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Introduction. Historically, the Internet has spread much faster than the previous 

generation of communication technologies. Today, the Internet is not only a network 

media, but also serves as a retailing tool between suppliers and consumers, becoming a 

dominant option in retailing every day [Yulihasri et al., 2011]. The Internet affects how 

people communicate with each other, get information, learn, transmit culture, shop on-

line, or engage in e-commerce. RA also faces challenges in harnessing the potential of e-

commerce. Notably, e-commerce can stimulate growth in developing countries by in-

creasing the transparency and efficiency of market operations and public institutions. 

Methodology. The research is mainly based on the presentation of existing obs-

tacles in the field, the comparative analysis of selected businessmen with active status, 

and the presentation of the factors affecting the activity. The study is mainly based on 

the presentation and identification of the factors affecting the intention to adopt AR tech-

nologies, as well as the summary presentation of the results of the activities of RA 

resident companies doing business through online platforms. 

Scientific novelty. Creating the opportunity to penetrate more comprehensive mar-

kets as a result of the use of online platforms and the joint launch of augmented reality 

(AR), which will lead to an increase in the possibility of influencing international mar-

kets. 

Literature review. Augmented reality can be presented in terms of content in seve-

ral ways. Augmented reality (AR) is a form of activity implementation in which the real 

world (RW) is augmented with software content associated with specific locations 

and/or activities [Yuen et al., 2011]. AR works better especially in terms of allowing 

customers to experience [Bakırlıoglu et al., 2022]. Augmented reality is closely related 

to virtual reality because it developed as an extension of or an alternative to virtual rea-

lity. Academic interests have greatly increased with the rapid advancement of VR and 

AR technologies, which have led to the digitization and development of various appli-

cations [Perannagari et al., 2019]. The use and future possibilities of VR/AR technology 

in online retailing are analyzed in different contexts [Chen et al., 2021]. The implement-

tation of AR technologies also facilitates several fundamental processes in terms of lo-

gistics [Cirulis & Ginters, 2013]. As virtual goods become more tangible through the use 

of AR, consumers more often decide to save money by visiting online stores [Mahr et 
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al., 2018]. There is a huge gap in the research literature and practical application of 

VR/AR in retail and various other special applications. Current debates, developments, 

issues and challenges in the retail industry and the application of VR/AR technologies 

are of critical importance [Vijayakumar et al., 2021]. Furthermore, the mechanism 

through which VR induces purchase intentions in a commercial setting has not been 

deeply analyzed and needs further study [Grewal et al., 2017]. 

Analysis. E-commerce can be an extremely beneficial tool especially when bar-

riers to e-commerce adoption are mitigated [Lawrence and Tar, 2010]. It is particularly 

important to ensure that such barriers are minimized for small and medium-sized enter-

prises (SMEs).Barriers to e-commerce can be categorized into the following five groups: 

1) organizational obstacles, 

2) financial obstacles, 

3) technical obstacles, 

4) legal obstacles, 

5) behavioral barriers. 

All these barriers to e-commerce affect the adoption and diffusion of e-commerce. 

Legal and regulatory barriers are the most significant barriers to e-commerce adoption. 

However, regardless of the presence of obstacles, e-commerce companies are also estab-

lished in RA, which carry out their business activities both offline and online. 

Indicator description Quantity 

Year of registration During last 12 months 

During 1-3 years 

More than 3 years ago 

1 

3 

17 

Average number of 

employees 

2021, first quarter 

2022, first quarter 

265 

280 

Average AVUM 2021, first quarter 

2022, first quarter 

49,374.000 

49,005.000 

Sales turnover 2021, first quarter 

2022, first quarter 

30,027,389.774 

34,201,105.611 
 

21 resident business entities engaged in e-commerce in RA and beyond were se-

lected for the study. Comparative information on the selected entities is presented below, 

taking into account that the entities conduct sales and provide services also on their own 

online platforms. 

Based on the above, it can be concluded that one of the factors contributing to the 

growth of turnover of companies can also be considered electronic platforms, which 

support the mass and globalization of trade, thus leading to an increase in sales turnover. 

Within the framework of the study, it also becomes clear that the number of employees 

involved in the first quarter of 2022 being more compared to the same months of 2021, 
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for the companies, they provided a smaller cost in the field of AVUM, which is also 

positively characterized from the point of view of business implementation. 

A unique challenge for e-commerce companies is also to provide online customers 

with the opportunity to "try before they buy" by leveraging the rich opportunities 

afforded by the medium. This issue has been shaped by the growth of customers with 

different needs, who are increasingly curious and require visual and tactile stimuli to 

make purchases [Huang and Tseng, 2015]. Augmented Reality, where objects in the real 

world are enriched with digital capabilities, sometimes in multi-sensory ways, is being 

explored for the proper organization of e-commerce. AR can be defined as a system that 

includes three main features: the combination of real and virtual worlds, real-time in-

teraction, and accurate 3D registration of virtual and real objects [Wu et al., 2013). 

AR technology differs from other innovative technologies by offering customers a 

deep and personalized experience and requires research attention. A complete reference 

model of technological innovation adoption from the firm's perspective is evaluated by 

the TOE framework [Picoto et al., 2014], which analyzes the factors influencing AR 

adoption intentions of e-commerce companies. TOE provides a useful analytical frame-

work for studying the adoption and adoption of different types of IT innovations. 

The TOE framework includes technological, organizational and environmental 

factors to study the adoption of technological innovation at the firm level [Sila, 2015)] 

Below is a chart based on the TOE model depicting the factors and sub-factors 

influencing companies' adoption intention of AR technologies. 

 
 1. The technological context includes both the internal practices applied by the 

company and the external technologies available to the company (Oliveira, and Martins, 

2011). It is critical for companies to understand the competitive advantage new techno-

logies offer over existing technologies. 
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-factor refers to the firm's willingness to 

adopt new technologies. Innovative companies are interested in supporting the adoption 

of new technologies, so the higher the company's level of technological competence, the 

more likely it is to adopt new technologies (Zhu, Kraemer, and S. Xu, 2002). 

than an existing option. Information technology is one of the best tools for achieving 

sustainable competitive advantage. 

2. Organizational context refers to the descriptive dimensions of the organization, 

such as its scope, size, management structure, and organizational resources [Oliveira, 

and Martins, 2011]. 

tive skills and knowledge to under-

stand their own organization, their customers' needs and the latest technologies [Bryn-

jolfsson and Hitt, 1996]. Their role is important in promoting innovation within organi-

zations. 

e key element to drive innovation. Limited 

financial resources can force companies to be extremely cautious in their investments 

and capital expenditures. 

adopting new technologies, mainly because senior officials do not properly communi-

cate the strategic benefits of new tools [Knight, 2018]. 

3. The environmental factor includes the environment in which the company con-

ducts its business: consumers, competitors, suppliers, etc. 

new technologies. In the context of AR in e-commerce, 'engaging' online shoppers as 

they visit online stores is a priority for all retailers. 

e adoption of new technologies because under 

these conditions companies will act quickly to ensure that they stay ahead of the race. 

Competition strengthens the need and possibility of using innovative technologies in bu-

siness. Firms that compete aggressively with their competitors embrace technological in-

novation so that they can reduce their costs. Competitive pressure has been identified as 

one of the constraints that a firm considers when deciding to adopt new technologies 

[Zhu Kraemer, and Xu, 2003]. Therefore, it can be concluded that a high level of the 

above factors and sub-factors is positively related to the adoption intention of AR by e-

commerce companies. 

Conclusion. Although AR technologies are growing in use, there are some draw-

backs here as well. The expected utility and ease of use of any new technology are im-

portant factors in its adoption. Not only is it important to understand the factors that in-

fluence the intention to adopt AR, but it is also imperative to understand the ways in 
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which a company will build a business model to increase the total expected revenue and 

gain a competitive advantage. 

Since almost half of the studied organizations were not large organizations, but 

most of them experienced an increase in sales turnover through e-commerce, it can be 

said that online platforms are equally applicable and beneficial to both small and me-

dium-sized and large organizations. Electronic marketplaces enable Armenian compa-

nies to advertise their products and services to a significant number of online customers, 

reduce their operating costs, and increase trust and transparency around their operations. 
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The modern age is the age of technologies as online companies try to introduce inno-

vations in order to survive under the conditions of tough competition. This leads to the 

creation of international values, improves market access, increases the effectiveness of 

marketing mechanisms and reduces the transaction costs (Humphrey, Mansell, Paré, and 

Schmitz, 2003, UNCTAD 2015)
1
. Innovation, including technological innovation, is de-

fined as an idea, experience, or item that is new both to consumers and those who supp-

ly it. Currently, companies are trying to carry out entrepreneurial activities through the 

usage of applications. According to Bill Gates: "If you have a business but it's not on the 

Internet, think that you don't really have it." For e-commerce, organizations are offered 

Augmented Reality (AR) applications that connect digital content with the real world. 

Although literature has long introduced AR into the public consciousness, however, in 

terms of its application, many associate AR with the future. AR in e-commerce helps 

consumers in the right environment to understand the nature and essence of the product 

being purchased. However, despite the fact that this technology has great potential and a 

great future, it is still not used to the maximum extent. The introduction of technologies 

can be justified if a company as a result of them can cut costs, mitigate risks associated 

with its own operations, or create new revenue streams by attracting or retaining exis-

ting customers. 
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