
How Businesses Can Use AR 

Testing to Improve Product 

Presentation 

Product Presentation Needs More Than a 

Good First Impression 

Businesses invest considerable time in creating product photographs, descriptions, videos, and promotional 

campaigns. These materials help customers understand what a company sells, but traditional presentation 

methods do not always communicate the complete product experience. A photograph may show the 
appearance of an item without explaining its proportions, placement, functionality, or relationship to the 

surrounding environment. Augmented reality offers another way to communicate these details, but 
introducing an interactive feature does not automatically guarantee better results.  

AR testing gives businesses a practical method for determining whether an augmented experience genuinely 

improves product presentation. Instead of assuming that customers will enjoy interacting with a digital 

model, companies can observe how people use the experience, identify confusing elements, and make 

improvements based on actual behavior. This approach turns product visualization into a process of 
continuous refinement rather than a one-time design decision. 

Testing can also help organizations understand which presentation details matter most to their audiences. 

Some customers may want to examine dimensions, while others may care more about color, material, 

placement, or product features. By studying these differences, businesses can develop interactive 
experiences that address real purchasing questions and make product information easier to understand.  

Establishing a Clear Purpose Before Running 
Tests 

Effective testing begins with a specific objective. Businesses should determine which weakness in their 
current product presentation they want to address before developing an experiment. For example, a 

furniture retailer might discover that shoppers struggle to judge whether a table will fit into a small dining 

room. A cosmetics brand may find that customers need clearer information about packaging sizes, while an 
electronics seller may want to make product dimensions easier to interpret. 

These challenges require different testing methods. A company focused on product scale should evaluate 

whether customers can understand dimensions through an interactive model. A business trying to improve 

feature awareness should investigate whether people notice and understand the relevant inter active 

elements. Establishing the objective early prevents teams from collecting large amounts of information that 
has little connection to their commercial goals. 

The purpose should also be measurable. Businesses might assess whether customers complete a 

visualization, open product details, spend time examining important features, or demonstrate greater 
confidence when comparing available options. These indicators do not independently prove that an 

experience increases sales, but they provide useful evidence about how well the presentation communicates 
its intended message. 



Comparing Traditional Images With 
Interactive Views 

One useful experiment involves comparing an existing product page with a version that includes an 

augmented experience. The original page serves as a reference point, allowing the business to examine 
whether interactive visualization changes customer behavior. Both versions should contain comparable 
product information so that differences are not caused by unrelated design changes.  

For example, an online store might present a product through standard photographs in one version and add 
an interactive three-dimensional view in another. The team can examine whether visitors using the 

interactive version explore more product details, compare alternatives more frequently, or proceed further 
through the shopping journey. 

An image to ar workflow can support this process by helping businesses transform suitable product imagery 

into an entry point for an augmented experience. The resulting presentation can then be tested against the 

original visual material to understand whether additional interaction provides meaningful value. However, 

the quality of the source image, the accuracy of the generated representa tion, and the clarity of the 
interface all influence the outcome. 

Businesses should avoid treating interaction volume as the only measure of success. A customer might 

spend several minutes using a feature because it is confusing rather than useful. Another  visitor might 
quickly understand the product and leave with the information needed to make a decision. Testing should 

therefore combine behavioral measurements with feedback that explains why customers responded in a 
particular way. 

Discovering Where Customers Experience 
Confusion 

An AR experience can reveal presentation problems that remain difficult to identify through conventional 

website analytics. When customers rotate a model repeatedly, move between viewing angles, or abandon an 

interaction shortly after opening it, these behaviors may indicate that important information is missing or 
difficult to access. 

Businesses can investigate these patterns by observing users completing realistic tasks. Rather than asking 

someone to explore a model without direction, researchers might request that the person identify a 

particular feature, assess the product's approximate size, or determine whether it suits a specific use case. 
The resulting observations can reveal whether the experience supports the customer's a ctual decision-
making process. 

Confusion can originate from several sources. Controls may be difficult to recognize, instructions may 
appear too late, or the model may not respond as expected. In other cases, the presentation itself may be 

visually attractive but fail to communicate essential product information. Testing helps teams distinguish 
between interface problems and shortcomings in the content. 

Customer comments are particularly valuable when they describe a specific obstacle. A statement such as “ I 

could not tell how deep the cabinet was” offers a more actionable direction than a general complaint that the 

experience felt disappointing. Businesses can use these observations to revise dimensions, improve viewing 
angles, add explanatory labels, or make important details easier to access. 

Checking Whether Digital Representations 

Match Reality 
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Visual accuracy is central to product presentation. An interactive model may look impressive while still 

giving customers an incorrect impression of a product's size, finish, proportions, or construction. If these 
differences become apparent after delivery, the experience can damage trust rather than strengthen it.  

Testing should therefore include a comparison between digital representations and the actual products . 

Teams can examine dimensions, surface details, component placement, color variations, and the behavior of 
any interactive features. For products with multiple configurations, they should also verify that the model 
reflects the correct version and that the associated information remains consistent. 

Lighting and device displays introduce additional challenges. Materials may appear different under bright 
outdoor conditions than they do in a controlled indoor environment. A surface that looks smooth on one 

screen may seem more textured on another. Businesses should communicate the limits of digital color 
representation when exact matching cannot be guaranteed. 

The goal is not to make every digital presentation visually perfect under every possible condition. I nstead, 

companies should identify discrepancies that could materially affect customer understanding. Accurate 

proportions, clear product boundaries, and dependable information are generally more important than 
decorative effects that add complexity without improving comprehension. 

Evaluating the Experience Across Different 
Devices 

An augmented presentation that works well on a high-performance smartphone may behave differently on 

an older device. Camera permissions, browser capabilities, processing power, screen dimensions, and 

network conditions can all influence the experience. If testing takes place on only one device, businesses 
may overlook problems affecting a significant portion of their audience. 

A structured testing process should include a representative selection of smartphones and supported 

browsers. Teams should check how quickly the experience opens, whether the model loads completely, and 
whether controls remain usable on smaller screens. They should also test what happens when a customer 

denies camera access, experiences a weak connection, or attempts to return to the product page after 
viewing the model. 

Loading time deserves particular attention because customers often arrive with a specific question rather 

than a desire to explore unfamiliar technology. If an experience takes too long to become usable, visitors 

may leave before discovering its benefits. Compressing assets, reducing unnecessary visual effects, and 
providing clear loading feedback can make the presentation more dependable. 

Businesses should also consider accessibility. Instructions should be understandable, text should remain 

readable, and essential product information should not exist exclusively inside the augmented experience. 

Providing an alternative viewing method ensures that customers can still examine important details when 
their devices do not support every feature. 

Testing Real-World Placement and Spatial 
Understanding 

Some products become easier to evaluate when customers can consider them in the context of their 

surroundings. Furniture, decorative objects, equipment, and architectural elements often require an 
understanding of scale and placement that ordinary product photographs cannot fully provide. Augmented 

reality can help customers visualize these relationships, but testing is necessary to determine how reliably 
the experience communicates them. 

Businesses can ask participants to position a virtual object in a room, compare it with existing furniture, or 

assess whether it would obstruct a walkway. Researchers can then observe whether the person understands 



the object's dimensions and whether the placement tools are intuitive. These tests can expose issues 
involving scale, anchoring, perspective, or the distinction between virtual and physical objects.  

The same principle applies to ar real estate where prospective buyers and tenants may need a clearer 

understanding of spaces, layouts, furnishings, or proposed design changes. A digital presentation can help 

communicate how an area might be used, but the experience should not create unrealistic expectations 
about the actual property. Dimensions, structural details, and any illustrative elements must be represented 
responsibly. 

Spatial testing is most valuable when it reflects the decisions customers genuinely need to make. A 
decorative placement feature might be enjoyable, but its commercial usefulness depends on whether it helps 

users assess suitability, understand a layout, or explore an option that would otherwise be difficult to 
imagine. 

Learning Which Product Details Deserve 
Attention 

Product presentations frequently contain more information than customers can comfortably process at once. 

Businesses may be tempted to make every component interactive, add numerous labels, or introduce 

multiple animations. Testing can determine whether these additions improve understanding or distr act 
people from the information that matters most. 

One approach is to test different levels of detail. A basic version might offer a model that customers can 

rotate and inspect, while another includes selectable components, explanatory annotations, or 

demonstrations of particular functions. Researchers can compare whether the additional features help 
participants complete specific tasks or simply increase the time required to navigate the presentation.  

The best design does not necessarily contain the greatest number of interactive elements. A customer 

examining a kitchen appliance may benefit from a clear view of its dimensions and removable components. 
Someone considering a decorative lamp might care more about proportions, color options, and how it 
appears beside other objects. Product context should determine which information receives priority.  

Businesses should also evaluate the order in which information appears. Important details should be easy to 
discover without requiring customers to search through multiple controls. A well-tested experience gradually 
reveals useful information while keeping the main product visible and understandable.  

Turning Test Results Into Practical 
Improvements 

Testing creates value only when businesses use the findings to make informed changes. After each 
experiment, teams should document the original question, the test conditions, the observed behavior, and 

the improvements suggested by the evidence. This record helps explain why particular design decisions 
were made and prevents teams from repeating unsuccessful experiments. 

Changes should be prioritized according to their likely impact. A problem that prevents customers from 

opening the experience deserves immediate attention. An inaccurate dimension or misleading visual deta il 

may also require urgent correction because it affects product understanding. Minor decorative adjustments 
can wait until the more significant obstacles have been resolved. 

Businesses should avoid changing too many elements simultaneously. If a team modi fies the model, 

interface, loading behavior, and explanatory text in one update, it becomes difficult to determine which 

change produced the observed improvement. Testing one important variable at a time, when practical, 
makes the results easier to interpret. 
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The process should continue after launch. Products change, new devices become common, and customer 

expectations evolve. Regular reviews allow businesses to identify declining performance, update outdated 
representations, and improve experiences as more evidence becomes available. Over time, this creates a 
repeatable quality-control process rather than a collection of isolated experiments. 

Connecting Presentation Quality With 
Business Outcomes 

A technically successful AR experience is not automatically a commercially successful one. Businesses should 
connect testing results with the broader customer journey to determine whether improved visualization 

supports meaningful decisions. Relevant measures may include product-detail engagement, comparison 

activity, add-to-cart behavior, enquiries, conversion rates, and returns associated with mismatched 
expectations. 

These outcomes should be interpreted carefully. A change in sales may reflect pricing, seasonal demand, 

advertising quality, or inventory availability rather than the augmented experience alone. Where possible, 

businesses should compare similar audiences and account for other changes occurring during the 
experiment. Customer surveys and post-purchase feedback can provide additional context. 

Return reasons are especially useful for products where size, appearance, or placement influences the 

purchase decision. If customers repeatedly report that an item looked different from the online presentation, 
the business should investigate whether its imagery, descriptions, or interactive representation created an 
inaccurate impression. Improvements in these areas can support more informed purchasing decisions.  

Companies should also calculate the resources required to maintain their AR content. Development, testing, 
asset creation, device compatibility, and ongoing updates all contribute to the total cost. Comparing these 

costs with measurable improvements helps businesses decide which products deserve further investment 
and where simpler presentation methods may be sufficient. 

Building a Culture of Continuous Visual 
Improvement 

AR testing works best when product presentation is treated as an evolving part of the customer experience. 

Designers, marketers, product specialists, developers, and customer support teams can contribute different 

perspectives. Designers can improve usability, product specialists can verify accuracy, marketers can 
connect experiences with campaign goals, and support teams can identify recurring customer questions.  

A shared testing process helps these teams make decisions using common evidence rather than relying 

exclusively on personal preferences. It also encourages companies to develop consistent standards for 

model quality, interaction design, loading performance, and product information. These standards become 
increasingly valuable as the number of interactive products grows. 

Not every product requires a sophisticated augmented experience, and not every experiment will produce a 

positive result. Testing may show that a simple photograph communicates a particular feature more 
effectively or that customers need clearer written information before they are ready to interact with a 
model. Such findings still help businesses allocate resources wisely. 

Ultimately, AR testing gives companies a disciplined way to understand how customers interpret digital 
product presentations. By examining accuracy, usability, spatial understanding, device performance, and 

commercial outcomes, businesses can identify what works and correct what does not. The stronges t 

experiences are not necessarily the most elaborate ones. They are the experiences that help customers 

understand products clearly, make better-informed decisions, and approach their purchases with greater 
confidence. 



 


