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PART 1: Content, purpose, and format of literature review: 
This first part of the report is going to discuss the content purpose and format of the literature review in doctor research consequently the discussion will include the topic of the thesis, which is about the exploration of the augmented reality usability through the lenses of customer experience and expectations in fashion industry.  Students who are enrolled in postgraduate programs must have trainings regarding these skills. Thus, this paper aims to examine the meaning of literature review (LR) in thesis (Aveyard, & Sharp, 2017). Furthermore, it also considers the five steps that develops a review, including content of literature review, purpose, and format of the LR. Through clearly defining desired outcomes of LR would help to continuously analyses their progress that elaborates an LR. 
[bookmark: _Hlk103079382]The purpose of the literature review (LR) is indicated differently by different authors as increase the researcher understanding on the research topic, (Drake, 2011), understanding on the current research on elected topic (Moutinho, et al., 2006), help to identify the unresolved issues in research (Moutinho, & Huarng, 2008) and Drake, & Heath, (2010) stated that LR increase the research understanding to conduct the further investigation.  According to Ravid, & Efrat, (2019) stated that the purpose of literature review in research can be achieved, through scrutinizing main issue examining via academic study can lead to a robust thesis or dissertation, whereby the content of the LR anticipates methods, hypotheses and outcomes of the research whilst maintaining the audience’s interests as to how this can provide them solutions that can close gaps in the researched area. Therefore, the content of the LR would around the issues, selected variables and outcomes of the research (Collis, & Hussey, 2021). LRs basically helps in translating skills of students in the information literacy, critical writing and language (Bettany-Saltikov, 2012). Simultaneously, LR makes transitions in the students and provides hints about the other chapter’s content. Firstly, LR elaborates question of the research; secondly, it helps support objectives, hypothesis and methodology of research project; and thirdly, it supports in explaining the interpretation of outcome in terms of student’s perspective tow write the conclusions (Murray, 2011). 
[bookmark: _Hlk103079488]Basically, LRs provide critical analysis on the existing knowledge, these are an effective material to be published, even if they are systematic reviews or in narrative form (Drake, 2011). However, there are certain patterns in systematic reviews that are not perfectly fitting with the research questions in the thesis/dissertation. In addition, systematic review scope is not that wide and because of the strict specifications of criteria can leave out important information in the thesis (Moutinho, et al., 2006). Thus, in LR chapter of thesis meaning of LR and methods to develop LRs are discussed in the context of academic thesis/dissertation. Lastly, there is also a discussion on the checklist to assess LR. There many authors indicated that the content of the LR must be include the critical discussion on the major concepts to synthesize the outcomes in the required matter. Therefore, researcher need to synthesize the major concept as conceptual framework what would provide structure for the researcher to synthetize the outcomes of the critical review (Aveyard, 2014; Caterine, 2020; Ridley, 2008; Stephan et al., 2019; Haynes, & Hunsley, 2020). Therefore, through taking these suggestion researchers have developed the following conceptual framework has been developed through taking the major consideration of the concepts of research in hand. 
[bookmark: _Hlk103079522][bookmark: _Hlk103079565]As Machi, & McEvoy, (2022) indicated that LR structure is mainly dependent on the particular discipline, area of expertise of supervisor and student, interests and needs, and department rules. As it has been shown in the conceptual framework above that the major concepts of this thesis or usability, customer experience common customer expectation and customer behaviour. Therefore, the content of the LR should around these concepts and the outcome of the LR would be leads to fulfil the conceptual, practical and theoretical gaps. Basically, the purpose behind for writing a thesis after conducting research helps transition rational thinking and enthusiasm. Whereby literature instructs students on the research methods, conducting analysis of data, and writing scientific paper exists, there is not much guidance available on how to perform LR (Moutinho, & Huarng, 2008). LR is basically a rare opportunity that evaluates as well as contrasts different theories and arguments rather than just summarizing. LR should not include the research outcomes, but students in their postgrad tends to prepare a comprehensive LR that reflects on their own findings (Drake, & Heath, 2010).
Students will be actively involved in interpretation of studies as LR from other researchers that would leaders to the higher of level of understanding on the gaps and issues in the selected field. Therefore, through consideration should be taken as proposed by (Drake, & Heath, 2010) the literature review will focus on following content 
· Identifying the context of the problem in hand 
· Identifying whether the research has been conducted on the problem in hand are yet to be investigated further in the context of a particular field;
· Identifying main methodologies and techniques that have been adopted earlier in context of selected topic. 
· Identifying important aspects in context of selected topic 
· Placing research project in the methodological, historical and theoretical context. 
· Demonstrating implications of the selected topic in theoretical, methodological and practical context. 
· Offering an alternate perspective on selected topic. 
· Characterizing connections amid practice and theories are being used on selected topic.  
· Improving the vocabulary and conceptual understanding on the research topic. 
Literature review is a difficult task that is often procrastinated by the writers in their postgrad tenure (Corrigan, 2015). There are confusions in scope and purpose among students regarding the disagreements in definitions or classifications of LRs along with the method of performing LRs (Oliver, 2012). Nonetheless, there are few institutions that still consider LR an important element in any academic work, regardless of the modern trend of scientific articles instead of classical thesis which gives the structure if the study (Lunenburg, & Irby, 2014).  LR is not an isolated part of the dissertation/thesis which required own involvement to interpret the LR in required format it means the format of the LR is based on the researcher own involvement on the bases of the research aim and objectives that would also link with the conceptual framework of the research (Machi, & McEvoy, 2016). Mainly, it observed and identifies knowledge in a particular field, provides clarity among the information that is already known, assesses and describes issues and its implications, connects practice with theory (Rocco, & Hatcher, 2011), puts the gaps in current literature into spotlight, and places the thesis within the scope of the research agenda of that particular field that would leads to  understand the structure of subject and describe cognitive links whilst improving the synthesis and analysis of data with increased maturity at the discussion stage of the thesis. Walker, & Thomson, (2010) sated that format and content of the LR is directly linked with the research questions, objectives, findings and discussion as shown in figure (2) below. 
[image: Diagram
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Figure 2 Content of literature with format of the thesis (Walker, & Thomson, 2010)
Effective literature search
[bookmark: _Hlk103080169][bookmark: _Hlk103080376]The format of the LR is based on the skill of critical review of the current literature. Critical judgment contains three fundamental aspects: reading, thinking and writing. In other words, it is defined as the student’s reflection about what they have read. Students should define fundamental elements of topic, characterization of respective claims, and identifying and contrasting relationships that would develop the overall format of the LR chapter in research (Collis, & Hussey, 2021). Every scientific document highlights the author’s perspective and boosts confidence among students to judge the evidence as well as the underlying reason behind the study and construction of their own arguments after reading more articles. If there is rareness in integration of contradictory perspectives then it means that the level of cognitive complexity is low as well (Aveyard, 2014). Following guidelines have been provided by the Aveyard, (2014) for the format of the literature review that will be used for said research. 
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Figure 3 Overall format of LR (Aveyard, 2014)

Conclusion 
Completion of LR is very challenging and the process to understand one’s own area of expertise is difficult. The nature of knowledge is transitory, however scholar’s responsibility is to give a critical contribution to the particular field, enabling others to have a look at our work. There is not a single best and effective method to classify, analyze, and guide elaboration of LR. This task provides understanding regarding purpose, format and critical evaluation of an LR. As it has been discussed the content of the LR is based on the major concepts of the research, and format is based on the research own interpreted of the LR which give the direction to structure the LR chapter. The overall outcomes of the LR provide the rich understanding and direction for the research, which is linked with research aim, objectives, gap, findings and discussion of the research results. 












 References 
Aveyard, H. (2014). Doing a literature review in health and social care: A practical guide (Third ed.). Open University Press.
[bookmark: _Hlk103081531]Aveyard, H., & Sharp, P. (2017). A beginner's guide to evidence-based practice in health and social care (Third ed.). Open University Press.
Aveyard, H., (2007). Doing a literature review in health and social care: A practical guide. Open University Press.
[bookmark: _Hlk103081569]Bailey, S. (2011). Academic writing: A handbook for international students (3rd ed.). Routledge.
[bookmark: _Hlk103081548]Bettany-Saltikov, J. (2012). How to do a systematic literature review in nursing: A step-by-step guide. Open University Press.
[bookmark: _Hlk103080392]Caterine, C. L. (2020). Leaving academia: A practical guide. Princeton University Press.
Collis, J., & Hussey, R. (2021). Business research: A practical guide for students (Fifth ed.). Red Globe Press.
[bookmark: _Hlk103081899]Corrigan, T. (2015). A short guide to writing about film (Global of ninth ed.). Pearson Education.
Drake, P., & Heath, L. (2010). Practitioner research at doctoral level: Developing coherent research methodologies. Taylor and Francis. https://doi.org/10.4324/9780203841006
Drake, P., (2011). Practitioner research at doctoral level: Developing coherent research methodologies. Routledge. https://doi.org/10.4324/9780203841006
[bookmark: _Hlk103080453]Haynes, S. N., & Hunsley, J. D. (2020). Writing dissertations and theses in psychology: A student's guide for success. Routledge.
[bookmark: _Hlk103081956]Lunenburg, F. C., & Irby, B. J. (2014). Writing a successful thesis or dissertation: Tips and strategies for students in the social and behavioral sciences. SAGE Publications. https://doi.org/10.4135/9781483329659
[bookmark: _Hlk103082048]Machi, L. A., & McEvoy, B. T. (2016). The literature review: Six steps to success (3rd ed.). Corwin.
[bookmark: _Hlk103082227]Machi, L. A., & McEvoy, B. T. (2022). The literature review: Six steps to success (Fourth ed.). Corwin.
Moutinho, L., & Huarng, K. (2008). In Huarng K., Moutinho L.(Eds.), Advances in doctoral research in management (volume 2). World Scientific Publishing Company. https://doi.org/10.1142/6654
Moutinho, L., Hutcheson, G., & Rita, P. (2006). Advances in doctoral research in management, volume 1. World Scientific Publishing Co. Pte. Ltd.
[bookmark: _Hlk103082164]Murray, R. (2011). How to write a thesis (3rd ed.). McGraw-Hill/Open University Press.
[bookmark: _Hlk103081920]Oliver, P. (2012). Succeeding with your literature review: A handbook for students. Open University Press.
[bookmark: _Hlk103079293]Ravid, R., & Efrat, S., E., (2019) Writing the Literature Review: A Practical.  Guid. The Guilford Presss. London. 
[bookmark: _Hlk103080423]Ridley, D., Dr. (2008). Literature review: A step-by-step guide for students. SAGE Publications.
[bookmark: _Hlk103082077]Rocco, T. S., & Hatcher, T. (2011). The handbook of scholarly writing and publishing (1st. ed.). Jossey-Bass.
[bookmark: _Hlk103080438]Stephan Felix, M., & Smith, I. (2019). A practical guide to dissertation and thesis writing. Cambridge Scholars Publisher.
[bookmark: _Hlk103082279]Walker, M., & Thomson, P. (2010). In Walker M., Thomson P.(Eds.), The routledge doctoral supervisor's companion: Supporting effective research in education and the social sciences. Routledge. https://doi.org/10.4324/9780203851760










Part 2

	Authors 
	Purpose
	Method 
	Data collection
	Comments

	AGARWAL et al, (2002)
	This research used usability guidelines to investigate the usability of the website. 
	Quantitative 
	Survey of 250
	The results of this study provide guidelines metric for the website developer to improve the usability of the website. 

	Alimamy, & Nadeem,  (2022)
	The objective of the study was to explore the impact of real experience on customer intentions to co-create value and customer engagement on this relationship
	Quantitative
	Online survey on the customers and participant were asked to download and try I(KEA PLACE AR app)
	In this research a survey was conducted on the customers to test the relationship between perceived a quality of customer experience AR, which impact on the attitude towards the AR technology. The result of the studies shows that the quality of the customer experience impact on the perceived value


	[bookmark: _Hlk88308214][bookmark: _Hlk88309201]Arghashi,  & Yuksel, (2022)
	
	Quantitative
	Face to Face survey
	This research was quantitative and based on face- to- face survey was conducted in Turkey to find out the experience of consumer engagement through AR apps and presented a new conceptual model. The findings of this research revealed that perceived usefulness of the customer directly impact on the engagement of customers with the AR apps. 

	[bookmark: _Hlk88321038]Batat, W. (2021)
	The purpose of this research was to examine the positive or negative impact of AR technology on customer’s dining experience, through a case study, namely Le Petit Chef AR dining experience.  

	Qualitative
	Qualitative mixed-method approach to collect data from diverse but complementary sources. Primary and secondary data were organized in a chronological two-step process.  

	This qualitative research was conducted to find out the positive or negative contribution of AR technology to a customer’s dinning experience in restaurant industry. The results revealed that AR plays an essential role in improving the overall positive post-consumption behaviors.


	[bookmark: _Hlk88321403]Bonnin, G. (2020)
	This research conducted to extend previous works by integrating the mediating roles of perceived risk of buying a product on the online store and of attractiveness of the other online store. It is also to study the moderating role of familiarity with AR 

	Qualitative
	Two experiments


	Two experiments showed the importance of familiarity of people with AR apps that the more people are familiar with AR, the more AR decreases perceived risk and increases patronage intention. The result showed two main managerial implications and they both deal with the relevance of the use of AR by online retailers. 



	[bookmark: _Hlk88308242][bookmark: _Hlk88320737]Bouhamri, Virey, & Mukish, (2019)
	
	Qualitative
	
	This paper was written to investigate the technical challenges associated with displays and optical systems to better explain the projected trends for the upcoming years for consumer adoption.


	Brannon Barhorst, McLean, Shah, & Mack, (2021)
	 This study was conducted not only to test the validity of investment in AR technologies by exploring flow in both an AR and a traditional shopping context, but also to find out the unique cap- abilities of AR to facilitate the customers 

	Quantitative
	Commercially designed available AR app was utilized to conduct an online survey experiment with 500 participants. 

	         This research concluded a
Managerial and practical conclusions for marketers and designers to support the creation and execution of AR technology within consumer context. 








	[bookmark: _Hlk88322868][bookmark: _Hlk88323355][bookmark: _Hlk88316492]Chen, Ruangsri, & Widjaja, (2021).








	This article was written to investigate AR-related factors (vividness, spatial accuracy, local presence) and their impacts on impulse buying behaviour related factors in the context of AR mobile shopping apps. 

	Quantitative
	137 participant involved in an experiment
	

	

Chiu, Ho, & Mo,  (2021).




	The objective of this research was to identify predictors of user benefits of ARRA in the retail food chain. This article also presented a model to investigate the effect of user satisfaction and benefits as the outcome variable. 

	Qualititative
	A pilot study was conducted with coffee shop consumers. Based on the 50 responses and comments, A survey company conducted an online questionnaire as well for approximately two months to locate coffee shop consumers who have downloaded and used the Starbucks ARRA were eligible and chosen for the research. 426 valid responses are used for this study. 
	The result of this research proved beneficial for retailers and marketers on assessing customer’s satisfaction and using ARRA to create marketing strategies effectively. 



	
[bookmark: _Hlk88320570]




















Daassi, & Debbabi,  (2021).






	










The objective of this study was to identify factors explaining usage and adoption of 
AR-based apps.  This study was based on the S-O-R framework to proposed a model that explains consumers’ reuse intention of AR-based apps. 


  

	





















Quantitative
	T










This five month study involved 224 volunteer French women Participants who asked to enroll in one the planned survey session



	










This study was actually conducted to encourage the adoption of this tool of shopping by creating a favourable attitude towards mobile shopping apps and convincing consumers to reuse such shopping apps. 


	Dacko,  (2017). 





	
The main objective of this study was to explain the contribution of MAR (mobile augmented reality) apps into smart retail settings by creating additional value to customers, specially by adopting a retail customer experience perspective. 

	
Quantitative
	
Data was collected and analyzed from all MAR apps almost 272 apps
	
The result of this research shows that MAR apps changing consumer behaviour and are associated with increasingly high user valuations of retailers offering them. This study has made contribution in six different areas, retailing, consumer satisfaction, knowledge about MAR apps drawbacks and users concerns.


	
Datcu, Lukosch, & Brazier (2015).





	The research was conducted to check the possibility of transformation of physical objects into valuable means for interaction in AR. This study also presented a new and innovative hand tracking approach

	Quantitative
	Data is collected from the Oral feedback of the participant through NASA TLX Questionnaire test
	The outcome of this investigation shows that tangible interaction is more important than free-hand interaction one-hand interaction is not more effective, and fixed menus UI layout does not lead to better interaction in AR. Future research will investigate that everyday objects can be used for interaction in AR, 



	
de Regt,  Plangger, & Barnes,  (2021).





	This article presented a framework that deconstructs VR branded experiences into both narrative and social interactions to optimize strategic customer outcomes. Therefore, this article investigated how VR can enhance customers’ experiences by moving from storytelling to story-doing.
 

	Qualitative
	Data collected from experimental survey, based on five semi-structured focus groups of 27 VR consumers.
	The aim was this article to highlight customer-brand relationships in the business. However, there is growing recognition of the opportunities virtual reality provides for business-to-business. 


	
de Ruyter, Heller,  Hilken, Chylinski, M., Keeling,  & Mahr,  (2020).







	This article was a conceptual framework on the intersection between AR technologies advertising and marketing metrics.       use of AR for advertising and its impact on customer engagement and behavior is and will continue to be a complex phenomenon. 

	Quantitative
	Data collected from different sources, contest mapping, content matching customer experience and media effectiveness.
	In conclusion, AR is creating a host of exciting new avenues for advertising to enhance customer engagement and ultimately advertising effectiveness. The use of AR for advertising and its impact on customer engagement and behavior is and will continue to be a complex phenomenon. 
 


	[bookmark: _Hlk88320557]Fan, Chai, Deng,  & Dong,  (2020).





	The research was conducted to find out the influence of AR adoption on online consumers’ product attitudes. 

	Qualitative
	516 undergraduate and graduate students were involved in experiment from different universities of china,, Data collected from the answers of the participants
	The findings of the experimental study revealed that two AR characteristics-environmental and simulated physical control can easily reduce consumers’ cognitive load and enhance their cognitive fluency and product attitude. 


	
[bookmark: _Hlk88320617]Faqih, & Jaradat,  (2021).





	This study proposed and tested a model, based on integrating Task-Technology Fit (TTF) and UTUAT2 theories to understand the dynamics of AR. To motivate and inspire students to adopt this highly innovative and impactful technology in the learning process. 


	Quantitative
	Data collected from the questionnaire based survey using systematic approach
	The research was conducted to make educational practices more immersive, interactive, flexible, and reliable by the adoption of Augmented reality (AR) for more educational benefits. The findings of this study will also add to the literature more informative knowledge to increase the awareness of AR adoption in a developing country.



	[bookmark: _Hlk88315613]Feng, & 
Xie,(2018).







	This research was conducted to measure the valuable characteristics of AR campaign on the basis of previous literature to develop an instrument with strong econometric properties which researcher can use to measure the effectiveness of AR featured you- tube videos and to find out the relationship between each content feature and response of consumers.

	Combination of Qualitative & Quantitative
	Data collected from 140 YouTube videos
	This research not only improved our understanding of nature of AR campaign but also add many theoretical managerial implications for the future research. Introduced a new measurement through a innovative and effective new kind of instrument based on three famous AR marketing paradigms which will definitely facilitate the researcher with the broad insight into the basic characteristics of AR campaign.



	Flavian, Ibanez-Sanchez, & Orus, (2019).



	This paper was written to give a clear and better understanding about new technologies and hybrid experiences ( physical& virtual) environments to propose a new taxonomy of reality-virtuality technologies
	Quantitative
	Data collected with the help of integrated framework called EPI Cube
	 The paper concludes with theoretical and managerial implications, as well as a future research agenda. Which might helps managers and researchers to better understand how to enhance customer experience


	
Gatter, Hüttl Maack, & Rauschnabel, (2022;2021;).




















[bookmark: _Hlk88315819]


Grzegorczyk, Sliwinski, & Kaczmarek, (2019).






	
This study will investigates that whether AR can satisfied the customer’s desire to see the product in physical environment, need for touch or these consumers are doubtful because they wish even more haptic input. 








This study conducted to find out if AR applications are attractive to consumers or in which areas it can create the most valuable attraction to enhance customers interest 




 



	
Quantitative



























Quantitative and Qualitative multiple case study approach







	




























Data collected from the interviews with the companies which create AR applications through semi-structured questionnaire
	
AR can be an effective tool for addressing consumers with a high need for touch and thus provides a useful tool to complement traditional online channels.





 
The findings shows that the commercial success of AR Applications largely depend on its rapid adoption by consumers, it also concluded that AR apps are more useful in education, medicine, and tourism.

	Hari, Iyer, & Sampat, (2021).

























Heller, Chylinski, de Ruyter, Keeling, Hilken, & Mahr, (2021).




	The research was conducted to investigate the history of customers brand engagement in using banking chat-bots and to find out the influence of compatibility interactivity on customer’s engagement through these chat-bots.









This research presented a technology-oriented engagement process, which combines multiple stages of customer engagement, like emotional, psychological and intellectual.

	Quantitative



























Quantitative
	Data collected from the survey with the 20 users of banking chat-bots involving 4 experts from brand engagement.
The descriptive analyses was made using SPSS 24 







  

Data collected from The successful implication of TEEP framework
	
This research presented a theoretical and managerial framework which not only helps banks to make stronger brand engagements and a positive chat-bot interaction with the customers.

	Heller,
Chylinski, de Ruyter, Mahr, & Keeling,  (2019).




	This paper developed a conceptual framework to find out how AR imitates customer’s cognitive processes by using mental imagery theory. 


	Qualitative 
	Data collected from the survey on a computer with 238 participants and 259 participants via Amazon
	This study gave valuable implications for theory and practice of AR which largely benefitted frontline retailing. 


	
Hildebrand, & Bergner,
(2021).










Hilken,  Chylinski, Keeling,  Heller, de Ruyter,  & Mahr,  (2022).
	This paper was written to find out the trust perception between conversational robo and non-conversational robo and consumer financial decision.
This article was written to address the previous research gap through three different experiment whether AR is reliable or VR for the experiential retailers




	Qualitative













Quantitative
	Data collected from the robo advisory task questionnaire
307 participants were recruited from nationwide online consumer.


Data collected from the online study with three different groups
	The findings concluded important implications for research on trust formation between humans and machines. 


The findings of the study adds a lot for experiential retailers who can optimally combine AR and VR for the improvement in purchase intentions and brand attitudes of the customers 


	
Hilken, Heller,  Chylinski, Keeling, Mahr, & de Ruyter,  (2018).






















	This paper was published to explore the current and future roles of augmented reality (AR) to outline the online & offline experiences of current applications.  Research also provides a future research agenda and a roadmap to help the future research efforts on AR-enabled omnichannel experiences across the customer journey. 
 

	Quantitative
	Data collected from Cognitive theoretic framework and peer to peer discussion 
	To guide both the conceptual and managerial development of AR-enabled omnichannel experiences. 
 


	
Ho, Nguyen, Cheng,  & Le,  (2022).
	This study develops and investigates the mechanisms through which retail mobile-app cognitions—i.e., interactivity and vividness—are translated into spatial presence experience

	Mixed method and qualitative research method
	Data had been collected from a survey of 558 participants, field study is conducted in Vietnam through designed questionnaire 

	
The results revealed that interactivity and vividness significantly stimulate the spatial presence experience and stimulate customers to become more engaged and contribute to retailers. 


	Hollebeek, Clark, Andreassen,Sigurdsson, & Smith, D(2020).



	The main objective was this research to define virtual reality through the customer journey


	Quantitative
	Conceptual framework, semi structured interviews
	The finding shows important theoretical and practical implications to enhance consumer journey.

	Hoyer,  Kroschke, Schmitt,  Kraume,  & Shankar, (2020).

	This research offered a new framework to understand the role of all new digital technologies like augmented reality, virtual reality, chat-bots and the possible impact of these technologies on the customer/buyers journey. 

	Qualitative
	Conceptual framework
	 This research gave a valuable framework for the future research and proved that these new technologies AR, VR,MR, robot, chatbots has positive effect on customers buying. 


	
[bookmark: _Hlk88315534]Hsu, Tsou, & Chen, (2021).
	The purpose of this study was to investigate how customer experience can impact on the attitude of customer adoption of MAR (mobile augmented reality) apps
And a relationship between customer experience and adoption of Apps
	Qualitative
	The data collected from 322 customers and the partial least square structural equation model (PLS-SEM) 


	The research concluded that customer experience using apps has tremendous impact on attitude and intention to adopt these virtual technologies.


	 


	
	
	
	

	[bookmark: _Hlk88321879][bookmark: _Hlk88315454]Huang, Mathews, & Chou,  (2019).


	This article used two theories named self- determination and self- evaluation to find out the factors that impacted by AR apps
	Qualitative
	Scenario survey approach involved 207 participants and analyzed their responses using smart PLS3 software
	The Research gave a valuable insight that how AR can be more effective and reliable for the markets, it also proposed important managerial implications for online retailer 

	Ibáñez‐Sánchez, Orús,& Flavián,  (2022).




	Based on previous research on AR filters this research was designed to find out the playability of AR filters from entertainment perspective and to measure the satisfaction that users gain from experiencing AR filters.

	Quantitative and Qualitative
	Data collected from online questionnaire by market research companies involving 765 participants, used smart PLS3.3.3.software to analyze data
	The findings contributed in future research in several ways, gave an important insight into the importance of interactivity in the playability of filters.AR filters can be used for entertainment filters, can be useful and for researcher and retailers. 


	



Jang,  & Liu, (2020).

	


Drawing upon the uses and gratifications (U&G) theory, the purpose of this paper is to investigate the effects of four major gratifications – content, process, social and technology – and other factors on continuance intention to play mobile AR games.

	


Qualitative
	


Data collected from 280 Pokémon Go players that were involved to answer the research questions. Partial least square method were u

	


 This article provided large and effective implication for mobile AR game developers 

	
[bookmark: _Hlk88321588]Javornik, (2016).

	This paper approaches augmented reality (AR) by studying media characteristics of interactive technologies and shows to which extent they are indicative of current AR commercial apps. 

	Quantitative
	Data collected from the onliune questionnaire with students
	The article proposes a research roadmap for further study of this new phenomenon in marketing to address may unfold realities about AR apps 


	
Javornik, (2016).

	This study was held to investigate the salient features and characteristics of two AR apps and the role of interactivity and online flow experience
	Quantitative
	Data collected from the responses of participants in two different experiments
	The study concluded with future insight in augmented reality world and gave an important implication for future researcher. 


	Javornik, Duffy,  Rokka,  Scholz, Nobbs, Motala,  & Goldenberg,(2021).


	This research was conducted to investigates the AR characteristics in supporting the luxury brands by using four different approaches 

	Qualitative and discovery oriented approach
	Data collected from the interviews with industry experts
	The findings of this paper contributed to literature on digital technologies and luxury brands along-with an important guideline for managerial perspective.  



	Jessen,  Hilken, Chylinski,  Mahr, Heller,  Keeling, & de Ruyter,  (2020).
	This study proposed an organic process of creativity of customers engagement and the usability of AR apps 
	Qualitative
	Data collected from the experiment that involved 106 participants between 19 to 25 years age from European universities
	Augmented Reality (AR) is an innovative technology with the potential to engage and entertained customers with its pleasurable purchase experiences Customer creativity in the marketing literature has positive impact


	[bookmark: _Hlk88321572][bookmark: _Hlk88308988]Jung, Bae, Moorhouse, & Kwon, (2021).



	This article proposed a theoretical framework along-with user perceptions of AR, experience, satisfaction and purchase intention via experience economy theory 

	
Qualitative
	
Data collected from online survey with 353 participants and final 350 used for data collection
	The findings have important implications for future development of location-based AR systems. 


	Kivijärvi, & Pärnänen,  (2021).
	The objective of this article was to examine the key factors that enhance the usability of (HCI) human computer interaction and to create a satisfying user experience
	Quantitative research method
	Data collected from the online survey and the responses of participants.
	This article not only developed a better understanding about the usability of HCI but presented a model to measure the usability and level of satisfaction of the customers

	Ko, Chang,  & Ji,  (2013)



	This article was written to give a new and reliable principals in the development and creation of AR oriented smartphone app
	Quantitative
	Data collected from online questionnaire survey with different smartphone app users
	This study developed an improved AR application oriented smartphone.

	Chemero,  (2003).


	This study proposed that two approaches enactive and ecological can work together into a productive synthesis. 


	Qualitative
	
	This research had given a reliable framework to demonstrate the relationship between ecological psychology and enactivism.

	Burton-Jones, and Volkoff, O.(2017).
	This research was conducted to develop context specific theories for effective use.  

	Quantitative
	Data collected from the online questionnaire survey and the answers of participants
	The results offered an effective approach to develop context-specific theories of effective use and adding a clear and specific understanding of nature of information systems.


	
Dantas, Jegundo,  Quintas,  Martins, Queirós, & Rocha,  (2017, April).
	This article was written to find out the usefulness, reliability of using Cameli a virtual companion which older adults needs of special care through the cameli

	
	a focus group was conducted to collect data regarding the perceived utility of virtual companions to support care provision. The observational study was conducted with 46 participants with an average age of 63.6 years 

	

	Delagi (2010, February).

	This research was conducted to examine the new and innovative smartphone technologies with their new and advance features high performance efficiency, adaptive connectivity, power efficiency.
	Quantitative
	Data collected from different contextual models
	This research concluded that user experience in future will definitely required a new and innovative e technology

	Dinh, Lee, Niyato, & Wang, (2013).
	This paper conducted a survey of MCC, which gave an overview of mobile cloud computing, its characteristicsfeatures, usability and definition. 

	Quantitative
	Data collected from the online questionnaire 
	The future research and future possibilities in mobile cloud computing had discussed in this article to give better understanding to future researcher

	Hassan, Ekiz, Dadwal,  & Lancaster, (2018).
	This study was conducted to examine the positive and negative factors of adoption of AR apps by tourists 

	Qualitative
	Data collected from the designed survey and through questionnaire with almost 350 tourists
	This article concluded many Theoretical and managerial implications for the improvement of the future research. 

	Kujala, Miron-Shatz, (2013).
	This study presented a test model that explained the expectation influence and emotional experience to suggest service to others

	Qualitative
	Data collected from the 165 real life users
	The results concluded that there is only short-term influence on users expectations and attitude of emotional experience 


	Linaza, Marimón, Carrasco,  Álvarez,  Montesa,  Aguilar, & Diez,(2012).
	This paper was attempted to understand the effectiveness of mobile augmented reality in enhancing tourist travel experience on the tourism destination.

	Quantitative
	Data collected from the different reviews from previous literature and a survey with 235 tourists
	Findings concluded that AR augmented reality effectiveness is more dynamic with tourist natural environment settings


	Norman,  (1999).
	This article was written to give the better understanding of affordance theory and its dynamics



 
	Qualitative
	Data collected from discussion and conceptual model
	Article concluded with the four different conventions of affordance theory

	Reckwitz,  (2002).



	This article was written to give more clear and deep understanding of social practice theory and its characteristics and features.  
	
	Conceptual framework
	This article concluded with a impactful understanding of main features of social practice theory to give a reliable tool to researchers.

	Shove , &Pantzar, (2005).
	This article was written to find out the relationship between artifact and the form of competence during the Nordic walk a form of speed walking. 

	
	
	This article conducted to give better understanding to the relationship between consumer, producers and practice

	
Lim, Rasul, Kumar, & Ala, (2022;2021;).


	
This study was conducted to address the previous gaps of customer engagement research
	
Qualitative
	
Data collected from the Biblio-metric and thematic analyses on 861 CE articles

	
The study concluded the major trends in article, author, country, and journal performance, as well as the past, present, and future thematic CE research. 


	
Mishra, Shukla, Rana, & Dwivedi, (2021).
	This research conducted three experiments to investigate the consumer response towards technology interfaces.
	Qualitative mixed method approach
	Data collected from 128 student participants from different management universities
	[bookmark: _GoBack]Study concluded a positive impact of technology interface on the consumers.
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Part 3: Literature Review 
[bookmark: _Toc40276155][bookmark: _Toc40579111]Research background 
Previous literature has reported the high failure of AR (augmented reality) apps in different industries. For example, apps have a success rate of about 0.01% (Jigyasu, 2018). Most AR apps are unable to meet the expectations, values, requirements, and needs of users. Another study revealed that approximately 30% of AR apps fail within 12 to 18 months of their creation (Blair, 2018). Moreover, the same study found that more than 60% of google play store apps lost both the number of downloads (i.e. 80-% of apps) and users during the initial period (Blair, 2018). It is evident that 45% of app projects cannot complete within their estimated budget, whilst 56% of apps do not yield the required project value. Therefore, it is important to explore the causes of app failure. For example, research suggests that apps cannot fulfil user expectations since they are difficult to use or poorly designed. Some have limited uniqueness, and many are unable to fulfil the needs of users (Jigyasu,2018; Blair, 2018). Other studies report that usability and the consumer experience are the main causes of AR app failure (Olsson, 2014; Kujala, et al., 2013). It is important, therefore, to understand the consumer experience in terms of apps because a strong experience can increase the level of consumer satisfaction with apps, and can generate positive word of mouth recommendations, especially in the era of social and digital technology platforms. 
Business analysts have revealed that we can expect to see the ARPs market grow by up to US$215 billion by the end of 2021 (Emtinan, 2019). Furthermore, large corporations such as Facebook, Apple, and Google are attracted toward the ARP market because of the unique features these apps offer, and because of the clear business growth opportunities they present (Emtinan, 2019). According to Stangl et al. (2020), augmented reality applications (ARPs) are unique, and are at the initial stages of their evolution since there are a limited number of users who are aware of their novel operational functions. Therefore, their key features, experiences, and their implementations are not yet fully understood. The present study targets customer expectations and experiences in relation to usability of ARPs, as there is limited literature on this topic. The purpose of this study is to explore and understand customer experiences, expectations, and behavioral characteristics relative to the usability to adoption ARPs in fashion industry. 
[bookmark: _Toc40276160][bookmark: _Toc40579116]Usability of AR app  
Holden & Rada (2011) argued that usability refers to technological learning, and to how user-friendly technologies are. They specified three elements of usability as ease, quality, and learning (Holden & Rada, 2011). The existing literature has explained multiple factors which are covered under the umbrella of usability, such as creditability, safety, and security (Dinh et al., 2013; Herskovic et al., 2011; Karahasanović et al., 2019), speed, loading, reaction time (Dantas et al., 2017; Dinh et al., 2013), accessibility (Wang and Liao, 2007), functionality, responsiveness, interactivity (Delagi, 2010; Gebauer et al., 2010) information quality (Lee, et al., 2015), usefulness, value-added, and ease of use (Dantas et al., 2017; Karahasanović et al., 2019). Most of these concepts are covered under the three important categories of usability: interactivity, creditability, and the compatibility of interactive systems. According to Bucy (2004), interactivity includes different elements such as user perceptions, enjoyment, communication, and operational and functional features. Creditability includes trust and perceived risk (Esmaeilzadeh, 2019), and both these factors significantly influence the adoption of ARPs. The third factor of usability is compatibility which includes previous experience, existing values and/or the needs of potential adopters (Costa, et al., 2017).  
Theoretical understanding 
Affordance theory  
Gibson (1979) coined the term ‘affordance’ when he laid the foundation of his theory of visual perception in which he discussed in detail the assumptions underlying perception and raised important questions as well. He argued that humans and animals do not perceive objects in the light of their physical properties but in the light of the potential action they can afford to the user and then decide to interact with it thereby. Gibson (1979) also observed that when an actor comes across an artefact, he perceives the potential action or goal which the artefact can enable him to perform or fulfil. Gibson (1979) also differentiated between positive and negative affordance e.g., when one sees a cliff, one perceives the possibility of walking over it but if one is to walk too close to the edge one would fear falling down. Gibson (1979) highlighted affordance as a matter of perception instead of physical properties of the object. Norman (1999) on the other hand highlighted the concept by differentiating between perceived properties of the object and actual properties of the object whereby former relates to the perception about the object in the eyes of the user whereas latter represent the actual properties of the object regardless of the perception. 
Turvey (1992) highlighted the significance of environment that environment shapes the perception of the user about the affordance of the object. Stoffregen (2003) highlighted the relational nature of the concept that it involves relationship between environment, object and the actor and that such relationship shapes the perception of the actor about affordance of the object in the context or setting in which the actor finds himself. Chemero (2003) argued that affordance itself is a relationship. Bernhard et al., (2013) agreed that their existing views and that conflicting views of other researchers on the subject are because of ever evolving nature of the concept in the light of new developments and observations. However, they also agreed that some of the views were in strong contrast with original proposition of the theory. 
social practices theory in context of customer experience and expectation 
The present study aims to provide a context specific framework which can explore fashion consumer’s expectations and experiences based on the important factors of usability: interactivity, creditability, and compatibility. The social practice theory is being developed by Reckwitz (2002) which is linked back with Giddens`s (1984) proposed Structuration Theory.  Reckwitz (2002) argued that there are many interconnected elements that shape or configure the practices and comprise the circumstances for existence of a social practice. These elements are forms of both mental and bodily activities, background knowledge both in terms of know-how and understanding, things as well as their usage, motivational knowledge and state of emotions (Reckwitz 2001).  these components are also derived from the approach taken by Ropke (2009) and Shove & Pantzar (2005) towards social practice components. These elements are:
· Competence: Including not only practical knowledge about practice but also skills to perform practice. This component represents the knowledge and skills which are need for executing the social practices (Ropke 2009; Shove & Pantzar 2005; Reckwitz 200: Shove et al., 2012). The focus of this research is to explore the usability off augmented reality apps through understanding of customer experience and expectation with the use of these apps therefore this factor of social practise theory would help to understand the competency of the user which is required to use the system and it would also help to understand the competency level of the user to achieve their goals while they are using the augmented reality apps.
· Material: Including human body, hardware, tools, infrastructure and objects. This component encompasses physical features of the practice such as human body. It represents bodily activities which may or may not involve using material artefacts (Ropke 2009; Shove & Pantzar 2005; Reckwitz 200: Shove et al., 2012). According to the social practise theory material is something which is required by the user to do the practise therefore this factor of social practise theory would help to explore what type of the material is required to use the app for example which could include the software than hardware requirement of the mobile apps and tablets which are required to use the augmented reality apps to do the fashion related product shopping. Additionally, the material factor would also help to understand the material later factors which are related to the availability of the fashion products on the augmented reality apps.
· Meanings: Including aspirations, ideas and symbolic meanings. This component represents the issues which are central to material component such as beliefs, understanding, and emotions that lead to the attached goals with a social act (Ropke 2009; Shove & Pantzar 2005; Reckwitz 200: Shove et al., 2012). According to the social practise theory meanings are related to the perception of the users or social actors which are being developed through the interaction of everyday life so meanings factor of the social practise theory would help to explore the meanings attached with the use of augmented reality apps do the fashion product shopping. So, understanding of the meaning would help too understand the perception and goals of the user to use the augmented reality apps for the shopping of fashion products.
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Figure 1 Theoretical framework
The focus of the current research is to explore the customer experience and expectation thorgh using the social practices and affordance theory. The researcher utilized the social praticed affordance-actualization theoretical lens to explore the implementation following the recommendation of Strong et al. (2014) to use the affordance-actualization (A-A) model for exploring such phenomenon. Gibson (1986) is credited with laying down the foundation of ‘affordance’ as a concept as he referred to this concept to explain the perception of a living being towards an object. Gibson (1988) observed that the object is perceived by the actor in terms of the potential action it can afford to the actor. As such, its physical properties may not be the decisive factor but how it is being perceived by the actor is decisive. Markus & Silver (2008) further refined the concept in the context of IS research whereby they explained the concept of affordance that it entails the perceived fulfilment of goal when the actor comes across an artefact. However, it is important to differentiate between potential and actual action because affordance is about former whereas actualization relates to the latter. It is when the actor actually commence on the action part and generates result that actualization takes place. Before that, it is affordance. Since one follows the other therefore the researchers, while cautioning to differentiate between the two, have used them in combination i.e. affordance-actualization (Strong et al. 2014; Burton-Jones & Volkoff, 2014).
This research will use social practice and affordance theory together as theoretical framework as shown in above figure. The concept of affordance was first propagated by Gibson (1979) as he originally intended it to study psychology of perception which is similar to the meaning element of social practice theory. because Meanings including aspirations, ideas and symbolic meanings. This component represents the issues which are central to meaning component such as beliefs, understanding, and emotions that lead to the attached goals with a social act (Ropke 2009; Shove & Pantzar 2005; Reckwitz 200: Shove et al., 2012). Hutchby (2001) argued that affordance represents the possibilities of utility but the relevance of the technology and the way it can be used having regard to its characteristics can only be studied by studying the interaction between the technology and the user which is based on the competencies of user (social practice element).  So, the affordance of the technology is fitness of technological artefacts with relation to current material and competencies user required to use the specific technology. Consequently, the affordance looks beyond the concept of functionality of the technology and instead looks at it as a social object to understand the probable usage of technology by an individual in his context to achieve certain tasks (Majchrzak, et al. 2013; Zammuto, et al. 2007). The context of the user of technology is included (material and competencies (elements of social practice theory) which is affordance to define the relationship between environment and the individual. The environment would include the material and competencies are related to the individual (user of technology) The original concept of affordance was propagated by Gibson (1979) about relationship between environment and agent whereby agent behaved by being influenced or using the environment. Norman, (1999) conceptualized the technology affordance concept on the basis of value offered by the technology to the individual in achieving his goals which could be considered as meanings (social practice theory element) which drawn by the user. Hutchby (2001) observed that affordance had both the constraining and enabling elements for users to engage in. Therefore, technology affordance represents wide range of different possibilities which ICT artifacts ensures (Markus & Silver, 2008). Consequently, we can say that technology affordance is possibility to use technology through current material and competencies of users to achieve the expecting meaning form the technology (see figure above). Therefore, the difference in their expectation and really experience develop their behaviour towards that AR app. 
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[bookmark: _Hlk103344193]Kujala et al. (2017) stated that when technology is unique, user expectations derive from many sources such as company promises, user reviews, opinions, advertisement, and word of mouth. As such, unmet user expectations can elicit frustration, anger, and complaints. Most existing literature ignores the emotional aspects and expectations of systems because these are not directly related to measuring the performance of interactive systems (Thüring, & Mahlke, 2007). Olsson (2014) stated that user expectations, values, requirements, and needs related to interactive systems are closely associated to user expectation and experience that would further develop their behaviour. Immonen et al. (2018) argued that user values refer to expected usability of the system. User expectations in terms of which characteristics are expected, and how the user conceptualizes human interactive technology are also key (Olsson, 2014; Kujala, et al., 2017). Wilson et al. (2016) argued that expectations are all about past experiences, word of mouth, company promises, personal needs, price, award, and rank amongst others. Wilson et al. (2016) suggest that consumer expectations also include other user experiences, opinions, norms, attitudes, values, intentions, and trust factors. Therefore, the existing literature suggests that user expectations are complicated refer to a plethora of different important concepts (Olsson, 2014; Kujala, et al., 2017). This study aims to understand and explain the impact of consumer experience and expectations of AR Apps. 
It has been argued that the use of ARPs can save time, money, cost, and stress especially when customers are unfamiliar with products (Linaza et al., 2012; Hassan et al., 2018). Allerstorfer (2013) and Hassan et al. (2018) argue that ARPs provide more meaningful and useful information that is attractive and eye catching. As such, a number of companies are interested to adopt AR technology of offer really customer experience for this customer that would be helpful to take buying decision. Researchers have argued that ARPs face challenges due to differences in cultures and local contexts (Lee et al., 2015) which are directly associated with consumer expectations and experiences. 
Fashion & beauty industry is one of the fastest growing own and the one marked with innovation. Resultantly, it is engaging more consumers with every passing day and thus developing innovative strategies to engage them. The marketing campaign can be enhanced to achieve more consumer engagement through a powerful tool such as Augmented Reality (AR). This will help increase the sales. Fashion retail is marked with the concept of ‘trending’ and ‘early adopters’ which is why it is always on the boom (Bhageria, 2020). Fashion retail brands are using social media to engage millennials (Codoux, 2020). However, the internet has increased the online shopping as well which is evident from the fact that an estimate by Statista (2019) provided that online shopping would catch $550 billion from retailers. In order to capture the online market, the British online fashion retailer, Asos, introduced Virtual Catwalk on its app which enabled consumers to view products online as if they would appear in real life. This was one of the first augmented reality features (Stipetic, 2020). Zara used this feature for their in-store displays (Craig, 2019) whereby customers could hold their Smartphones in front of a window where they would see different models on their Smartphones wearing the latest line. 
L’Oreal launched its virtual reality feature, ModiFace, to help its customers on Amazon to virtually test the shades of lipsticks (Codoux, 2020). This is also referred to as virtual try-on (Preuss, 2020). In recent past years, the augmented reality has revolutionized the way fashion retail brands target and engage their customers. The brands are now focusing on blending the animation with real time surroundings to provide a life-like experience to online customers so that their engagement can be changed into buying intention (Kapfunde, 2020). Thus, fashion industry is witnessing innovation in engaging the customers through latest technology. Fashion industry now represents an industry of over $2.5 trillion and the use of AR in fashion industry is enabling the fashion retailers to realize the potential of this industry (Rabeel, 2020). Despite the fact that AR had a complex history involving a mixture of failures and successes, the fashion retail industry has witnessed the positive impact of AR as it provides life like shopping experience to online consumers (Fester, 2019). Still the success of AR cannot be predicted with sufficient clarity despite Vuzix and Nreal releasing AR glasses because just in four weeks of January 2019, four companies witnessed total failure of AR in their attempt to capture the online market.  A previous study reported the survival rate of apps as 0.01-% (Jigyasu,2018). It has therefore become important to understand consumer expectations and experiences because these can directly shape the success or failure of ARPs. Furthermore, AR Apps (ARAs) are at their initial evolutionary stages (Stangl et al., 2020) and there is therefore a need to understand experience and expectation of customers in fashion industry. This study targets the AP Apps of fashion industry of UK therefore, the overall research will explore the usability expectation and experience of the AR apps that would lead to propose better usability understanding for fashion industry. 
[bookmark: _Toc40276157][bookmark: _Toc40579113]Research Aim  
[bookmark: _Toc25005018]To understand the consumer buying through exploration of the customer expectation and experience of AR app use during online buying of fashion products. 
[bookmark: _Toc40276158][bookmark: _Toc40579114]Research objectives 
1. To identify the important characteristics of AR to improve adoption of AR app in fashion industry. 
1. To analyse the effectiveness of different usability characteristics through collecting user’s reviews on AR apps in fashion industry. 
1. To align the specific usability characteristics, with consumer experiences and expectations to understand their behaviour do online shopping through AR app. 
1. To develop a context specific social praticed affordance actualized framework to improve the customer adoption of AR app in fashion industry. 
Research questions 
1. What are the important characteristics of AR to improve adoption of AR app in fashion industry? 
1. How different usability characteristics impact on the shopping behaviour of the customer in fashion industry? 
1. How different specific usability characteristics align with consumer experiences and expectations to do online shopping through AR app? 
1. How a context specific social practice affordance actualized framework can be developed to improve the customer adoption of AR app in fashion industry? 
Contribution of this research 
The first theoretical contribution of this research is that this research is merging of affordance theory and social practice theory together to explore the consumer behaviour to buy fashion product through using AR app. The second theoretical contribution is that this research will present and context specific framework on the bases of the social practice and affordance theory to understand the consumer experience and expectation from an online platform. Third theoretical contribution of this research is to align the usability factors with the affordance of technology that will be based on the customer experience and expectation in context of usability of the system. Consequently, this practical contribution will be added to the literature as a usability feature of a system with the support of affordance and social practise theory. The practical contribution of this research is that this research would increase the understanding level of marketers and AR developers to understand the consumer experience and expectation from online AR that will increase the adoption of AR app. Additionally this research will also contribute to the practitioner tp improve the usability features of the augmented reality apps and fashion industry that would list towards the increase in see also using the augmented reality apps in the industry for the stop consequently the in depth understanding of the user experience and expectation would also help the developers and marketers to attract and retain the customer through using augmented reality apps.

References 
[bookmark: _Hlk103341809]Allerstorfer, P. (2013, April). A survey of augmented reality technology applied in mobile tourism. In International Student Conference In Tourism Research (pp. 90-100).
[bookmark: _Hlk103343743]Bernhard, E., Recker, J., and Burton-Jones, A. (2013). “Understanding the Actualization of Affordances: A Study in the Process Modeling Context,” ICIS 2013 Proceedings .
Bhageria, P., (2020) Augmented Reality: The Latest Trend In The Fashion Industry. available at https://inhaabit.com/augmented-reality-the-latest-trend-in-the-fashion-industry/ (Accessed at 17-04-2022).
Blair., I. (2018). How to Turn Your Mobile App Failure into Success, access at: https://buildfire.com/turn-your-mobile-app-failure-into-success (Accessed at 11-04-2022).
[bookmark: _Hlk35339039]Bucy, E. P. (2004). Interactivity in society: Locating an elusive concept. The Information Society, 20(5), 373-383. doi:10.1080/01972240490508063
Burton-Jones, A. and Volkoff, O. (2017). ‘How Can We Develop Contextualized Theories of Effective Use? A Demonstration in the Context of Community-Care Electronic Health Records’, Information Systems Research, 28(3), pp. 468–489
Chemero, A. (2003). An outline of a theory of affordances. Ecological Psychology, (15:2), pp. 181-195.
[bookmark: _Hlk103344331]Codoux, M., (2020) Fashion Is the Perfect Fit for Augmented Reality. available at https://arpost.co/2020/04/10/fashion-perfect-fit-augmented-reality/ (Accessed at 17-04-2022).
[bookmark: _Hlk35964155]Costa , F., Laboure, E., Revol , B., & Gautier, C. (2014). Electromagnetic compatibility in power electronics. Hoboken, NJ London: Wiley.
[bookmark: _Hlk103344378]Craig, E., (2019) That was Fast: Three AR Companies Fail in a Month. available at https://www.digitalbodies.net/augmented-reality/that-was-fast-three-ar-companies-fail-in-a-month/ (Accessed at 17-04-2022).
Dantas, C., Jegundo, A. L., Quintas, J., Martins, A. I., Queirós, A., & Rocha, N. P. (2017, April). European portuguese validation of usefulness, satisfaction and ease of use questionnaire (USE). In World Conference on Information Systems and Technologies (pp. 561-570). Springer, Cham.
Delagi, G. (2010, February). Harnessing technology to advance the next-generation mobile user-experience. In 2010 IEEE International Solid-State Circuits Conference-(ISSCC) (pp. 18-24). IEEE.
Dinh, H. T., Lee, C., Niyato, D., & Wang, P. (2013). A survey of mobile cloud computing: architecture, applications, and approaches. Wireless communications and mobile computing, 13(18), 1587-1611.
Dinh, H. T., Lee, C., Niyato, D., & Wang, P. (2013). A survey of mobile cloud computing: architecture, applications, and approaches. Wireless communications and mobile computing, 13(18), 1587-1611.
Emtinan, A., (2019) Handbook of Research on Fostering Student Engagement With Instructional Technology in Higher Education Advances in Educational Technologies and Instructional Design. IGI (pp. 1-567)
Esmaeilzadeh, P. (2019). The impacts of the perceived transparency of privacy policies and trust in providers for building trust in health information exchange: Empirical study. JMIR Medical Informatics, 7(4), e14050. doi:10.2196/14050
Fester, G., (2019) Augmented Reality: What’s behind the marketing industry’s failure of imagination?. available at https://www.cmo.com.au/blog/modern-creative/2019/10/03/augmented-reality-whats-behind-the-marketing-industrys-failure-of-imagination/ (Accessed at 17-04-2022).
Gebauer, J., Shaw, M. J., & Gribbins, M. L. (2010). Task-technology fit for mobile information systems. Journal of Information Technology, 25(3), 259-272.
Gibbs, G. (1988). Learning by doing: A guide to teaching and learning methods. Further Education Unit.
Gibson, J. J. (1977). The Theory of Affordances, Perceiving, acting and Knowing, Shaw R. and Bransford J. Hillsdale, N.J.: Lawrence Erlbaum Associates: Hillsdale, NJ.
Gibson, J. J. (1979). The ecological approach to visual perception. Boston: Houghton Mifin. Chemero, A. (2003). An outline of a theory of affordances. Ecological Psychology, (15:2), pp. 181-195.
Gibson, J. J. (1979). The ecological approach to visual perception. Boston: Houghton Mifin.
Hassan, A., Ekiz, E., Dadwal, S. S., & Lancaster, G. (2018). Augmented reality adoption by tourism product and service consumers: Some empirical findings. In Augmented Reality and Virtual Reality (pp. 47-64). Springer, Cham.
Herskovic, V., Ochoa, S. F., Pino, J. A., & Neyem, H. A. (2011). The Iceberg Effect: Behind the User Interface of Mobile Collaborative Systems. J. UCS, 17(2), 183-201
Holden, H., & Rada, R. (2011). Understanding the influence of perceived usability and technology self-efficacy on teachers’ technology acceptance. Journal of Research on Technology in Education, 43(4), 343-367.
Holden, H., & Rada, R. (2011). Understanding the influence of perceived usability and technology self-efficacy on teachers’ technology acceptance. Journal of Research on Technology in Education, 43(4), 343-367.
Hutchby, I. (2001). Technologies, texts and affordances. Sociology, 35, 441–456.
Hutchby, I. (2001). Technologies, texts and affordances. Sociology, 35, 441–456.
Jigyasu., P. (2018). Reasons why mobile apps fail to make an impact. Access at: https://www.vayuz.com/reasons-mobile-apps-fail-make-impact (Accessed at 11-04-2022). 
Jigyasu., P. (2018). Reasons why mobile apps fail to make an impact. Access at: https://www.vayuz.com/reasons-mobile-apps-fail-make-impact(Accessed at 11-04-2022).
Jigyasu., P. (2018). Reasons why mobile apps fail to make an impact. Access at: https://www.vayuz.com/reasons-mobile-apps-fail-make-impact(Accessed at 17-04-2022).
Kapfunde, M., (2020) How Is Augmented Reality Transforming the Fashion Industry?. available at https://fashnerd.com/2019/02/augmented-reality-transforming-fashion-industry/ (Accessed at 17-04-2022).
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