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Hyun-Jin Lee and Yang-Suk Ku'
Dept. of Clothing & Textiles, Kyungpook National University, Daegu, Korea

Abstract : This study investigated the classification and characteristics of augmented reality (AR) content of fashion
brands. The AR contents of fashion brands were classified according to user participation space and content delivery
method. Based on these types, eight case studies were conducted, along with a discussion of AR characteristics in terms
of presence, interactivity, and immersion. The results showed that AR content could be divided into four types: offline
visit—external information type, offline visit—internal experience type, online utilization—external information type, and
online utilization—internal experience type. It was also found that there were differences in characteristics for each type
of AR content. First, the offline visit—external information type requires various new content that can provide enter-
tainment immersion to users. Second, the offline visit—internal experience type requires a powerful inducement for
users to visit a specific space providing AR content and to participate in augmented environments. Third, the online uti-
lization—external information type needs a series of AR content that can consistently incite users’ curiosity about brands
and products. Fourth, the online utilization—internal experience type needs effective content to improve users' shopping
experience with the virtual fitting of fashion accessories, such as eyewear, hats, jewelry, and watches. Accordingly, fashion
companies should create contents that can provide appropriate presence, interactivity, and immersion by AR type.
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Characteristics Sub-factors

Explanation

Sensitivity of media

Quality of contents according to media characteristics

Presence - - -
Vividness Width and depth of augmented space according to user’s senses
Control Extent to which users can control and transform AR contents
Number of communications for behavior and response: O One time-simple interaction
Interactivity Directionality (@ Two times-interaction through limited choices and variations
@ Multiple times-interaction through various choices and variations
Personalization Customized communication through user needs
| . Physical immersion Immersion of agency and physical participation experienced by the user in AR
mmersion

Entertainment immersion

Immersion of fun and enjoyment experienced by the user in AR
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Table 2. Classification of AR contents of fashion brands
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Contents delivery method
User participation space

External information

Internal experience

Offline visit

Online utilization

Offline visit-External information

Online utilization-External information

Offline visit-Internal experience

Online utilization-Internal experience
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Table 3. Analysis results for Kate Spade

Case 1 Kate Spade’s “AR Campaign”

Presence Interactivity Immersion

Sensitivity of media Vividness  Control  Directionality Personalization  Physical immersion  Entertainment immersion

Characteristics _ sensitivity due to the use - Users cannot change and control contents. - Users cannot participate in the augmented enviro-
of AR of smartphones - Simple interactivity (One time) nments physically.
- Simple visual objects for AR and - There are no choices for transforming the - Provides a fun experience of immersion using SNS
low level of vividness objects of AR. and a space where users can take AR contents

259, A, 2EE T2y, FUUERY, BE AF RSl 549 oF 7-12% U £28 Askw o] thdek
a} VO B wAlold el SAUAAR) G A A bids SUEAAR) 1 888 Bl ke E shigke
A B SAH(Fig. 2). AFFe] S4AE(AR) FH=E= ZARA HAE AR2e] ovAlE ddste] dEAA ol 7Fsd
AR 92 B vhge] e AN, S0l FR S-S ¥ 7Y oluixe] R B2 TESK: Yo e EL
25 F Al FellM FEE vk ezl vl et A2 SAALAR) SH=7F HAE7] w2ol] wjAle] 2zt
P AL HE ®A AnkE E JEE BFE s 3L oAl "ol siARt SAAY(AR) SRI=0) T5t
Table 4. Analysis results for ZARA
Case 2 ZARA’s “AR EXPERIENCE”
Presence Interactivity Immersion
Sensitivity of media Vividness Control Directionality =~ Personalization Physical immersion Entertainment immersion
-Users can change and control contents
- Low sensitivity due to the use restrictively. - Users cannot participate in the augmented
Characteristics ¢ smartphones - Linear interactivity (Two times) environments physically.

of AR - Users experience vividness - Users can explore the new space by selecting - Several entertainment factors: 3D virtual

through visual and auditory limited contents and there is some personali- models can talk in the augmented environ-
effects simultaneously. zation of contents. ments and users can find the AR code in the
- Moving 3D objects in AR - To enhance interactivity, some items of AR are shop.
connected to Zara’s online shopping mall.

Fig. 2. ZARA’s “AR EXPERIENCE”. Kim(2018). www.yna.co.kr.
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Fig. 3. Top Shop’s “AR Kinect fitting-room”.
(2011). www.wired.com.

Table 5. Analysis results for Top Shop

“Augmented Reality”
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(1) ¥1Z Z(Beanpole Jeans)

HIZ Z(Beanpole Jeansy& 2010 =] s BEl==2E
22 F7EAAR) "HIBS FATHFig. 5). AREAPE RIE
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Case 3 Top Shop’s “AR Kinect fitting-room”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality

Personalization ~ Physical immersion Entertainment immersion

Characteristics _ High sensitivity due to the use
of AR of a specialized device for AR
- Simple visual effects for AR

and low level of vividness

contents.

- Nonlinear interactivity (Multiple times)
- There are many menus that users can select and - A simple element to hold users’ interest

- Users can deform and control the objects of

- Users can actively participate in the augmented
environments physically.

there is a high personalization of contents.




Table 6. Analysis results for Nepa
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Case 4 Nepa’s “AR Fitting Zone”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality

Personalization  Physical immersion Entertainment immersion

- High sensitivity due to the use - Users can explore new environments and control

Characteristics ©f @ specialized device for AR the objects of contents.

of AR -Users experience vividness - Users can change the AR contents by selecting - Users can actively participate in the
through visual and auditory products, fit, pick colors and designs, and so on. augmented environments physically.

effects simultaneously.

- Nonlinear interactivity (Multiple times)

- A simple element to hold users’ interest

- The objects of AR rotate 360 - There are many menus that users can select and

degrees.

there is a high personalization of contents.
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Table 7. Analysis results for Beanpole Jeans
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Fig. S. Beanpole Jeans’ “2NE1 AR advertising”. Han(2010). www.
tinnews.co.kr.

Case 5 Beanpole Jeans’ “2NE1 AR advertising”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality

Personalization ~ Physical immersion Entertainment immersion

- Through webcams of PCs, users
Characteristics  €an experierll(‘je. the middle restrictively.
of AR level of sensitivity.
- Users experience vividness
through visual and auditory
effects simultaneously.

f :
- Moving 3D objects in AR of contents

-Users can change

- Linear interactivity (Two times)
- Users can explore the new space by selecting - Several fun factors: users can get various
limited contents and there is some personalization  video clips with 3D virtual effects.

and control contents

- Users cannot participate in the augmented
environments physically.
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Table 8. Analysis results for GUCCI

Case 6 GUCCTI’s “2018 S/S AR Campaign”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality ~ Personalization =~ Physical immersion Entertainment immersion

Characteristics

of AR of smartphones

and low level of vividness objects of AR.

- Low sensitivity due to the use - Users cannot change and control contents.
- Simple interactivity (One time)
- Simple visual objects for AR - There are no choices for transforming the

- Users cannot participate in the augmented
environments physically.

- Several fun factors: users can get the brand
identity, seasonal concepts, and advertising
campaign stories.

¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥ ¥
GUCCY
o b

oV DEXPOST7, 0,
< )

e

1921/25

%;

#Cuccillallucination

¥ % SCANHEREUSINGTHE GUCCIAPP » ¥

Fig. 6. GUCCI’s “2018 S/S AR Campaign”. Riley(2018). thecurrentdaily.com.
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Table 9. Analysis results for Tenth Street Hats
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Fig. 7. Tenth Street Hats’ “Try It On AR”. Taylor(2018).
www. retailtouchpoints.com.

Case 7 Tenth Street Hats’ “Try It On AR”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality ~ Personalization Physical immersion Entertainment immersion

- Users can deform and control the objects of AR

Characteristics - Through webcams of PCs and  contents.

of AR smartphones, users can experience - Nonlinear interactivity (multiple times)

-Users can actively participate in the
augmented environments physically.

the middle level of sensitivity. - There are many menus that users can select and - Fun and pleasant experience: users can take a

- Simple visual objects for AR there is a high personalization of contents.

and low level of vividness

picture of the virtual objects and post them on

- High level of interactivity: users can order all ~SNS.

items of AR directly on the web.
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Fig. 8. Glassmatch’s “AR Fitting App”. Kim(2019b). magazine.hankyung.com.

Table 10. Analysis results for Glassmatch

Case 8 Glassmatch’s “AR Fitting App”

Presence

Interactivity

Immersion

Sensitivity of media Vividness Control

Directionality ~ Personalization Physical immersion Entertainment immersion

- Low sensitivity due to the use - Users can transform and control the objects of

of smartphones AR contents.

Characteristics
of AR

- Despite simple visual objects - Nonlinear interactivity (multiple times)
for AR and a low level of - There are many menus that users can select and ~ environments physically.
vividness, users can observe there is a high personalization of contents.

- Users can actively participate in the augmented

- Several fun factors: users can get information

virtual items on their faces - All items of AR on the web app are connected about offline stores and enjoy SNS.
from a variety of angles through to brands’ online shopping mall to enhance

AR. interactivity.
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Table 11. Characteristics of AR contents of fashion brands by type

Presence Interactivity Immersion
Type Case itivi i i
P Sens1t1v1‘ty of Vividness Control Directionality ~Personalization .Physlc'a 1 Er'ltenaln{nent
media immersion immersion
1 ) °
X X X X
Offline visit- (One time)
External information ) A
X X
A (Two times) A 1
[ ]
3 X . . A
Offline visit- ® (Multiple times) g o
Internal experience 4 N o A
g (Multiple times) L L
A
5 A A . A X
Online utilization- (Two times) o
External information x
6 X X . X X [ )
(One time)
{
7 A x . .
Online utilization- (Multiple times) 1 g o
Internal experience )
8 ) ) (Multiple times) 1 1
% : low, A : middle, @ : high
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