     Article: Augmented Reality in Retail and Its Impact on Sales

Review:

The concept of AR Impact on Sales has been found useful throughout technology studies fields and, as this paper and its voluminous overviews and tables indicate, has been extensively developed in this area. The , too, has a long history of development and applications to technology studies. A paper that brings them together in a rigorous fashion retailer, demonstrates a model that extends, and then tests it in an empirical setting is thus a welcome contribution to understanding. These findings provide con- verging evidence that AR is most effective when product-related uncertainty is high, demonstrating the technology’s potential to increase sales by reducing uncertainty and instilling purchase confidence. I thus read and reviewed this paper with considerable interest, as I support the general project. 

First I would like to make a comment that this paper didn't choose any theory which is required for our researchers to choose appropriate theory either qualitative or quantitative therefore this paper required to underpinning weather appropriate theory.

The conceptual background seems to ignore important recent work on role of the AR in consumer buying behaviour in marketing and consumer research. The methodology is muddy and appears haphazard and makeshift. And the conceptual model is extremely simple and requires considerable development to conduct in-depth study. Let’s take these areas for improvement one at a time.

What authors need to carefully develop is a research gap and a reasonable or defensible research question that can address it. The literature review focuses on definition and development mainly of the definition of AR and of some of the earlier elements that of the uncertainty of the product through AR as well as some of its applications. Nevertheless, they said “as prior research has demonstrated the positive effects of providing fit information in online retail (e.g., Gallino and Moreno 2018; Kim and Forsythe 2008), we expect AR usage to have a positive impact on product sales because the technology could convey visual information that may reduce product fit uncertainty in online purchase decisions”. 

However, recent work published in the journal of consumer research by authors like John Sherry, Annamma Joy, and Kozinets, Ferriera, and Chimenti prove the aurthors wrong. Aside from this fact, the fact that researchers have not studied something is not necessarily a reason why it should be studied. there needs to be a conceptual reason why studying such thing would provide a theoretical advancement required to study consumer online buying behaviour through AR.
