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Abstract—Augmented Reality is an enhanced version of
reality in which the real world environment is augmented by
placing computer generated images over the person’s view of real
world. Augmented Reality Watch and Bracelets for e-Commerce
is a marker based Augmented Reality application which can be
used in mobiles and systems for watches and bracelets which are
worn in wrists to be virtually tried without actually buying them.
This application can be used by watch and bracelet
manufacturers and sellers in e-Commerce platform. It is always
preferred to try before buying as it gives a satisfaction to users
that the accessory they are about to buy suits them. This
proposed work does that by letting users try before they buy
watch or bracelet from an e-Commerce platform and at the same
time it provides all the necessary information such as texts,
images and videos about that product.

Keywords: Augmented Reality, watch, bracelet, e-Commerce,
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I. INTRODUCTION

Augmented reality (AR) is a live, direct or indirect, view of a
physical, real-world environment whose elements are
augmented by computer-generated sensory input such as
sound, video, graphics or GPS data [1].Augmented reality
changes the user’s perspective by adding visual medias and
information according to person’s point of interest.
Augmented reality places a virtual images and components on
to a real world environment thus enhancing the real world
environment. Augmented reality differs from virtual reality in
that there is no attempt to replace the real world so users can
still interact with the real world, and at the same time perceive
enhanced views with augmentations. Augmented reality
enhances the human perception of reality in this application by
contextualizing individual objects that are encountered in the
real world with virtual complements so as to make the real
objects more meaningful and appealing[2].
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Ecommerce is buying things online form the internet using
ecommerce platforms. e-Commerce websites, such as
Amazon.com, Dell.com, and eBay.com, have become an
integral part of many shoppers’ lives. However, according to
most shoppers’ experiences, e-commerce and online shopping
are still not able to fully replace onsite shopping, especially
for products like clothing, shoes, jewellery and furniture [3].

II. LITERATURE SURVEY

A camera is used with AR software to detect augmented
reality markers as the location for virtual objects. The result is
that an image can be viewed, even live, on a screen and digital
assets are placed into the scene at the location of the markers.
Limitations on the types of augmented reality markers that can
be used are based on the software that recognizes them. While
they need to remain fairly simple for error correction, they can
include a wide range of different images. The simplest types
of augmented reality markers are black and white images that
consist of two-dimensional (2D) barcodes [4].

Online Shopping has been the major influencer when it
comes to disruption of retail channels. It made many shops
and brands to go multi-channel and diverse into fields that
were not present before. It helped them reach markets that
were inaccessible before and helped them target more specific
consumers. But without significant changes and improvements
further there is only so much that online channels can do to
motivate purchases. It is in this context that technologies like
‘Augmented Reality’ promise to induce a breath of fresh air
into online channels [5].

Recent studies have suggested a relationship between
levels of cognitive innovativeness and the usage of augmented
reality interactive technology (ARIT) [6].

A study on measuring the adequacy of Internet-based 3D ads
utilized an interdisciplinary literature review (showcasing,
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data frameworks, and human—computer connection) to
understand the impact of the effect of utilizing 3D perception
in online ads, and to distinguish the most pertinent conditions
for application [7].

Another study indicated that 3-D advertising is able to
improve presence, ultimately influencing the product
awareness, brand perspective, and purchase objective of
purchasers [8].

III. ARCHITECTURE
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The above is the architecture of Vuforia SDK. In Vuforia
the images to be used as targets are uploaded to the Vuforia
database which is stored in its cloud server. This enables the
user and the developer to easily access and manages the
application. The targets uploaded to the database are provided
a rating based on the color contrast ,edges and the shape of the
image targets. The content is retrieved from cloud target
database into the app assets of the mobile application. Vuforia
engine compares the target position and based on the user
interaction produces the specified output. There is a constant
communication between the cloud target database, device
target database and target management system. This works on
edge detection algorithm. Edge detection includes a variety of
mathematical methods that aim at identifying points in a digital
image at which the image brightness changes sharply or, more
formally, has discontinuities. The points at which image
brightness changes sharply are typically organized into a set of
curved line segments termed edges. The same problem of
finding discontinuities in one-dimensional signals is known as
step detection and the problem of finding signal discontinuities
over time is known as change detection. Edge detection is a
fundamental tool in image processing, machine vision and
computer vision, particularly in the areas of feature detection
and feature extraction [9].

IV. PROPOSED WORK
A. Try watch virtually

This module allows the user to try watches virtually. In this
module the user places the watch target on their wrist and
shows their mobile camera over it. The application detects the
target image and places the virtual watch over the target image
creating an illusion that the watch is on their hand. The user
can switch between various watches and try them virtually.
The user can try watches of different color and different
shapes. This try watch virtually module makes the choosing the
watch easier for online watch shopping.

B. Try bracelets virtually

This module allows the user to try bracelets virtually. In
this module the user places the bracelet target on their wrist
and shows their mobile camera over it. The application detects
the target image and places the virtual bracelet over the target
image creating an illusion that the bracelet is worn on their
hand by them. The user can switch between various types of
bracelets and try them virtually. Different colors of bracelets
and different kinds of bracelets can be tried. This module
makes the choosing bracelets easier for online watch shopping.
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C. Information about the product

WATCH NAME '

Price :

Size:

Info:

Try another | I See Video I ‘

This augmented reality modules works by showing
information about the product on showing the camera towards
the product or the advertisement of the product. This can
provide information about the watches and bracelets such as
their model name, price of the product, size and dimensions,
suitable age group and other details about that product. It can
also show media such as images and advertisement video of
that watch or bracelet.

V. CONCLUSION

This application can be extended to a large set of database and
users with additional functionality to buy through the same
app. In this proposed work, Vuforia SDK and unity software is
used to develop this augmented reality application. The result
of this application is an ecommerce application uses
augmented reality in mobile application to provide

information of watches and bracelets to customer by targeting
the object product using this application. It also allows the
person to try the product before buying it. This can also be
used by the sellers and manufacturers to market their products
and sell their products.

REFERENCES

[1] P. Milgram and F. Kishino, “A Taxonomy of Mixed Reality Visual
Displays,” IEICE Trans. Information Systems, vol. E77- D, no. 12,
1994, pp. 1321-1329.

[2] Zhu, Wei, Charles B. Owen, Hairong Li, and Joo-Hyun Lee.
"Personalized in-store e-commerce with the promopad: an augmented
reality shopping assistant." Electronic Journal for E-commerce Tools
and Applications 1, no. 3 (2004): 1-19.

[3] Lu, Yuzhu, and Shana Smith. "Augmented reality e-commerce: how the

technology benefits people's lives." In Human Computer Interaction.
InTech, 2008.

[4] Kativar, Anuroop, Karan Kalra, and Chetan Garg. "Marker based
augmented reality." Advances in Computer Science and Information
Technology (ACSIT) 2, no. 5 (2015): 441-445.

[5] Chakraborty, Saikat, and Deepak Gupta. "A study of the factors
impacting the adoption of augmented reality in online purchases in
India." In Recent Trends in Electronics, Information & Communication
Technology (RTEICT), 2017 2nd IEEE International Conference on, pp.
1526-1529. IEEE, 2017.

[6] T.L. & L.S. Huang, "A model of acceptance of augmentedreality
interactive technology: the moderating role of cognitive innovativeness,"
Electronic Commerce Research, vol. 15, no. 2, p. 269-295, 2015.

[7] M. D. &. S. B. Sana Debbabi, "Effect of online 3D advertising on
consumer responses: the mediating role of telepresence,” Journal of
Marketing Management, vol. 26, no. 9-10, pp. 967- 992, 2010.

[8] T. D. a. F. B. Hairong Li, "Impact of 3-D advertising on product
knowledge, brand attitude, and purchase intention: The mediating role of
presence," Journal of Advertising, vol. 31, no. 3, pp. 43-57, 2012.

[9] Umbaugh, Scott E (2010). Digital image processing and analysis :
human and computer vision applications with CVIPtools (2nd ed.). Boca
Raton, FL: CRC Press. ISBN 978-1-4398-0205-2.

All Rights Reserved © 2018 IJARTET 150



