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Abstract: The goal of this thesis was to look at the use and AR of 3D product in e-commerce. 

The goal was to investigate how 3D models were utilised in ecommerce and assess their effect 

and advantages to both customers and merchant’s .The theoretical framework provides an 

overview of 3D product and, more broadly, e-commerce. The goal of this part is to provide 

the reader with enough information to comprehend the research. Ecommerce is the 

purchasing and selling of goods through the internet. Unlike in conventional commerce, 

when buyers may check their product, consumers must rely on visuals to make a purchasing 

choice in e-commerce. Consumers may check things from all angles and distances thanks to 

the usage of 3D models in e-commerce. This allows the consumer to get additional 

information about a product .The purpose of this research is to extensively examine the 

usage of 3D product in e-commerce in order to describe its merits and drawbacks .The 

quantitative research approach used comprises of interviews with experts in the field. This 

research strategy was chosen in order to obtain the most latest and dependable information 

in a timely manner. area that is continually developing and moving, causing the relevance 

of research to dwindle quickly with the information gathered from these interviews, I will 

draw conclusions on the advantages and disadvantages of 3D models in e-commerce. 
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1. INTRODUCTION 

 

Online shopping is referred to as e-commerce. It applies to conducting business online and 

through electronic media. E-commerce is the act of conducting business using the internet and 

other forms of information technology, such as electronic data exchange (EDI). E-commerce 

is the term used to describe the direct sale of goods or services to a customer via the Internet 
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from a retailer's website. The website has a digital shopping basket or shopping cart system 

that accepts payments using credit cards, debit cards, Electronic Banking Transactions. 

As a result of the advent of digital technology in recent decades, the business sector has 

undergone various transformations. E-commerce, for example, alters how sellers and buyers 

conduct business and provides a number of major benefits to both sides. On the one hand, e-

commerce allows sellers to readily enter new markets, decreases prices, boosts customer 

loyalty, and simplifies supply. E-commerce, on the other hand, provides customers with new 

and convenient shopping experiences, as well as innovative items and services. These exciting 

sops become hard to preserve or even toboggan as time passes. This will undoubtedly enrage 

both buyers and sellers. 

AR has several prospects in the retail sector, especially when it comes to e-commerce. Even if 

e-commerce has become ever more common, there are still some purchases for which 

consumers require a little bit more background information. That can make it difficult to sell 

particular product categories online. 

Burrow, a DTC furniture retailer, responded to this need among developing an AR application 

that allows customers personalise and arrange 3D models of Burrow sofas in their own living 

spaces. 

 

Real-world items are supplemented with computer-generated perceptions in augmented reality 

for 3D commerce. Sight, sound, touch, feeling, and even scent may be brought into play. 

AR gives contextual product information. To utilize the technology, all you need is a computer 

or a mobile device. AR is more accessible than VR since it requires fewer technology. 

According to an eMarketer survey, 35% of U.S. respondents had used augmented reality to 

visualise car or furnishings enhancements as of June 2020. 

 

Many consumers now do their pre-shopping from home. This is so that people can conveniently 

examine, try on, and experience products from anywhere, at any time, owing to 3D augmented 

and immersive experiences. More sales and brand happiness are the outcomes. Web pages and 

mobile apps with embedded 3D models for augmented reality (AR) are known as 3D 

commerce. Giving potential clients and customers a visual, interactive 3D picture of the goods 

is the aim. 

 

3D commerce is also known as 3D eCommerce, 3D modelling commerce, and immersive 

commerce. There are several causes that have led to the emergence of 3D in online purchasing, 

but they all have one thing in common consumers. 

 

2.      PROPOSED METHODOLOGY 

What is Augmented Reality? 

Retail, particularly digital, offers a wide range of options for AR. Even if consumers have 

become accustomed to the concept of ecommerce, there are still some transactions that require 

a little more contextual information. This might make it difficult to sell some product categories 

online. 
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That's why DTC furniture retailer Burrow developed an augmented reality software that allows 

customers to design and put true-to-scale 3D versions of Burrow couches in their own living 

rooms. 

Augmented reality (AR) is now one of the most popular technology subjects, and it will only 

increase in popularity as AR-capable phones, Mobile Apps, and other devices become more 

readily available. 

  

 
Figure 1- Augmented Reality Product 

 

How Ecommerce Businesses Are Using Augmented Reality 

AR enables ecommerce shoppers to sample items or experience services in their own 

surroundings and on their own time before making a purchase. With augmented reality, your 

clients may preview goods and are more likely to choose the appropriate product the first time. 

 

Solutions for virtual try-ons 

"It looked really good on the mannequin." -Everyone, at least once, after trying on a new piece 

of clothes for the first time and finding it doesn't fit. 

Fear of that scenario can lower conversion rates. Shoppers want to know exactly what they're 

buying and take every measure to ensure that it's exactly what they want. And if they do take 

the risk of purchasing and it doesn't work out, your return rates will rise. 

AR assists internet buyers in understanding what they are purchasing and how the things will 

benefit them. Apps like these exist for apparel, beauty, accessories, and even eyewear. 

 

Placement in the preview. 

What would that couch look like in your living room? How large will that television screen 

seem on your wall? It can be difficult to determine even while examining the actual item at the 

shop, let alone on a small computer or cell phone screen. Customers may see what a product 

will look like in their local setting by using preview placement. Burrow, a DTC furniture 

manufacturer, employs augmented reality to let clients see how their sofas would look in their 
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living rooms. Their Burrow at Home app employs ARKit to insert true-to-scale 3D 

representations of Burrow's sofas in images shot on clients' iPhones and iPads. 

 

Interactive user manuals. 

If you offer a product that requires a learning curve before it is simple for new consumers to 

use, an interactive user manual might be a wonderful AR application for you to assist people 

better grasp how your product works. 

 

An interactive user manual responds to user activities, giving on-page contextual help when 

using software, a website, or an application. Many AR user manual applications scan the 

product and identify the buttons in the real-world surroundings using graphical arrows and text 

animations. 

 

Augmented Reality Can Boost the growth of Your Business 

One of the most significant impediments in ecommerce is the challenge of expressing a 

physical, three-dimensional goods in a virtual, two-dimensional environment. AR may assist 

bridge the gap between buying in a physical place and making purchases by making it easier 

to depict items and providing the buyer a better grasp of the thing they're purchasing. 

 

Here are some examples of how AR might assist you: 

 

1. Boost customer involvement. 

AR is naturally engaging, making it simple for customers to become addicted to your site. 

Furthermore, the longer they stay on your ecommerce website, the more likely it is that they 

will make a purchase! Even if customers don't buy during their visit, the increased engagement 

indicates that they've formed a connection with your brand and product, as well as created a 

memory, making them more likely to remember you in the future. 

 

2. Seek additional consumers. 

In a loud environment, you'll need to generate a buzz to catch people's attention. Creating an 

engaging AR campaign is one option. 

 

3. Reduce returns 

Customers may learn a lot more about a product through AR than they could with a static image 

or even a video. Along with 3D views, you may demonstrate what a product would appear like 

in a consumer's area, reducing the likelihood that they would acquire the product only to 

discover it does not look as expected. 

 

What Exactly Is 3D Commerce? 

On websites and mobile applications, 3D commerce takes use of embedded augmented reality 

(AR) and virtual reality (VR) 3D models. The objective is to show prospects and customers a 

visual, interactive 3D product representation. Three-dimensional commerce is also known as 

three-dimensional eCommerce, three-dimensional modelling commerce, and immersive 

commerce. 
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3D eCommerce provides consumers with a range of interesting interactions, including: 

 View-in-Room AR: Customers may check out furniture and décor in various combinations in 

realistic settings on a 3D eCommerce website. This feature is available on the websites of major 

furniture retailers including IKEA and Macy's. 

 

 
Figure 2- Virtual Trial of AR 

3D Product Configurators: The potential customer may adjust the colours, textures, and other 

characteristics of any product, from furnishings to personal goods such as Nike running shoes 

or Bose headphones. 

 
Figure 3- Product 3D Configurator Demos 

 

Visual Configure, Price, and Quotes: Customers may personalise practically every element 

of large purchases such as Corvette sports vehicles or Timber Tech deck designs. The system 

creates a bill of materials and final pricing, allowing for customisation to meet taste and price 

before the final purchase. 
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Figure 4: CPQ Configure, Price, Quote Process 

Virtual Try-On: Using their picture, shoppers may try on makeup from firms such as Revlon 

or Ulta . They can also try on Prada apparel and Warby Parker spectacles - pretty much 

everything wearable. 

 

Figure 5- Results 

2.  DISCUSSION 

 

Augmented reality is truly taking off, and retailers and other advertisers are taking note. Let's 

look at some data to show it: 

Global AR advertising revenue increased from $500 million in 2019 to $1.41 billion in 2020.  

According to one AR research organisation, advertising income might exceed $8 billion by the 

end of 2024. 

According to eMarketer, more than 43 million Americans would use social network AR at least 

once a month by 2020. That equates to about 21% of all social network users. 

More than 83 million individuals in the United States will use AR on some type of device at 

least once each month, according to eMarketer, and this figure is expected to climb to 95.1 

million by 2022. 

By June 2020, 35% of Americans have used augmented reality (AR) to imagine furniture or 

automobile upgrades. 

According to a June 2020 poll of US merchants, 20% planned to invest in AR for their 

company's online store, up from 8% six months earlier. 
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Because of the increase in bandwidth, the arrival of 5G is likely to stimulate store interest in 

AR testing. 

3D commerce by the statistics demonstrates an increase in the number of consumers who 

choose to purchase with 3D technology. The epidemic drove consumers online in 2020 and 

2021, perhaps rewriting future buying regulations. 

5G's influence on eCommerce is only getting started, but it will most certainly improve how 

buyers see 3D eCommerce on mobile devices. AR experiences will be smoother with speeds 

up to 100 times quicker than 4G. The system eliminates unpleasant delays and buffering for 

some, if not all, users and enables uninterrupted VR experiences. 5G improves the quality of 

VR content and the learning capabilities of artificial intelligence (AI). 

 

3.  CONCLUSION 

 

Understanding how large businesses employ 3D technology and the newest trends in the e-

commerce sector allows for the improvement of product demos, streamlining of product 

adaptations, and client retention. As a result, marketers are promoting digital goods in distinctly 

different ways, which makes sense considering how swiftly the e-commerce industry has 

expanded over the past year as a result of the increasing acceptance of online consumer goods 

buying. Consumer confidence may rise thanks to 3D technology, among other advantages. 

Customers can view what they are purchasing in interactive 3D before making a purchase, 

which may encourage upselling and cross-selling. Additionally, it enables customers to view 

the attributes of various products as well as the add-ons and upgrades available for the product. 

Consequently, 3D technology can diminish e-commerce products' high return rates. 

You might take your e-commerce business to the next level of success by applying marketing 

strategies using 3D visualisation and 3D rendering. 
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