://www.irma-international.org/chapter/quality-experience-mobile-peer-peer/66310

