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Abstract 
 

The use of augmented reality (AR) at the point of sale has become an innovative strategy 
in improving consumer experience and influencing purchasing decisions. However, 
challenges related to the consistency and reliability of information presented through AR 
require special attention from sellers. In this discussion, we explore the impact and 
challenges of information controllability through AR on consumer perceptions, purchasing 
decisions, and sales strategies. Positive impacts include increased consumer engagement, 
increased perception of product value, and reduced purchase uncertainty. However, 
challenges such as technical errors, complex content management, and building consumer 
trust require a holistic, team-based approach to overcome. Recommended strategies include 
thorough testing of AR applications, use of monitoring technology, integration of AR into 
sales operations, careful content management, and transparent communication with 
consumers. By overcoming these challenges, sellers can harness the full potential of using 
AR to increase consumer engagement, strengthen brand image, and increase sales. 
 
Keywords: augmented reality, point of sale, consumer experience, purchasing decisions, 
information controllability. 
 

INTRODUCTION 

In the ever-evolving digital era, augmented reality (AR) technology has become 

one of the innovations that are increasingly permeating various aspects of human life. One 

domain that is increasingly affected is the business world, especially in the context of point-

of-sale or retail. The use of AR in point-of-sale not only provides new experiences to 

consumers, but also opens up new opportunities for businesses to increase interaction and 

control over the information presented to consumers. However, in this context, there are 

consequences related to information controllability that are of serious concern. The ability 

to control the information presented to consumers through AR can provide great advantages 

for sellers in terms of increasing sales and influencing purchasing behavior. However, on 

the other hand, this control can also have negative consequences if not properly regulated. 

For example, inaccurately or misleadingly presented information can harm 

consumers and reduce their trust in the brand or product being offered. Therefore, it is 

important to examine in depth the consequences of information controllability through 

augmented reality at the point of sale, both from a business and consumer perspective. In 

this analysis, we will further discuss how the use of AR at the point of sale affects 

information control, its impact on consumer purchasing decisions, the challenges faced, 
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and efforts to manage these consequences. With a better understanding of these dynamics, 

we hope to achieve a more responsible use of AR that positively impacts all parties 

involved. 

 

METHOD 

Qualitative research methods will allow us to gain a deep understanding of the 

consequences of information controllability through augmented reality at the point of sale. 

This research will use a qualitative approach with a focus on in-depth interviews and 

content analysis. First, in-depth interviews will be conducted with various parties involved 

in the use of AR at the point of sale, including business owners, store managers, and 

consumers. These interviews will aim to obtain their views on how information control 

through AR affects the purchasing experience and consumers' perceptions of the products 

offered. In addition, the interviews will also explore their views on the challenges and 

benefits associated with information controllability in the context of AR.. 

Furthermore, content analysis will be conducted on data obtained from various 

sources, including promotional materials and marketing campaigns that use AR at the point 

of sale. This analysis will allow us to understand how information is presented through AR, 

whether there are certain patterns or trends in its use, and how it may affect consumer 

perception and behavior. In addition, the content analysis will help us identify potential 

issues in information controllability and evaluate whether information presented through 

AR is consistent with information available outside the AR platform.. 

The final step in this research method is data triangulation, where we will compare 

and bring together findings from in-depth interviews and content analysis to gain a more 

comprehensive understanding of the consequences of information controllability through 

AR at the point of sale. With this combination of qualitative approaches, it is hoped that 

this research can provide deep and contextual insights into the impact of using AR in 

controlling information in retail environments, as well as provide useful insights for 

business practitioners and researchers in this field. 

 

RESULTS AND DISCUSSION 

The use of augmented reality (AR) technology at the point of sale has changed the 

way businesses interact with consumers and control the information delivered to them. In 

this context, it is important to understand the consequences of information controllability 

arising from the application of AR in retail environments. This analysis aims to investigate 



 

KRIEZACADEMY Volume 1, No. 3, February, 2024                                    www.kriezacademy.com     3 

the impact of information controllability through AR at the point of sale, focusing on its 

influence on consumers' experience and their purchasing decisions. 

Aspects Result 

Consumer 

Perception 
Consumers tend to be impressed with the experience of using AR at 

the point of sale, but they also question the accuracy and reliability 

of the information presented.. 

Influence on 

Purchase 
The use of AR can increase consumer engagement and influence 

their purchasing decisions by providing a more interactive and 

immersive experience. However, consumer trust may be 

compromised if the information presented through AR is perceived 

as inaccurate or misleading.. 

Challenge One of the main challenges is ensuring the consistency and 

reliability of information presented through AR with information 

available outside the AR platform. AR content management is also 

an obstacle, especially in updating and controlling information in 

real-time. 

Benefits The use of AR can provide significant benefits to sellers in 

increasing consumer engagement, expanding brand reach, and 

boosting sales. However, these benefits must be balanced with the 

responsibility to present accurate and transparent information to 

consumers. 

 

This analysis shows that the use of AR at the point of sale has great potential to 

influence consumers' experience and their purchasing decisions. However, sellers are also 

faced with the challenge of managing information controllability and ensuring consumer 

trust is maintained. By understanding these findings, business practitioners can take steps 

to utilize the potential of AR responsibly and provide positive added value to consumers. 
  

The use of augmented reality at the point of sale affects consumers' perceptions of the 

accuracy and reliability of the information presented 

The use of augmented reality (AR) at the point of sale has become an innovative 

strategy in an effort to enhance the consumer experience and expand the interaction 

between the consumer and the product or service being offered. However, it is important 

to understand that the use of AR not only provides advantages, but also raises some critical 

considerations, including how it affects consumers' perceptions of the accuracy and 

reliability of the information presented. In this discussion, we will explore the impact of 
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using AR on consumers' perceptions and how it affects their trust in the information 

provided in a retail environment. 

First of all, the use of AR at the point of sale can provide a mesmerizing experience 

for consumers, presenting products or services in an interactive and realistic manner. With 

AR, consumers can see products in a more real context and even try before they buy, which 

significantly increases their engagement and interaction with the merchandise. For example, 

in the fashion industry, consumers can use AR to try on clothes or accessories without 

having to visit a physical store, which allows them to make more informed purchasing 

decisions. However, while these experiences can increase consumer satisfaction, there are 

still concerns about the accuracy and reliability of the information presented through these 

AR technologies. 

When consumers use AR at the point of sale, they rely on the visual and audio 

information presented by the technology. Therefore, the accuracy and reliability of the 

information conveyed becomes very important in building consumer trust in the product or 

service offered. Studies have shown that consumers tend to have a higher level of trust in 

information obtained visually compared to information conveyed verbally or in writing. In 

the context of AR, this means that the accuracy of the visual representation of the product 

or service is crucial to ensure consumers feel confident and trust what they see. 

However, there are several issues to consider regarding the accuracy and reliability 

of information presented through AR at the point of sale. First, there is a risk that the 

information displayed through AR may not fully reflect the actual product or service. This 

may occur due to errors in the mapping of objects in the virtual environment, differences 

in color or texture representation, or mismatches between the size or scale of the actual 

product and the AR representation. For example, in AR applications for interior decoration, 

consumers may have difficulty in evaluating the scale or proportion of furniture displayed 

through AR, which may result in a false perception of the product.  

In addition, the accuracy of information about product or service attributes is also 

an important factor in influencing consumer perceptions. Inaccurate or misleading 

information can lead to consumer dissatisfaction and can even damage brand reputation. 

For example, if an AR app presents a product description that does not match reality, such 

as stating that the product material is genuine leather when it is actually only synthetic, this 

can be detrimental to consumers who expect to get the product according to the description 

provided. 

In addressing information accuracy and reliability issues, it is important for AR 

app developers and marketers to conduct thorough testing of their products before they are 
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launched into the market. These tests should include verifying the accuracy of the visual 

representation of the product, the consistency of the product information with the actual 

specifications, and testing the technical reliability of the AR application itself. In addition, 

clear and transparent communication to consumers about the limitations and restrictions of 

AR technology is also important to minimize the risk of consumer misunderstanding or 

dissatisfaction. 

Furthermore, it is important to keep in mind that consumers' perceptions of 

information accuracy and reliability may be influenced by contextual and psychological 

factors. For example, consumers may be more tolerant of information inaccuracies if the 

overall AR usage experience is positive and satisfying. However, if they experience 

difficulties in using the AR app or find many errors in the product representation, they may 

be more likely to doubt the accuracy of the information presented. Therefore, AR app 

developers need to consider the overall user experience, not just the visual aspects or 

technical functionality. 

In addition, consumers' perceptions of the accuracy and reliability of information 

can also be influenced by social and cultural influences. Studies have shown that consumers 

tend to rely on recommendations and reviews from others in making purchasing decisions, 

especially in the context of complex or expensive products or services. Therefore, if AR 

users at the point of sale feel that the information presented is inconsistent with the 

experiences or reviews of others, they may be more likely to doubt the accuracy of the 

information.  

In the face of these challenges, it is important for AR app developers and marketers 

to actively manage consumer expectations and provide accurate and transparent 

information about the products or services offered. This can be done through a clear and 

transparent communication approach, the use of tracking and analytics technology to 

monitor the performance of AR apps, and cooperation with independent third parties to 

verify the accuracy of the information presented.. 

In conclusion, the use of augmented reality at the point of sale has great potential 

to enhance the consumer experience and expand the interaction between consumers and the 

products or services offered. However, the accuracy and reliability of the information 

presented through this AR technology is a key factor in building consumer trust in the 

products or services offered. By paying attention to the contextual, psychological, social, 

and cultural factors that influence consumer perceptions, AR application developers and 

marketers can take the necessary steps to ensure that the information presented through AR 

at the point of sale is truly accurate, reliable, and in line with consumer expectations. 
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The impact of information controllability through augmented reality at the point of 

sale on consumer purchase decisions 

The use of augmented reality (AR) at the point of sale has become one of the 

innovative strategies to enhance consumer experience and influence purchase decisions. 

The controllability of information through AR can have a significant impact on consumer 

purchase decisions, both positively and negatively, which largely depends on how the 

information is presented and managed by the merchant. In this discussion, we will explore 

the possible impacts of information controllability through AR on consumer purchase 

decisions. 

First of all, the use of AR at the point of sale can increase consumer engagement 

with the product or service being offered. With AR, consumers can have a more interactive 

and immersive experience in learning about product features, functions, and benefits. They 

can see the product directly in a real context, try out different variations or configurations, 

and even see real-time demonstrations of product usage. This can help consumers to make 

more informed purchasing decisions and minimize uncertainty about what they are buying. 

However, while the controllability of information through AR can provide 

significant benefits to consumers in the decision-making process, there are also potential 

risks or negative impacts that need to be considered. One of the main risks is the potential 

to distract consumers from other important factors in the buying process. In some cases, 

excessive or overuse of AR can blur the line between relevant and irrelevant information, 

or even distract consumers from key factors such as price or product quality. This can result 

in consumers making purchasing decisions based on visual impressions or additional 

features that may not be relevant to their needs or preferences. 

In addition, the controllability of information through AR may also affect the 

perceived price and value of the product or service. In some cases, sellers may use AR to 

highlight additional features or benefits of the product, which may make consumers feel 

that the asking price is reasonable or even too low. However, on the other hand, the use of 

AR can also increase price transparency and allow consumers to compare prices and find 

the best deals more easily. This may result in greater competitive pressure among sellers 

and encourage sellers to offer more competitive prices or add added value to differentiate 

their products from competitors. 

Furthermore, the controllability of information through AR can also affect 

consumers' perception of risk or uncertainty regarding purchases. With the ability to present 

information visually and interactively, sellers can reduce consumers' uncertainty about the 

products or services offered, for example by providing demonstrations of product use or 
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providing additional information about product safety or reliability. However, on the other 

hand, the use of AR can also increase consumers' uncertainty about product performance 

or quality, especially if they have no prior experience with such technology or if the 

information presented is not clear or informative enough. 

In addressing the positive and negative impacts of information controllability 

through AR on consumer purchasing decisions, it is important for sellers to adopt a 

balanced and responsible approach. This involves presenting relevant and accurate 

information to consumers, avoiding excessive or redundant use of AR, and ensuring that 

consumers have sufficient understanding of the products or services offered before making 

a purchase decision. In addition, sellers also need to pay attention to ethical and regulatory 

aspects related to the use of AR technology at the point of sale, including the privacy and 

security of consumer data and the obligation to present clear and transparent information 

to consumers. 

In this context, effective communication between sellers and consumers is also 

very important. Sellers need to communicate information about the use of AR clearly and 

transparently to consumers, including its benefits and limitations, and provide opportunities 

for consumers to provide feedback or questions about the products or services offered. Thus, 

sellers can build strong relationships with consumers based on mutual trust and 

understanding, which in turn can increase consumer satisfaction and brand loyalty. 

In conclusion, the controllability of information through augmented reality at the 

point of sale can have a significant impact on consumer purchasing decisions. While the 

use of AR can increase consumer engagement with products or services, there are also 

potential risks or negative impacts related to distraction, perceived price and value, and 

perceived consumer risk or uncertainty. Therefore, it is important for sellers to adopt a 

balanced and responsible approach to the use of AR at the point of sale, taking into account 

the needs and preferences of consumers and ensuring compliance with relevant ethical and 

regulatory aspects. Thus, the use of AR can be an effective tool in enhancing consumers' 

experience and positively influencing their purchasing decisions. 
  

Key challenges faced by sellers in ensuring the consistency and reliability of 

information presented through augmented reality 

The key challenges faced by sellers in ensuring the consistency and reliability of 

information presented through augmented reality (AR) can vary from technical to 

operational, and often require a comprehensive approach to be effectively addressed. One 

of the key challenges is ensuring that information presented through AR technology 
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matches the actual product specifications and is consistent with information available 

outside the AR platform. This can be difficult as the use of AR involves mapping physical 

objects into a virtual environment, and errors or mismatches between the virtual 

representation and the actual product may occur. To overcome this challenge, sellers need 

to conduct thorough testing of their AR apps before launching to market, including 

verification of object mapping accuracy, color and texture consistency, and scale and 

proportion conformity. In addition, sellers can also use monitoring and analysis 

technologies to monitor the performance of AR apps in real-time and make necessary 

improvements or updates according to feedback from users. 

Another challenge that sellers need to address is ensuring the technical reliability 

of the AR application itself. Since AR applications often involve the use of complex 

technologies such as image recognition, space mapping, and graphics processing, technical 

reliability can be a major concern. Errors or failures in AR technology can result in poor 

user experience and damage brand reputation. To overcome this challenge, sellers need to 

conduct thorough testing of their AR apps, including functionality, performance, and 

stability tests. In addition, merchants can also use remote monitoring and maintenance 

technologies to proactively detect and fix technical issues, and provide fast and responsive 

technical support to users. 

In addition to technical challenges, sellers are also faced with operational 

challenges in integrating AR into their sales and marketing strategies. These include 

training staff to use AR applications effectively, ensuring the availability and technical 

skills required to operate the necessary hardware and software, and managing the logistics 

and infrastructure needed to support the use of AR at the point of sale. To overcome these 

challenges, sellers need to adopt a holistic and team-based approach in integrating AR into 

their operations, including involving various departments and functions such as IT, 

marketing, sales, and training. In addition, sellers can also invest resources in internal skills 

and capacity building to support the effective use of AR. 

The final challenge that sellers need to overcome is to build trust and reliability 

among consumers regarding the information presented through AR. Consumers tend to be 

more skeptical of information presented virtually compared to information presented in 

person or in a physical environment. Therefore, sellers need to make extra efforts to build 

consumer trust in their AR applications, including providing clear and transparent 

information on how AR technology is used and how the information presented is selected 

and presented to consumers. In addition, sellers can also use certifications or independent 
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agencies to verify the reliability of the information presented through AR and provide 

assurance to consumers about the accuracy and quality of the information. 

Overall, the key challenges faced by merchants in ensuring the consistency and 

reliability of information presented through augmented reality include technical, 

operational, and consumer trust aspects. To address these challenges, merchants need to 

adopt a comprehensive and sustainable approach, including conducting thorough testing of 

AR applications, carefully managing AR content, ensuring the technical reliability of 

applications, integrating AR into their operations, and building consumer trust in the 

information presented through AR. By effectively addressing these challenges, sellers can 

harness the full potential of using AR at the point of sale to increase consumer engagement, 

boost sales, and strengthen their brand image. 

 

CLOSING 

Overall, the use of augmented reality (AR) at the point of sale offers a great 

opportunity for sellers to enhance the consumer experience and influence purchasing 

decisions. However, the key challenges faced in ensuring consistency and reliability of 

information presented through AR require a holistic and team-based approach. From the 

technical side, sellers need to conduct thorough testing of their AR applications and use 

monitoring technologies to ensure the technical reliability of the applications. From the 

operational side, it is important for sellers to integrate AR into their sales and marketing 

strategies by involving various departments and functions. In addition, carefully managing 

AR content and building consumer trust in the information presented are also key factors 

in the successful use of AR at the point of sale. By effectively addressing these challenges, 

sellers can harness the full potential of AR technology to increase consumer engagement, 

strengthen their brand image, and boost sales. 
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