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This thesis is about the ethics in Augmented Reality (AR) based B2C Marketing Communi-
cations, exploring the urgent need for additional ethical rules in the field. The aim is to justify
the need for additional ethical code of conduct as well as for a regulating body in national
(Finland) and international level.

The thesis explains the current state of the field and outlines an idea of the hypothetical
future of AR-based B2C marketing communications. As AR is considered a rapidly growing
field of technology and marketing communication campaigns have already been performed
on the platform globally and by large brands, it is important and relevant to discuss the topic
and raise awareness.

The thesis covers the found relevant acknowledged ethical concerns related to content and
personalized content in B2C marketing communications and reviews their relation to the
existing Code of Advertising and Marketing Communications by the International Chamber
of Commerce (ICC). The ICC code was revised in 2018 to meet new technological advance-
ments, and it does set the standards for ethical conduct for marketing communications but
does not specifically cover all ethical questions related to AR-based B2C marketing commu-
nications.

The core findings of the thesis include the ethical concerns related to, for example, the con-
sumers privacy, personal information, reality distortion and physical and mental safety. So
much is still unknown about the possible effects and impact on consumers and yet a lot can
be already acknowledged. It is said that AR can be a very immersive and persuasive channel
for marketing communications; thus, marketers should be careful about not breaking the
consumers’ trust and pay attention to the ethical conduct.

The thesis addresses the relevant ethical concerns and their urgency, and claims that the
existing ethical code of conduct is relevant but that additional ethical rules are needed. In
addition, an official regulatory body that understands the technology and its possible content,

is needed.
Keywords augmented reality, AR, B2C marketing communications, ethical
code of conduct, ethical concerns, future of marketing
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Tama opinnaytetyd kasittelee eettisia sdanndksia ja kaytanteita lisatyn todellisuuden (AR)
alustoilla toteutetussa B2C-markkinointiviestinnassa.

Tutkimus kartoittaa markkinan nykytilaa ja hahmottaa AR-pohjaisen B2C-markkinointivies-
tinnan hypoteettista tulevaisuutta. Lisatyn todellisuuden maailma on nopeasti kasvava tek-
nologian kentta, jolla edellakayvat yritykset ja brandit ovat jo toteuttaneet markkinointivies-
tinnan kampanjoitaan. Markkinan kasvaessa ja AR-markkinointikampanjoiden yleistyessa
on tarkeaa ja ajankohtaista tuoda aihe esiin ja kasvattaa tietoisuutta asiaan liittyvista eetti-
sista kysymyksista.

Opinnaytetydssa kaydaan lapi tutkimustydssa loydetyt asiaankuuluvat noteeratut eettiset
huolenaiheet suhteessa sisaltdoon ja personoituun sisaltéén B2C-markkinointiviestinnassa.
Lisaksi tutkimuksessa tarkastellaan kyseisten huolenaiheiden suhdetta olemassa olevaan
Kansainvalisen kauppakamarin (ICC) eettiseen sdannostéén (ICC:n markkinointisdannot
2018). Kauppakamarin eettista sdanndstéa paivitettiin vuonna 2018 paremmin vastaamaan
teknologian jatkuvaa kehitysta, ja se onnistuneesti asettaakin pohjan nykyiselle markkinoin-
tiviestinnan eettiselle toiminnalle. S&4annosto ei kuitenkaan vield kata nimenomaisesti AR-
markkinointiviestintaa eika ole sellaisenaan riittdva palvelemaan tulevaisuuden markkinoin-
tiviestinnan laajaa kenttaa.

Eettiset huolenaiheet, jotka koskevat erityisesti kuluttajien yksityisyytta, henkilékohtaisia tie-
toja, todellisuuden vaaristymista seka fyysista ja henkista turvallisuutta, ovat opinnaytetyon
I6yddsten ytimessa. Lisatyn todellisuuden mahdolliset vaikutukset ovat viela osittain tunte-
mattomia, mutta toisaalta useita asianhaaroja voidaan jo maaritella ja ennakoida. AR-poh-
jainen markkinointiviestinta voi olla erittdin immersiivinen ja vakuuttava kokemus kuluttajalle,
jonka vuoksi markkinoijien tulisi kiinnittaa erityistd huomiota eettiseen toimintaan seka nou-
dattaa varovaisuutta, etteivat riko kuluttajien luottamusta.

Opinnaytety6 tuo esiin AR-markkinointiviestinnan ajankohtaisia eettisia huolenaiheita seka
vaittaa, ettd ICC:n olemassa oleva eettinen sdanndstd on pateva, mutta etta lisdsaantoja
tarvitaan kiireellisesti. Lisédksi markkinalle tarvitaan jokin sdanteleva taho, joka ymmartaa
kyseessa olevaa teknologiaa ja sen mahdollista sisaltéa.

Avainsanat lisatty todellisuus, AR, B2C markkinointiviestinta, eettiset saan-
not, eettiset huolenaiheet, markkinoinnin tulevaisuus
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Appendices

Appendix 1. Interview questions: Tom Wright, Head of Production and Technology at

Miltton Oy. Interview took place in Helsinki, Finland in September 2019, in a face-to-face
meeting.

Appendix 2. Online Survey. Survey took place online in September 2019.
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List of Terms and Abbreviations

”AR?” refers to Augmented Reality in short. It is a technological invention that combines
the real and digital (or virtual) world in to one real-time media experience through AR-

device.

“B2B” refers to business to business in marketing commutations. The term is used in
situations where a business aims to sell its products or services or ideas to another busi-

ness.

“B2C” refers to business to consumers in marketing communications. The term is used
in situations where a business aims to sell its products or services or ideas to the con-

sumers.

“Hardware” refers to the physical parts of a computer and related devices. In relation to
augmented reality, hardware refers to any physical AR gadgets such as AR glasses,

screens and lenses.

"HMD” refers to head-mounted display in short. It is a display device worn on the head
or as part of a helmet. It is the starting point and primary component of virtual reality and

augmented reality headsets.

“Software” refers to a set of instructions or programs instructing a computer or related
device on how to work. In relation to augmented reality, software refers to, for example,

AR applications.

“Traditional marketing communications” refers to marketing communications per-

formed on platforms such as social media, television, radio, billboards and magazines.

“User”, “End User”, and “Consumer” refers to the people that consume marketing
communications willingly or unwillingly, and who use the devices to view marketing com-

munications or are in other ways involved in the use of AR related hardware or software.

”"VR” refers to Virtual Reality in short. It is a technological invention where a user is

immersed in a fully virtual world inside a VR headset.
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1 Introduction

This thesis was written out of my professional passion towards future media opportunities
and technologies and narrowed down to one specific related topic called ethics in aug-

mented reality based B2C marketing communications.

I’'m interested in how the ordinary people will experience the world and media through
augmented reality in the coming decades, and what opportunities it will create for B2C
marketing communications. It is clear that the digital world is evolving fast and technolo-
gies are developed quickly and constantly. My strong belief is that, sooner or later, we
will start to experience the world around us through a contact lens that supports aug-

mented reality technology and content.

Originally, | wanted to find out if ethical rules were necessary in augmented reality based
B2C marketing communications, but during my research | realised that this question was
quite irrelevant because ethical rules already exist for B2C marketing communications in
the more traditional media (e.g. on television, social media, out-of-home marketing and
print). Therefore, the same rules apply for augmented reality based B2C marketing com-
munications. However, there may be a need for additional ethical rules when it comes to

augmented reality.

Thus, the hypothesis of the thesis is that ethics are as necessary in augmented reality
based B2C marketing communications as they are in any B2C marketing communica-
tions, but it is possible that the existing rules do not cover all the questions raised by
augmented reality. Therefore, the research question of this thesis is whether additional
ethical rules are needed when B2C marketing communications are performed on aug-

mented reality platform.

The future prospects of augmented reality are fascinating and promising, but also some-
what frightening. BBC reported that augmented reality market could be worth $162 billion
by 2024 and as we speak, companies like Apple and Google are taking considerable
steps in developing the technology (McEvoy 2017). It is also said that augmented reality
would be a three-dimensional cousin of the Internet and is likely to travel a similar path
from novelty to over-hyped panacea and threat to massive utility and foundational infra-

structure (Suarez 2013, xv).
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Augmented reality applications and content are already available for the consumers
through smartphone applications even though the medium has not yet mainstreamed
due to its quality requirements as well as reach and cost of both device and content. A
number of B2C marketing communication activities have been successfully executed
through the platform on a global level and more and more of early adopters are taking

the step into this new way of communicating their messages to the consumers.

Blending real and virtual world is already here, and | believe it will continue to grow and
eventually take part in our everyday life. When this happens, the social trust and ethics
that bind societies will be tested even as our own capabilities are expanded by the use-

fulness of augmented reality (Suarez 2013, xvi).

2 Research Methods and Structure

In order to understand the new form of B2C marketing communications and the ethical
questions related to it, | will first have to define [and explain] the three key terms of the
thesis: augmented reality, B2C marketing communications and ethics. Furthermore, | will
discuss the existing Code of Advertising and Marketing Communications by the Interna-
tional Chamber of Commerce (ICC) that set the standards of ethical conduct for market-

ing communications.

After this, | will be able to explain how augmented reality can be used in B2C marketing
communications and then explore the actual research question “are additional ethical
rules needed in augmented reality based B2C marketing communications”. On the basis
of my visions and insights on the topic | will outline an idea of what the future of aug-
mented reality based marketing communication experience could be and what ethical
challenges it may pose to the marketers. The outlined idea will show that the research

question is truly relevant and even inevitable in the subject matter.

The thesis is based on existing research and articles, and the conclusion of the thesis is
supported by one expert interview and a survey. The thesis is based on empirical re-
search methods and the interview has been executed as qualitative focused interview
(Appendix 1) in October 2019 in a face-to-face meeting with Tom Wright, Head of Tech-
nology and Production at Miltton Oy.
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The survey was targeted for relevant professionals and ordinary consumers in order to
get a wider understanding of the prevalent opinion on the thesis question. This way it
was possible to gather more information and opinions in order to answer the research
question in depth as the available readings alone might not provide broad enough
knowledge on the matter as the topic is relatively new and not yet studied in a large

public scale.

The thesis excludes all ethical questions related to any other aspect of augmented reality
based marketing communications except for content and personalized content in B2C
marketing communications even though some findings may also apply to other aspects
of marketing communication strategies, market research and data analysis or other
measurements. Also, all aspects of the technology’s effects on an individual (physical or
mental) cannot be covered in this thesis due to the novelty of the subject and unknown
scope. This theme delimitation is done solely due to my expertise and interest base as
a Producer of B2C marketing communication content and not because the other subjects

or perspectives would be more or less important that the other.

Furthermore, | think that the ethical question has at least two different aspects; one that
especially concerns the developers of the technology and another that also concerns the
marketers. The developer related matters should discuss what the technology allows
marketers to do, and the marketer related matters should discuss the content than can
be created and consumed through the technology. That said, the marketers should still
be aware of the possibly unethical features that augmented reality technology may allow

for their marketing communication content.

The fact that there are in a way many sets of ethical levels makes it challenging to write
this thesis. There is the technology and data, and there is the content. Then there is the
consumer, passers-by and the environment. There are the cultures, values and religions
that differ globally and nationally. And the physical, mental and societal aspects should
not be forgotten. This immersive and persuasive way of marketing can affect the con-
sumers in many ways; therefore, there should be some level of national (Finland) and

international regulation for it.

Lastly, this thesis is merely focused on B2C (Business to Consumer) marketing commu-
nications rather than B2B (Business to Business) marketing communications as | find

the ethical questions more pressing and relevant for the first target group.
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3 Definitions of Key Terms

In this chapter | will break down the three most important terms for this thesis. Defining
augmented reality is vital as not all readers yet understand the concept of this new tech-
nology. Further, it is important to define B2C marketing communications as the term can
be confusing even within the field of profession, and lastly it is important to understand

what is meant by ethics in order to find the answer to the thesis research question.

3.1 Augmented Reality

Augmented Reality, also referred to as AR, is a technological invention that combines
the real and digital (or virtual) world into one real-time media experience. It is a variation
from another technological invention, Virtual Reality (VR), which completely immerses

the user inside a synthetic environment (Azuma, 1997, 2; Kipper & Rampolla 2013, 1).

Virtual reality and augmented reality have both come a long way since these high-end
technologies were invented over 50 years ago. The first version of VR technology was
invented in 1950s and the first version of AR technology in 1960s. The first AR prototypes
(Figure 1) were created by computer graphics pioneer lvan Sutherland and his students
at Harvard University and the University of Utah. The prototypes used a see-through

head-mounted display (HMD) to present 3D graphics. (Krevelen 2007, 2)

Figure 1. The world’s first head-mounted display in 1960’s (Krevelen 2007, 2).

VR and AR technologies have evolved quite in parallel, but VR technology has devel-
oped faster and got through to the market sooner because its technological standards

are not as high as in AR technology (Krevelen 2007, 2). AR has more significant hurdles
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to overcome than VR, including challenges in display technology and the real-time pro-
cessing and calibration of the real-world physical environment (Goldman Sachs 2016,
5).

Ronald T. Azuma, Doctor of Philosophy and pioneer of AR, explains that in VR experi-
ence, the user cannot see the real world around him or her while immersed inside the
VR headset. In an augmented reality experience, the user is able to see the real world
around him or her, with virtual objects superimposed upon, in interaction with or compo-
site with the real world. (Azuma, 1997, 2)

Technically in a true augmented reality experience three characteristics should always
be present: it combines real and virtual information, it is interactive in real time, and it

operates and is used in a 3D environment (Kipper & Rampolla 2013, 3).

Kipper and Rampolla (2013, 5) have created three category lists of the core components
and platforms that are needed for experiencing AR in both fixed and mobile environ-

ments. The lists are presented in Figure 2 below.

Hardware:

A computer or a mobile device

A monitor or display screen

A camera

Tracking and sensing systems (GPS, compass, accelerometer)

A network infrastructure

A marker: markers are physical objects or places where the real and virtual envi-
ronments are fused together. This is what the computer identifies as the place
where digital information is to be presented.

Software:

An application or program running locally
Web services

A content server

Platforms:

Personal computers with webcams

Kiosks, digital signage, and window displays
Smartphones and tablets

AR glasses and head-mounted displays

Figure 2. Hardware, software and platforms of AR experience (Kipper & Rampolla 2013, 5).
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To demonstrate the VR and AR user experience further, Figure 3 depicts the use of
virtual reality and gives a better understanding of what the experience means in compar-

ison to augmented reality experience, depicted in Figure 4, through a smartphone appli-

cation.

Figure 3. Demonstration of virtual reality (VR) experience with HTC Vive VR headset (Wikipedia
2019a).

Figure 4. Demonstration of augmented reality (AR) experience through a smartphone application
(Harris 2017).
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With the presented figures, it is easier to understand that virtual reality is the complete
immersion into a digital world either based on a real model or completely fabricated
model (Kipper & Rampolla 2013, 22). The technology is most familiar to the consumers
in the gaming industry but used more widely, for example, in flight simulations, medic

training, vehicle simulations and other industrial fields.

Unlike virtual reality, augmented reality is meant to supplement the reality, rather than
completely replace it (Azuma, 1997, 2; Kipper & Rampolla 2013, 1). Kipper and Rampolla
(2013, 22) explain that augmented reality is a blending of the digital information within a
real-world environment and that it allows the user to see both, the real world and the

virtual objects in the same space. They suggest that AR could be thought of as the “mid-

dle-ground” between the completely synthetic and completely real (Kipper & Rampolla
2013, 1). Azuma (1997, 2) states that ideally, it would appear to the user that the virtual
and real objects coexisted in the same multidimensional space, similar to the effects
achieved in the film “Who Framed Roger Rabbit?” made in 1988 (Figure 5).

Figure 5. Image capture from the “Who Framed Roger Rabbit?” movie from 1988. Photo: Amblin
Entertainment. (Phipps 2019).
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Well-known examples of the AR world in the consumer market include, for example, the
Pokémon Go -game and Instagram Stories filters in the Instagram -social media platform.

In these examples animated digital elements are displayed over the environment viewed

through smartphone camera lens in real time as depicted in Figure 6 and 7.

Figure 6. Pokémon Go -game in the player mode experienced through a smartphone camera lens
(Informatics 2016).

Figure 7. Examples of Instagram Stories real-time filters through a smartphone camera lens (In-
stagram Info Center 2017).

The best way to truly understand what augmented reality is, is to experience it by oneself.
Casually said, AR could be described as a lens through which one can look at his or her
surrounding world or environment, and through which he or she sees digital elements

glued over the reality.
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Utilizing AR technology in B2C marketing communication offers more potential than VR
technology, because AR enables better social interaction. The need for augmented re-
ality content will increase as the technology evolves, whereby understanding AR-based

B2C marketing communication content production is a potential growth-oriented skill.

3.2 B2C Marketing Communications

In order to understand where and how augmented reality based content could be used
and how it would affect ethical questions it is necessary to define what the word B2C

marketing communications means in brief.

It is easy to define that B2C stands for Business to Consumers which means all market-
ing communications that are directed to consumers, the ordinary people, rather than to
other companies and businesses. However, it appears that the term marketing commu-
nications is slightly more challenging to define and understand as there are different
takes on it and the borders of marketing, marketing communications and communica-

tions are overlapping or changeable.

With my best judgement of the gathered information, marketing communication can be
defined as the methodologies and tactics adopted by the companies to convey mes-
sages about their products, services and the brand they sell, either directly or indirectly
to the customers with the intention to persuade them to purchase a product or service
(Bhasin 2018).

In other words, marketing communication is a fundamental and complex part of a com-
pany’s marketing efforts and it is the company’s ultimate attempt to inform, convince and
remind customers about the products, services or brands they want to sell (Communica-
tion Centers 2019).

Marketing communication is activated through all the different media that company
adopts to exchange the information about their products and services (Business Jargon
2019). Simply said, marketing communications can be described as all the messages
and media a company deploys to communicate with the customers (MaRS 2019). The
messages can be delivered, for example, through different media such as television,
radio, printed materials and online. In the future and once evolved to such point, aug-

mented reality could be considered as a media of its own.
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3.3 Ethics

To give ethics its attribution in its simplest form, | want to present it according to two
simple sources. The first definition shall be Wikipedia's definition of ethics, according to
which ethics is a field of study that seeks to resolve questions of human morality by
defining concepts such as good and evil, right and wrong, virtue and vice, justice and
crime (Wikipedia 2019b).

The second source is the definition of a Jyvaskyla University of Applied Science’s study
material website: “Ethics mean a reflective view of right and wrong” (Hopia 2019). Ethics,
at its simplest, is a field of study that explores whether the subject, topic or question

being studied is good or bad, or right or wrong.

As a field of study, ethics have different ethical tendencies. The normative ethical theo-
ries presented in Figure 8 are related to marketing communication ethics and often dis-
cussed in the marketing ethics research and articles. Normative ethics include subcate-
gories such as deontological, teleological and virtue ethics (Hunt & Vitell 1986, 6; Chonko
2012). Hunt and Vitell (1986, 7) explain that marketers engage in both deontological and

teleological evaluations in determining their ethical judgements and behaviors.

Normative
Ethics
I ‘ |
Deontological Teleological . .
Ethics Ethics Virtue Ethics

Figure 8. Tendencies of normative ethics (Hunt & Vitell 1986, 6; Chonko 2012).

According to Hunt and Vitell “the deontological theories focus on the specific actions or
behaviors of an individual, whereas teleological theories focus on the consequences of
the actions or behaviors”. They explain that “the key issue in deontological theories is

the inherent righteousness of a behavior, whereas the key issue in teleological theories
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is the amount of good or bad embodied in the consequences of the behaviors”. (Hunt &
Vitell 1986, 6). The virtue ethics, on the other hand, judge a person by his or her character

rather than by an action that may deviate from his or her normal behavior (Chonko 2012).

Utilitarianism is a subcategory of teleological ethics that is often favored within the field
of marketing ethics. Hunt and Vitell (1986, 7) explain that utilitarianism “holds that an act
is right only if it produces for all people a greater balance of good consequences over
bad consequences that other available alternatives as, for example, ‘the greatest good

for the greatest number’”.

When evaluating ethical actions, it should be taken into account that ethical questions
and answers can be influenced by the background of the person who is evaluating or
interpreting the issue. This makes it difficult in practice to interpret marketing ethics from
the point of view of all, the marketer, the consumer and regulators. According to Wikipe-
dia, "ethics are linked to other cogitations in that sense that the answers to ethical ques-
tions often depend on the answers in the concept of reality and other aspects of thinking"
(Wikipedia 2019c).

Ethics cover dilemmas such as how to live a good life, rights and responsibilities, the
language of right and wrong, and moral decisions (BBC 2014). As Bycel puts it, ethics
are a series of beliefs and principles held by a person or group about how to determine
which human interactions they believe are right or wrong. He explains that these core
beliefs are often interconnected and overlap with other value systems, religious views,

legal systems, philosophies, social conventions and moral codes. (Bycel 2013).

Bycel also states that the word “law” does not belong in the definition of ethics as written
laws, though they reflect societal values, they are not ethical standards. He explains that
abiding by the law may keep a person from going to jail, but it does not necessarily follow
that the behavior is ethical. (Bycel 2013). The International Chamber of Commerce (ICC)
distinguish the ethics and law similarly in its Code of Advertising and Marketing Commu-

nications presented more thoroughly in the next chapter (ICC 2018, 3).
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4 Ethics in Marketing Communications

Ethics and marketing communications are often discussed together, especially in areas
of fierce competition, where one has to stand out clearly or be left behind (Kivipera 2014,
1). Marketers may be mistaken into breaking ethical boundaries in their search of in-

creasingly noteworthy ways of reaching the consumer and staying in their mind.

Marketing communications should always be ethical and regulated because the compe-
tition can be so fierce that marketers' efforts can be aggressive and dubious or mislead-

ing, which can harm the consumer (Kivipera 2014, 1).

The ICC Framework for marketing, the ICC Advertising and Marketing Communications
Code, is meant to set standards of ethical conduct and hence cannot reflect specific legal
requirements, nor is it intended as an instrument of law enforcement but rather a mark
of professional diligence. ICC states that the fact that “a communication is legal does not
necessarily mean it is also ethically acceptable or appropriate”. The intention of the code
is to primarily work as an instrument of self-regulation for marketing communications
around the globe. (ICC 2018, 3)

The code highlights that marketers are urged to assess legal situations regarding where
they target their marketing communications, and to familiarize themselves with the rules
and regulations of the various relevant jurisdictions. The ICC codes are supposed to
enhance harmonization and coherence, yet they should be flexible enough to accommo-

date variations in culture and societal rules and norms. (ICC 2018, 5)

4.1 Regulating Bodies and The Code of Ethical Conduct

The ethics and legality of marketing communications in Finland are regulated by the Fin-
land Chamber of Commerce and The Council of Ethics in Advertising. The Council func-
tions in relation to the Finland Chamber of Commerce and issues statements on whether
an advertisement or advertising practice is ethically acceptable. It deals with issues like
discrimination, decency and social responsibility, but is not empowered to give state-
ments regarding misleading advertisements or comparative advertising, which is dealt
by The Board of Business Practice. The Council’s main purpose is to deal with requests
from consumers and with issues that are deemed to have public significance. (Finland
Chamber of Commerce 2019a; 2019b)

metropolia.fi/en WMEtl’OpOIia

University of Applied Sciences



16

The Council follows the International Chamber of Commerce (ICC) Framework for mar-
keting, the ICC Advertising and Marketing Communications Code, that aims to provide
insightful guidance on marketing and advertising. ICC has been the major rule-setter in
marketing and advertising since 1937 when it issued its first ICC Code on Advertising
Practice. (ICC 2018, i)

The code has served as the inspiration of self-regulatory codes and building block for
self-regulatory structures around the world. It has built trust with consumers by assuring
them of advertising that is honest, legal, decent and truthful. It is also providing ethical
guidelines that create a level playing fields and minimize the need for legislative or reg-
ulatory restrictions. (ICC 2018, i)

ICC informs that the marketing code functions within the framework of local, national or
regional legislation, supplementing regulation in a complementary manner. Figure 9 de-
picts where self-regulation frameworks are either based on the ICC marketing code, na-

tional codes or remain non-existent (“No SR”). (ICC 2019)

Figure 9. ICC Marketing Code around the world (ICC 2019a).

The dark blue areas of the Figure 9 map present the countries that have national codes
based on, or updated to, ICC code. Green areas present the countries with self-regula-
tion based on national codes, and light blue the countries that have self-regulation in
development based on the ICC code. Lastly, gray areas are presenting the countries that

have no self-regulation framework in place. (ICC 2019a)
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4.2 ICC Advertising and Marketing Communications Code

As the purpose of this thesis was to determine if additional ethical rules would be needed
for AR-based B2C marketing communications, it is important to understand the existing
ethical rules that set the base. The basic principle of the ICC Advertising and Marketing
Communications Code is that all marketing communication should be legal, decent, hon-
est and truthful. The basic principle is followed by 25 other articles that define the ele-
ments of the ethical conduct in the code’s section of General Provisions and Definitions.
The articles are presented in Table 1 in short, and the articles can be studied more in

detail from the actual code by ICC.

Table 1. Articles of the General Provisions and Definitions of the ICC Advertising and Mar-
keting Communications Code (ICC 2018, 9-17).

Article No. | Principle In relation to:

1 Basic Principles | Legality, decency, honesty and truthfulness, sense of
social and professional responsibility, principles of fair
competition in business, impairment of public confi-
dence in marketing.

2 Social Respon- | Respect of human dignity, discrimination, exploitation
sibility of fear misfortune or suffering, condone or incite of vio-
lent, unlawful or anti-social behavior, and superstition.

3 Decency Offends of standards of decency currently prevailing in
the country and culture concerned.

4 Honesty Abuse of trust of consumers or exploitation of their lack
of experience or knowledge.

5 Truthfulness Misleading of the consumer.
6 Substantiation Descriptions, claims or illustrations relating to verifiable
facts.
7 Identification Marketing communications should be clearly distin-
and transpar- guishable regardless of the form or medium used and
ency the true commercial purpose of marketing communica-

tions should be transparent.

8 Identity of the Transparency of marketer’s identity and reachability.
marketer
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9 Use of tech- Misuse of technical data or statistics, and false use of
nical/scientific scientific terminology or vocabulary.
data and termi-
nology

10 Use of "Free” The restricted use of the words in marketing communi-
and "Guarantee” | cations.

11 Comparison Misleading comparisons and comply of fair competition

in business.

12 Denigration Denigration of any person or group of persons, firm, or-
ganization, industrial or commercial activity, profession
or product, or the seek of bringing it or them into public
contempt or ridicule.

13 Testimonials Authenticity, veracity, and relevancy of testimonials,
endorsements or supportive documentations.

14 Portrayal or imi- | The portrayal or referring to any persons in private and
tation of persons | public capacity without prior permission, and the depic-
and references tion or referring to any person’s property in a way likely
to personal to convey the impression of a personal endorsement of
property the product or organization involved.

15 Exploitation of Unijustifiable use of name, initials, logo and/or trade-
goodwill marks of another firm, company or institution, or any

undue advantage of another firms’, individual’s or insti-
tution’s goodwill in its name, brands or other intellec-
tual property.

16 Imitation Imitation of another marketer in any way likely to mis-
lead or confuse consumer.

17 Safety and Visual portrayal or any description of potentially dan-

health gerous practices, or situations which show a disregard
for safety and health, as defined by local national
standards.

18 Children and Marketing communication directed to or featuring chil-
teens dren or teens, including subcategories such as inexpe-

rience and credulity of children, avoidance of harm,
and social values.

19 Data protection | Collection of personal data from individuals, respect
and privacy and protection of their privacy by complying with rele-

vant rules and regulations. Including subcategories of
collection of data and notice, use of data, security of

18
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processing, children’s personal data, privacy policy,
rights of consumer, and cross-border transactions.

20 Transparency Cost of sending a message or communicating with the
on cost of com- | marketer for the consumer.
munication

21 Unsolicited Practice of sending unsolicited products to consumers
products and who are then asked for payment.
undisclosed
costs

22 Environmental Condone or encouragement for actions which contra-
behavior vene the law, self-regulatory codes or generally ac-

ceptable standards of environmental responsible be-
havior.

23 Responsibility Overall all responsibility for the marketing communica-
tion of the marketer’s products and marketer’s and the
whole eco-system’s responsibility to observe the code,
including individuals employed by such companies.

24 Effect of subse- | Subsequent correction and/or appropriate redress for a

quent redress contravention of the code.
for contraven-
tion

25 Implementation | National and international adaptation and implementa-
tion of the code and its principles.

26 Respect for self- | The eco-system of marketing communications should
regulatory deci- | not be party to the publication or distribution of an ad-
sions vertisement or other marketing communication which

has been found unacceptable by the self-regulatory
body.

19

The General Provisions and Definitions of the code are followed by detailed chapters on

Sales promotion (chapter A), Sponsorship (chapter B), Direct Marketing and Digital Mar-

keting Communications (chapter C), and Environmental claims in Marketing Communi-

cations (chapter D) (ICC 2018, 20-47). These chapters explain more in detail the ethical

conduct related to the specific matters.

In addition to the ICC code, the Finnish Counsel of Ethics states that an advertisement

is unethical if a) a woman or a man is used as an eye catcher or sex object, and is used
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in a degrading way, b) a woman or a man is used as sex object or as an eye-catcher
while having nothing to do with the product or service being advertised; or c) the adver-
tisement contains sexual references or promises that have nothing to do with the product
being advertised. Advertising is also considered unethical if it alleges or implies that the
position of opposite sex is socially, economically or culturally less valuable than the other.
Or, if the advertisement maintains a stereotypical role image of what is typical or char-
acteristic for women or men or their personalities or work. Advertising is not unethical
simply for portraying people scantily dressed or naked, if they are not depicted in a de-

grading or belittling manner. (Finland Chamber of Commerce 2019a)

4.3 Relevancy of the ICC Code for Augmented Reality

In 2018, ICC updated its Advertising and Marketing Communications Code as new prac-
tices and technologies had evolved. The code was revised, and its scope was extended
to assure its usefulness and relevance to match the changes in behavior resulting from
the ongoing digital revolution and sets a gold standard for modern rulemaking. (ICC
2018, i)

The 10" revision of the code required significant changes because of the rapid evolution
of technology and technologically enhanced marketing communications and techniques.
ICC states that “producing responsible marketing communications that are trusted in a
digital world has never been more important for companies in preserving their ‘license to

operate”. The revision addresses both the code’s usability and its applicability to tech-

nology enhanced marketing communications and techniques. (ICC 2018, 2)

| reached out to ICC in October 2019 to query if augmented reality was already taken
into consideration in the 10™ revision of the code or if it was still an issue to be defined
in the future. The response stated that the code is not addressing AR specifically but that
the area could be covered more generally by some of the following principles in the Code
Article 9, 10, 18 and 23, as well as C1, C2, C7, C8, C9, C20, and C22. The responding
ICC representative also mentioned that they have not yet discussed whether any more
specific guidance will be developed on AR but that it could be a topic for future discus-
sion. (ICC 2019b)
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The code itself states that the 10" revision includes the application to all media and plat-
forms including social media, mobile, virtual and marketing communications using artifi-
cial intelligence (Al). The code also mentions digital interactive media in its chapter of
interpretation, which could include augmented reality. The digital interactive media is
defined as “the full range of media, platforms and tacking technologies, including mobile,
video, addressable TV, social media, Internet of Things (loT), wearables, and cross-de-

vice tracking, and associated algorithms”. (ICC 2018, 2, 5)

It could be assumed that augmented reality touches the base with the sectors of mobile,
virtual, Al and digital interactive media, but as ICC itself stated in its response to the
query, AR is not specifically considered in this revision and does not cover all aspects of
AR-based marketing communications. The code states that marketing communications
which are acceptable for one medium may not necessarily be acceptable for another,
and therefore communications should be judged by their likely impact on the reasonable
consumer, having regards to the characteristics of the targeted group and the medium
used. (ICC 2019b; ICC 2018, 2, 5)

According to the code, “marketing communications should be assessed having regard
to the knowledge, experience and discriminatory ability of the typical consumer to whom
it is directed, as well as social, cultural and linguistic factors”. According to ICC, for ex-
ample, when judging communications addressed to children, their natural credulity and
inexperience should always be taken into account. ICC argues that consumers in general
are assumed to have a reasonable degree of experience, knowledge and sound judg-
ment, and to be reasonably observant and prudent. (ICC 2018, 5). However, in AR-based
marketing communications the argument could be disputed to some extent, purely due

to the novelty of the technology and the possible changes in people’s perception of real-

ity.

The ICC code is constructed as an integrated system of ethical rules, where General
Provisions and Definitions apply without exception to all marketing communications. In
addition, there is a set of more detailed codes that concern a specific field of marketing
communications. Such cases are, for example, ICC Framework for Responsible Market-
ing Communication of Alcohol, ICC Framework for Responsible Environmental Market-
ing Communication, and ICC International Code of Direct Selling. However, augmented
reality has not yet got a framework of its own, though it could, and it should have it in the
future. (ICC 2019b; ICC 2018, 4)
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The code is without a doubt relevant in AR-based B2C marketing communications and
at its extensive definitions it gives room for both application and interpretation, possibly
in both good and bad. Even though the 10" edition claims to cover all marketing com-
munication in broad sense, regardless of form, format or medium (ICC 2018, 4), its full
relevancy in the yet so new and unknown field of AR can be disputed. The code does
not go into detail with the ethical concerns related specifically to augmented reality, and
therefore a separate additional code should be created for the use of AR-based market-

ing communications that can be read in conjunction with the other related codes.

Rauschnabel claims that the cognitive and emotional impact of AR is frequently stronger
than similar exposure to, for example, traditional TV advertising or web-browsing, which
also argues for the importance of including AR in the ethical code of conduct (Rauschna-
bel et al. 2019).

5 Augmented Reality Experience

The AR technology is growing and gaining ground as few brave marketers have taken

the step into the new way of communicating their messages to consumers.

Kipper and Rampolla wrote already in 2013 that more and more brands were leveraging
the ubiquity of the mobile phone to begin integrating augmented reality within their cam-
paigns. They mentioned that companies such as Nissan, Toyota, BMW, and Mini were
using magazine advertisements and AR to give the viewer a full 3D view of the car being
advertised. Lego stores used AR to provide kids an animated version of the completed
Lego set inside a box and the movie industry had also taken advantage of augmented
reality to promote movies such as Transformers, Iron Man, and Star Trek. (Kipper &
Rampolla 2013, 14)

Some of the consumers might be using AR technology without actually knowing it since,
for example, Snapchat, Facebook and Instagram provide their users with filters that are
considered augmented reality. In Instagram Stories the user can make videos and take

pictures with digital elements attached over reality or over their own face.

This chapter will discuss the technology available at the consumer market today and give

some examples of the existing marketing communication content and campaigns.
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5.1 Technology in the Consumer Market

Augmented reality in the consumer market today is most commonly experienced through
a smartphone and its AR applications. This is because most people already have a
smartphone and the other available AR gadgets, for example, AR glasses, are expensive
and therefore most likely out of the question for many. The prices for AR glasses on
market vary between $499 and $2750 (Noble 2019). The technology has the challenge
of convincing the world that the value proposition is high enough to add another device
to the current slate of offerings in desktops, notebooks, tablets, and smartphones (Gold-
man Sachs 2016, 10). However, recent developments suggest that in the future aug-
mented reality will be similarly indispensable to consumption as smartphones and other

mobile technologies are now (Rauschnabel et al. 2019).

Some examples of the hardware players in the field of AR are Microsoft with its HoloLens,
Google with its Glass Enterprise, and Magic Leap with its Magic Leap One (Figure 10)
(Goldman Sachs 2016, 10). Microsoft HoloLens is an AR headset with transparent
lenses that uses a set of sensors and highly developed optics to add AR content to the

environment. With this set the consumers could, for example, watch Netflix on the wall

of their room or have a virtual pet walking around their apartment. (Onirix 2019).

Figure 10. The three different AR-hardware; Microsoft HoloLens 2 (Rogers 2019), Magic Leap
One (Dingman 2019) and Google Glass Enterprise Edition 2 with safety frames by
Smith Optics (Google 2019).

The Magic Leap One AR headset is aimed at bringing the user’s online life into the phys-
ical world and is powered by a small computer called “Lightpack” that can be attached to
the user’s belt of pocket (Onirix 2019). Google has been able to develop a lightweight
wearable computer with a transparent display for hands-free work where the user is pro-
vided with glanceable, voice-activated assistance and the headset is designed to be

worn all day (Google 2019).
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Virtual screens have also been used in out-of-home advertising and in shopping center
installations. In 2011, National Geographic launched a campaign in a shopping mall in
Hungary. An augmented reality setup and screen allowed the shoppers to see them-
selves interacting with different wild animals, dolphins, dinosaurs and astronauts (Gai-
oshko 2014). In 2014, Pepsi installed AR technology in a London bus shelter where con-
sumers could see a lion, UFOs, flying saucers, and other objects appear through the
glass in the real world (Forsey 2019). These mediums are great for the early AR cam-

paigns but are not yet as immersive and interactive as the campaigns experienced

through AR glasses or contact lenses will be.

Figure 11. UFOs appearing on an AR screen in the Pepsi AR campaign on a London bus shelter
in 2014 (Kastrenakes 2014).

Even though AR glasses and contact lenses are not yet mainstream available on the
consumer market, AR-based media pieces can be produced for individual personal view-
ing with the content viewed through smartphone applications (software). There are plenty
of AR applications that run for a certain purpose, as in specifically created by and for a
brand communicating their messages to the consumer, or games and entertainment spe-

cifically for one content.
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Apple claims to have the world’s largest augmented-reality-enabled platform, and thou-
sands of ARKIit enabled applications in the App Store. They have also developed three
AR-based technologies that support the creation of AR content; ARKIit 3, RealityKit and
Reality Composer. Craig Federighi, Apple’s senior vice president of software engineer-
ing, introduced the features in the Worldwide Developers Conference in 2019. (Dormehl
2019; Motley Fool Transcribers 2019)

ARKit 3 uses on-device, real-time machine learning to recognize the human form and
integrates peoples seamlessly into AR experiences. It recognizes real people are pre-
sent in the video stream coming in from the device’s camera in real time and allows
digital objects to appear in front and behind the live people, which increases the immer-
sion factor. (Dormehl 2019)

RealityKit is a new developer framework that makes it possible to implement high-per-
formance 3D simulation and rendering in AR applications. And Reality Composer makes
it easier to create AR content for people with limited or no 3D experience. (Dormehl 2019;

Motley Fool Transcribers 2019)

Facebook has its own AR Studio Spark AR that lets anyone build and share effects on
Instagram (Tech@Facebook 2019). It also allows the users to digitally try on items they
can purchase through Instagram and they have launched a pilot where the user is able
to check out eyewear from Ray-Ban and Warby Parker or can test cosmetics from MAC
and NARS (Bonifacic 2019).

Finland has also taken steps in the augmented reality software development as a Finnish
company Robust North Ltd developed and published an AR application Arilyn in 2014.
The application functions as a viewing platform (Figure 12) but it also has its own Arilyn
Manager -feature that allows users to create their own AR content (Arilyn 2019). In 2019,
the application was on the top 4 application on Apple App Store in Finland and got also
to the top 10 list in Google Play -store. Overall, the application was downloaded 200 000
times in 2019, of which 80 percent was from Finland. (Lehto 2019). The application pro-
vides marketers with the needed platform to create and view augmented reality content.
More often than not, the application requires a print code that activates the AR piece

through the application by scanning it.
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Figure 12. AR content viewed through the Arilyn AR application (Innovestor 2019).

A centralized AR platform for all media and marketing communication content would
seem like the future. It would make it simpler and more intuitive for consumers to use
since they would not need to download a different application for the viewing of each AR
content piece, and it would also be more useful and effective for marketers, as they would

not need to advertise the applications to be downloaded in order to view the content.

5.2 Content in the Consumer Market

Augmented reality is an immersive way of marketing, which means that it helps market-
ers to create an emotional connection with customers. AR advertisements can be inter-
active and lifelike which means consumers can see and interact with them. The interac-
tion creates an emotional connection and encourages them to make purchases. Emo-

tional connection is also a great tool for increasing brand awareness. (Bryksin 2019)

Such strategy was used in the Arctic Home Campaign by Coca-Cola and the World Wide
Fund (WWF). The campaign was executed as an augmented reality event at the Science
Museum in London and aimed at the protection of polar bears and their natural habitat.
In the event the visitors could see themselves interacting with virtual animals in their
natural environment through AR screen. The campaign helped Coca-Cola to create a

deep emotional connection between the consumer and the brand. (Bryksin 2019)

Even though AR campaigns have not become common yet, some early adopters have

started using the technology. In addition to the Coca-Cola campaign, other great global
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examples of brands using AR for their marketing communications are IKEA with its fur-
niture replacement AR application, Pepsi with its AR bus shelter campaign, Toys"R”Us
with its in-store AR Easter egg hunt, and Lacoste with its AR application for trying differ-
ent shoe designs (Bryksin 2019). An effective sales results was shown by Nike in 2018,

when they published the “Kyria 4 ‘red carpet” -campaign through Facebook Messenger’s
beta AR run and sold out of their shoes on the platform in less than an hour (Salpini

2018).

In Finland, there are two examples of well-noticed AR campaigns; Aamu the cat -cam-
paign by Arla and the Panda Easter egg -campaign by Panda. Arla is a global dairy
company that published an AR campaign in 2017 where an interactive cat called Aamu
jumps off to the table from a milk can (Figure 13) to play with the user and eventually
learns to “moo” like a cow (Rinne 2017). The campaign was considered successful with
an average 3-minute run time and 11 visits by one user, and the company’s Head of
Digital, Tomi Sirén, stated that it would had required a lot more investment in TV-adver-
tising to hit the same results (Perttula 2018). With good results from the 2017 campaign,
Arla went through with another Aamu-cat campaign in 2018, where consumers got to
play football with the AR-cat (Arla 2018).

Panda, established in 1921, is the second largest candy manufacturer in Finland (Orkla
2019). In 2019, Panda came out with an Easter campaign where kids could find, along
a traditional toy, a small piece of paper with an AR marker that triggered a virtual Panda
to appear on the table as depicted in Figure 13. The campaign was well received and
viewed over 150 000 times (Lehto 2019).

Figure 13. Arla’s Aamu the cat -campaign (on left) (Rinne 2017) and Panda’s Easter egg -cam-
paign (on right) (Lehto 2019), both visible through the Arilyn AR application on a
smartphone.
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6 Future Visions in the Consumer Market

When AR mainstreams, it will considerably shape the world and media we now under-
stand. So far in the market, AR can be experienced and utilized mainly through
smartphones or tablets, but in the future, it can hypothetically be imagined to be a phys-

ical element to be incorporated into the human eye, possibly as a contact lens.

Once mainstreamed and affordably available in the consumer market, AR technology
will offer an enormous amount of opportunities for different medias and for marketers as
the whole world can be re-illustrated, colored, brought to movement and filled with mes-
sages. The demand for content will grow as the technology evolves and becomes more

and more common among the consumers.

6.1 Market Projections

The market projections are more often than not discussed in inclusion of both AR and
VR market projections. Therefore, the numbers presented in this chapter should be read
in the proposed connection and the outcomes should be read in correlation to the point
that the market’s growth is predicted to be notable. Only one statistic of AR projections
(Figure 14) was found, presenting the current value of the market standing at $5.91bn in
2018, and forecasting a $198bn market by 2025 (Statista 2019).

198.17

> 100

3.48

Figure 14. Augmented reality market size worldwide in 2017, 2018 and 2025 (in billion U.S.
dollars) (Statista 2019).
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More specifically, Goldman Sachs published a report in 2016 that examine what the mar-
ket of VR and AR could become. According to the report, AR and VR have the potential
to become the next large computing platform. The report explains that AR and VR drive
a trend towards the adoption of head-mounted-devices (HMDs) as a new computing form
factor. Goldman Sachs believe that as the technology advances, price points decline,
and an entire new marketplace of applications hit the market, VR and AR have the po-

tential to spawn a multibillion-dollar industry. (Goldman Sachs 2016, 4)

According to a report by We Are Social, there are almost 3.8 billion active internet users
globally and the worldwide spending on digital advertisement is expected to reach
$335bn by 2020 (Bryksin 2019). A report published by eMarketer mentions that a recent
forecast for global AR advertising revenues are anticipated to jump from $428 million in
2018 to $2.5 billion by 2022 (Petrock 2018). Vibrant Media wrote in 2017 that their re-
search team found that nearly seven out of ten (67 percent) media planners and buyers
want more AR and VR advertisements incorporated into digital marketing campaigns
(Vibrant Media 2017). And in 2017, Tomi Ahonen, a thought leader in the tech space,
forecasted that AR would have one billion consumers using it in five years (Appearition
2017).

The Goldman Sachs report presents three scenarios for the market uptake over the next
decade. In the base case, they estimate $80bn ($45bn in hardware, $35bn in software)
in revenue by 2025 and assume that HMDs gain popularity as technology improves, but
adoption is limited by mobility and battery life. The “accelerated uptake” scenario predicts
a $182bn ($110bn in hardware, $72bn in software) market, where AR and VR technolo-
gies evolve from a niche device to a broader computing platform. In the “delayed uptake”
they predict $23bn ($15bn in hardware, $8 bn in software) market and assume VR and
AR see challenges in latency, display, safety and privacy, and the technology is used

primarily for videogames. (Goldman Sachs 2016, 4)

In Goldman Sachs predictions 60% of the software revenue in 2025 is driven by con-
sumers and 25% ($9bn) is for AR when 75% for VR (Goldman Sachs 2016, 4, 17). These
predictions of the market give a great image of the scale of the matter discussed in this
thesis. The numbers predicted show that the market is large, and money moves within
it, which means there will be competition which again means that ethical rules need to

take place to guide the actions taken.
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Goldman Sachs view that the user experience, technology constraints, the development
of content and applications, and price are the key hurdles to adoption of the technology
in the consumer market. They believe that the user experience will be the most important
factor and expect technology advancements to reduce cyber sickness and increase mo-
bility, expanding the use cases and pervasiveness of VR and AR. (Goldman Sachs 2016,
4)

The value proposition of the technology and content needs to be high enough for the
consumer to adopt it. At the moment there is not enough content for the consumer to
consume and the usage of it is not easy enough. Goldman Sachs explains the current
situation as a chicken-and-egg issue where content and application developers are cau-
tious to make investments in VR and AR without an installed base, while at the same
time, consumers and enterprises are hesitant to buy VR and AR hardware without strong

supply of content and applications. (Goldman Sachs 2016, 5)

In order to see a wider adoption, price points need to decline. This is not impossible, as
Goldman Sachs express in its report that they believe that VR and AR HMDs could ex-
perience similar cost reduction curves as seen on PCs and smartphones, with prices
falling 5-10% annually. (Goldman Sachs 2016, 5)

If AR technology becomes as lightweight as a set of glasses, there is potential for the
evolution to be similar where multiple devices are combined into one, potentially replac-
ing phones and PC environments. The Goldman Sachs research indicates that AR tech-
nology still needs to mature, especially in display technology and the real-time pro-

cessing and calibration of real-world physical environment. (Goldman Sachs 2016, 5, 17)

6.2 Hypothetical Future of Content Experience

As consumers will operate in a reality that is consistently enriched with virtual content,
marketers will need to find ways to integrate the new realities into their marketing strat-

egies (Rauschnabel et al. 2019).

In May 2016 a filmmaker, Keiichi Matsuda, published a six-minute short film Hyper-Re-
ality on YouTube (Matsuda 2016). The film describes a person's daily activity from his or
her own perspective in the world of augmented reality. The audience can see an envi-

ronment saturated with computer graphics and other digital content through the film'’s

metropolia.fi/en WMEtl’OpOIia

University of Applied Sciences



31

protagonist’s eyes as depicted in Figure 15 and 16. The film is a Director’s interpretation

of the possible future AR-world, but it is based on real technology and it is a great demon-

stration of the possible future.
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Figure 15. Image capture of the short film Hyper-Reality presenting the world of AR on a busy
street (Matsuda 2016).
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Figure 16. Image capture of the short film Hyper-Reality presenting the world of AR in a super-
market environment (Matsuda 2016).
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Another interesting interpretation of the future AR-world is an insightful short film called
Strange Beasts (2017) written, directed and produced by Magali Barbé. The film explores
augmented reality through an AR game that allows people to create and grow their own
virtual pets. The sci-fi short film questions how far a game like this can go and presents
the idea so well it has been acknowledged widely as depicted in Figure 17 (Barbé 2017).

The short film is so well and smartly made that in the beginning of the film it could be

mistaken for a real-life games advert or a marketing communication video.

Figure 17. Image capture from the Strange Beasts short film presenting the nominations of the
film (Barbé 2017).

The film begins with a young man, Victor Weber, introducing himself and his game
“Strange Beasts”, an augmented reality game that sits somewhere between Pokémon
Go and the classic Tamagotchi. As the story moves forward, Weber presents how the
game works; users can create, customize, and grow their own pets, and can interact with
them on a daily basis as they would with a real pet. He also tells the viewers that his
augmented reality is achieved through “nano retina technology” and shows the technol-

ogy in his eye as depicted in Figure 18 (Barbé 2017; Townsend 2017).
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Figure 18. Image captures from the short film “Strange Beasts” presenting the “nano retina
technology” in the protagonist eyes (Barbé 2017).

After the introduction scenes, the viewer can see Weber playing with his pet beast Wal-
ter, and his “little girl” Anna is introduced with her own pet beast, Blooby (Townsend
2017). Scenes are presented from both Weber’s point of view through the AR lens in his
eye, but also from the third-person perspective, where it looks like Weber is talking to

thin air while interacting with his pet.

In the final scene of the short film we see from Weber’s perspective that Anna is hungry.
We see Weber call Anna over for a snack from third-person perspective and unexpect-
edly realize that Anna, just like the pet, is an AR creation and part of the game (Figure
19). (Townsend 2017). As we see Weber alone, talking to his imaginative family in the
very last shot (Figure 20), a concern is raised about our future with AR, even if at the

same time it creates such excitement for the future possibilities.
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Figure 19. Image capture from the short film Strange Beasts presenting protagonist’'s view
through the AR lens with his pet beasts and his “little girl” Anna (Barbé 2017).
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Figure 20. Image capture from the short film Strange Beasts presenting a moment from a third-
person perspective without AR experience with the film protagonist talking to his “lit-
tle girl” Anna (Barbé 2017).

As the examples depict, there will be a future where phones are no longer used, and the
use of two-dimensional screens of any type will be rare. In the examples AR is experi-
enced directly through the eye or a contact lens, and AR can be considered the new
media or even the new Internet infrastructure. When AR becomes such an intertwined
feature of our lives it is important to protect everyone from unethical behavior and activ-

ities.

Wassom suggests that when AR becomes reliable enough, most social interaction and
consumer experiences will have an augmented digital component to them and marketing
messages will become digital-only, including the now physical billboards and signs. Was-
som argues that once AR has reached its maturity (in the far future), the ability to interact
in the manner that AR will allow, will have shaped our societal norms and ethics to a
degree that is difficult to foresee. Our society might be something that people today

would not recognize or be comfortable in. (Wassom 2015, 38-39)

The basic elements of Internet will become the basic elements of AR and the values and
practices of Internet will spread across the board. The new media form integrated into
an individual’s field of vision can have a significant impact on an individual’s identity and
sociality. It could result in individuals thought process development to be disrupted with
one-sided and unethical directions in the world of AR. (Heinonen & Ruotsalainen 2015,
17)
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Heinonen and Ruotsalainen (2015, 16) claim that individuals build their identities on me-
dia content, which should be taken into account when creating marketing content on the
yet so immersive AR platform that can truly have significant impact on people. Wassom
(2015, 6) suggests that if AR reached even half of its potential, it will be poised to revo-
lutionize society at least as much as the Internet has done. And as AR grows and be-
comes the media, it is important that the media players and marketers take social re-
sponsibility over an individual by following ethical code of conduct in their processes of

creating content in AR.

With these outlined future visions, it becomes clear that the question of this thesis is truly
relevant and even inevitable; are additional ethical rules needed in augmented reality
based B2C marketing communications? The next chapter will present the excising con-

cerns related to the subject matter.

7 Ethical Concerns in AR-based B2C Marketing Communications

The hypothetical vision of our augmented future makes it clear that the research question
of this thesis is truly relevant and pressing. If ethical rules didn’t exist in the time where
consumers can easily be immersed and manipulated, serious damage could be caused
on individuals or even societies. In this chapter | will discuss the matters and concerns
that a marketer should take into consideration when planning AR-based B2C marketing

communications.

The matters and concerns discussed in this chapter are the ones that | find the most
relevant to explore based on my experience in producing marketing communication con-
tent, and my readings and discussions on the topic in the field of Augmented Reality and
Marketing Communications. As AR is a new medium, I'm certain that the ethical ques-
tions related to augmented reality based marketing communications stretch far beyond
the finding of this thesis and most likely even beyond the papers and researches written

by the industry professionals this far.

7.1 Acknowledged Concerns

The topic is wide and complex with considerable number of aspects that the ethical ques-

tions and challenges concern. For example, an industry professional Adriana Blum writes
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in an web article Ethical Challenges of Virtual and Augmented Reality, published at In-
sight Success, that the main ethical challenges in AR include facial recognition and an-
onymity, mental and social side effects, unrealistic expectations, reality distortion, and

manipulation (Blum 2019).

According to a paper called Ethical Considerations in Augmented Reality Applications
by Department of Psychology, Fielding Graduate University, written by S. Pase, this tech-
nology raises significant ethical concerns that include the question of how consumers
will be affected, manipulated, persuaded, or informed by the technology. Pase also
brings up the ethical concern about the use of people’s user information, privacy and
privacy protection, and does not forget to mention the actual physical safety of the con-

sumers and those around them. (Pase 2012)

Fiona J McEvoy, a tech ethics researcher and founder of YouTheData.com, expresses
her concern on the topic in her web article Six Ethical Problems For Augmented Reality
published at Becoming Human: Atrtificial Intelligence Magazine. The six concerns she
raises up are just a fraction of concerns there are, but on the top of her list are the hi-
jacking of public spaces, parking up on private land, anonymity, who should be able to

augment, physical safety and reality distortion (real or faux). (McEvoy 2017)

The aspects that are most pressing for a marketer creating marketing communication
content for AR campaigns, would be unrealistic expectations, reality distortion, manipu-
lation, persuasion, informing and public and private spaces as well as physical safety.
The more technology driven matters handle issues in, for example, data collection, pri-
vacy protection (incl. anonymity and user information) and facial recognition. The fea-
tures the technology itself can provide for enhancing marketing communication strate-
gies, for example, in personalization, should be examined by both the marketers and

developers.
7.1.1 Unrealistic Expectations and Reality Distortion
If we think about the world enhanced with augmented reality, a world covered by digital

elements that modify the viewed world in some cases even in very realistic ways, the

reality might twist especially for those unable to identify the differences.
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In worst case scenarios spending too much time in a cyber reality could lead people to
have unrealistic expectations of real life, and in addition to the B2C marketing communi-
cations point of view, unrealistic expectations of products and services (Blum 2019).
Blum states that if over-exaggerated fantasies become too immersive, it could lead to
real life difficulties, and there is only little research on the effects that AR will have on
individuals, especially children (Blum 2019). Psychological issues could increase with
people who have difficulties interacting in the real life if they spend too much time using
AR technology (Blum 2019). This is relevant to B2C marketing communications too,
since a marketing communication piece could potentially be very immersive and long-

lasting experience.

The issue becomes more relevant when the technology evolves and become part of our
everyday life through AR glasses and lenses. In that hypothetical time, it can get difficult
to distinguish between what is real and what is virtual while interacting through AR (Blum
2019). Blum thinks that there should possibly be an obligation put on developers to make

this distinction apparent (Blum 2019).

McEvoy also wonders if there should be some way to indicate to users witch parts of an
AR experience are fake if it isn’t entirely clear. She states that convincing and compelling
augmentation may lead to serious confusion amongst vulnerable members of society.
She explains that if AR becomes the norm, we may see accusations of deception in
cases where the real and the virtual aspects of the experience become indistinguishable.
(McEvoy 2017)

Blum acknowledges the potential for advertisers to create misleading advertising, where,
for example, a company selling property could augment it with nice features to look better
than the property actually is (Blum 2019). Using AR to distort actual reality in misleading
ways should most certainly be considered unethical, and the matter can be very con-
cerning when, for example, children, who cannot distinguish real from virtual, are in-

volved.

As a Producer of B2C marketing communication content, | could imagine countless fas-
cinating and exciting ways to market toys for children through augmented reality, creating
immersive fairytale worlds where different toys become alive right in front of the child’s

eyes. In this type of campaigns ethical rules should be considered very carefully.
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7.1.2 Manipulation, Persuasion and Informing

Pase is talking about augmented reality as an effective tool for persuasion. | would un-
derstand that marketing communication is persuasive as its main goal is to get, and
therefore persuade, a consumer to buy an idea or a product or service. According to
Pase, AR is a powerful tool for persuasion because “it can create a convincing experi-
ence that changes the consumers thoughts and perceptions, and thus behaviors, by
changing how we see, expect, interact with and experience the world around us”. (Pase
2012, 1)

Marketing communications will be taken into a whole new level of persuasion through
augmented reality, as the AR applications are functionally better at persuasion than hu-
mans. Pase suggests that “when human persuaders give up on their persuasive at-
tempts, technology can continue without such concerns as losing their voice, offending
someone, taking too much time, experiencing cognitive dissonance or giving in to re-

sistance towards their persuasive attempts”. (Pase 2012, 1)

According to Blum AR is currently unregulated with no legal infrastructure and consum-
ers have little or no protection right now. She mentions that companies could get creative
with false or misleading advertising or inventive tricks to trick people to buying more

products and services. (Blum 2019)

Blum mentions that many researchers have argued that our environment has a signifi-
cant effect on behaviors, and people could easily be manipulated in the environment.
She explains that the potential for this manipulation is huge and therefore it is important

that the appropriate safeguards are deployed. (Blum 2019)

Pase states that the novelty of the technology creates an ethical concern as the inten-
tions of the companies can be masked or completely hidden. The consumer can be un-
aware that persuasive attempts are being directed at them in the application, which
means that he or she is no longer an informed or willing participant of the B2C marketing

communication experience. (Pase 2012)

This kind of persuasive efforts are then considered covert, questionably unethical and

potentially coercive (Pase 2012). The companies should clearly express that they own
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the content the consumer is viewing or experiencing and that it is part of their B2C mar-
keting communications. This is an ethical standard in more traditional platforms of mar-
keting communications, usually presented by logos and other informative notations, but

might turn out to be more challenging to present in the AR environment.

7.1.3 Public and Private Spaces, and Physical Safety

As one of the best uses of augmented reality based B2C marketing communications is
in an immersive location-based content, the question lays on where this type of content
can be presented or experienced, and what kind of content is ethically appropriate to

present in certain spaces.

McEvoy states that public spaces belong to all, and companies could easily upset the
consumers if they use brash augmentation to adorn, for example, cherished local mon-
uments or much-loved vistas (McEvoy 2017). It should be discussed when and in what
situations the marketers need to ask for permission from the owner for the use their

physical spaces for marketing communication purposes.

It is unclear who does the virtual space belong to and who is, or will be, managing it. In
the future, a system that controls where commercial content can be published and expe-
rienced should exist. This could mean a map that divides public spaces and private
spaces, and simply restricts any commercial publications on unwished areas. Also, as
McEvoy suggests, private owners could have the rights over the virtual space that sur-

rounds their property (McEvoy 2017).

At the moment a control system is not in place and any augmented reality content could
be published anywhere, which creates serious ethical concerns. McEvoy presents a sim-
ple example of a company being forbidden to place a yard sign on a family’s private lawn
without asking, and questions why AR should be any different. Another example is of a
burger chain augmenting a house where the residents are from a culture or religion that
does not appreciate, for example, the consumption of certain type of meat. McEvoy also
wonders about the ethicality of, for example, companies transposing publicly available
census information onto private houses. (McEvoy 2017). These examples would most
likely be considered unethical and this type of marketing communication actions could

harm or upset the owners of the space.
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The concerns related to spaces and surroundings are not only limited to mental and
societal questions of where and what can be published. Experiencing immersive AR con-
tent in public and private spaces may also cause the user (or consumer), and those
around them, real physical safety hazards. This risk would significantly increase when
AR can be experienced through eyeglasses or lenses, as the augmented world would

be visible in the user’'s eyes nonstop without the extra efforts of holding a smartphone.

The safety hazards would occur due to the user’s attention and focus on the viewed
content and the viewing device, be it a smartphone or AR glasses or lenses. Pase re-
minds that human beings have limited capacity to focus on multiple activities, which is
due to the brain’s limited capacity to process multiple actions, and handle the processing
and memorizing of the activities and stimulus. Focus on the augmentation leaves a lim-

ited ability to focus on the rest of the world. (Pase 2012)

A sad yet good example of real physical safety hazard was witnessed through the fa-
mous Pokémon GO game, where users search for Pokémons through an AR application.
The game led to a number of high-profile incidents, including the death of players
(McEvoy 2017). McEvoy wonders what extent should the companies using AR be com-
pelled to understand the environments they are augmenting and if they should know if
they are leading consumers into dangerous neighborhoods, onto busy roads, or to places
where the terrain is somehow unsafe (McEvoy 2017). A system that maps out the risks

could again be of use to make AR experiences safer for a consumer.

Immersive applications, such as AR applications, that command the consumer’s contin-
ued attention creates potential for the user to become so engaged in the experience that
they become completely engrossed in the activity and lose awareness of time and what
is happening around them. This may lead to a risk of the consumer walking down a busy
street without paying attention to other pedestrians, broken concrete or other obstacles
in the surroundings which may lead to tripping and falling, and injury. The consumer
might also step off the curd into oncoming traffic because they are so focused on some-
thing they see on the other side of the road, which in worst scenario may end up in
deaths. (Pase 2012)

While the company would want to keep the consumer engaged and engrossed in their
AR-based B2C marketing communication experience, they should consider if the expe-

rience may cause physical safety hazards to the consumer. Though the safety hazards
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should be taken into consideration already in the development phase of the AR technol-
ogy and some level of safety control should take place by an official regulating body.
Pase suggest that a simple “time out” feature could be placed in the AR application that
pauses the experience and thus gives the consumer an opportunity to be aware of their
surroundings (Pase 2012). Or, a warning disclosure could be placed at the launch of the
application that informs the consumer of the potential for immersion and injury (Pase
2012).

7.1.4 Anonymity, Privacy and Facial Recognition

Pase notes that there are limited number of published articles on AR and the ethics, and
the topic discussed in relation to it, is most frequently of privacy. Pase states that per-
sonal and private data collection of the end user is a significant point of ethical concern
in AR applications, and it is a topic that the consumers have a strong reaction and con-
cern on. (Pase 2012, 4)

When marketers try to determine the most effective way to gain consumer attention, the
end user data becomes very valuable. The data could be used on how to effectively
engage, maintain, and persuade the end user with a product. This data allows the mar-
keter better tailor products and campaigns to such end goals that ultimately lead to in-
crease of revenues. Pase suggests that these desires must be tempered by ethical con-
siderations such as privacy protection, informed release of information, informed con-

sent, and user safety. (Pase 2012, 4)

Ethical concerns are raised especially about how the collected information is used, how
it is protected, and who has access to it. Pase is concerned of a case where AR is being
used as a web browser; does the application track user’s every move and what types of
locations a user visits based on GPS data? He is also worried about the technology
tracking how long the users stay in a location, or how many times they frequent the
location. (Pase 2012, 4)

Pase raises a concern about the control the user has over what information is retrievable
and disseminated. The use of information could become unethical, for example, when it
is used to target a person based on, for example, their religious affiliation because their
data shows them visiting a specific house of worship. Pase states that when raw infor-

mation is accessible to others, they are able to make assumptions about the user that
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might be good, bad, or simply incorrect without the end user’s knowledge or ability to

correct or defend against those assumptions. (Pase 2012, 4)

While AR can offer an enormous amount of possibilities to personalize marketing com-
munication content for consumers, these opportunities create serious unethical concerns

that in some scenarios are even a threat to civil rights.

Blum writes that the concern is real with AR products that can be used for facial recog-
nition so that people never have any real privacy (Blum 2019). According to Pase the
use of AR data including GPS and other data mined information, when combined with
the facial recognition, will lead to seamless blending of online and offline, as well as

public and private lives (Pase 2012, 4).

Imagine this in a time where everyone was wearing AR glasses or lenses, and the sys-
tem was able to collect information to its database through everyone’s device, through
what they see. A passer-by’s device could collect your data passing by in a certain loca-

tion and give information about you to the passer-by, without you ever knowing.

Pase describes a person interested in someone they randomly encounter, being able to
find information about that person, potentially without their knowledge and without their
permission if they are unaware the application was being used on them. In this case their
friends, marital status, general affiliations, and other private data might all be available
at the push of a button or swipe of a hand, and on display for anyone who uses the

application to see. (Pase 2012, 4)

Blum says there are already a number of free applications that are stating that they use
image analysis software for facial recognition. She suggests that this technology could
potentially be used to identify people on the streets, time-stamping faces against loca-
tions for real-time tracking. (Blum 2019). This could be very useful and beneficial for B2C
marketing communication purposes as the right type of messages could be targeted to

individual consumers.

However, this feature may lead to serious concerns on privacy, stalking, being targeted
by misleading advertisements and scams, social stereotyping and profiling. Pase is con-
cerned if the person has the ability to opt in or opt out of the recognition in the AR appli-

cation. And if they do opt in, do they have control over what information is allowed to be
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shared? He wonders if people would have any ability to know where, when and who has

used the applications to identify them. (Pase 2012, 5)

Blum brings up an example of Amazon that recently came under heavy fire for their facial
recognition technology, which has been deemed a threat to civil liberties. According to
Blum, anti-facial recognition technology is being developed in response to the matter,
with make-up and scarves designed specifically to fool facial recognition devices. (Blum
2019)

McEvoy mentions an application by Blippar that boasts how it can harness “powerful
augmented reality, facial recognition, artificial intelligence and visual search technolo-
gies”. She describes that the application allows the user to use phone cameras to unlock
information about the world around us. At present, Blippar is using its technology to allow
the consumers look-up gossip about famous faces spotted on TV or images, but McEvoy
suggests that there is a very real prospect of AR technology identifying individuals in the
street and therefore there is a concern that AR could affect personal anonymity in public
places. (McEvoy 2017)

A considerable risk also lies on companies using or presenting only negative or false
information of users, that could damage a person’s reputation. Pase states that while
there is market excitement surrounding facial recognition, the risks of ethical violations

concerning privacy are significant. (Pase 2012, 5)

7.2 Acknowledged Ethical Concerns in Relation to the ICC Code

Reading and interpreting the ICC Advertising and Marketing Communications Code can
be challenging in relation to the ethical concerns of AR-based B2C marketing communi-
cations. The code is written to cover all marketing communications in broad and all its
mediums, forms and content by the whole eco-system and its activities (ICC 2018, 30).
Thus, it could be understood that the code covers it all very widely and vaguely, and a
lot of room is left for interpretation. The top-level code does not go into detail when it
comes to interactive digital media, and even less when it comes specifically to aug-

mented reality based marketing communications.
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All articles of the General Provisions and Definitions of the ICC code are relevant in AR-
based B2C marketing communications as they would be in any marketing communica-
tions. However, only few can be interpreted to cover the acknowledged ethical concerns
of AR-based marketing communications, and only in some extent. Based on the ICC’s
response to my e-mail query the articles 9, 10, 18 and 23 were relevant to AR. In addition,
the articles depicted in Table 2 could be considered in relation to the acknowledged eth-
ical concerns. The depicted articles could cover the concerns in some extent, but not

completely and should not be considered in any level sufficient.

Table 2. Articles of the General Provisions and Definitions of the ICC Advertising and Mar-
keting Communications Code in relation to the acknowledged ethical concerns
(ICC 2018, 9-17).

Sub- Acknowledged ethical concerns | Related ICC code Articles
chapter af‘ dltscusssed in subchapters of (Assuming article 18 about children and
chapter ©. teens apply to all)
8.1.1. Unrealistic expectations and real- | Article 2 — Social Responsibility
ity distortion Article 4 — Honesty
Article 5 — Truthfulness
Article 17 — Safety and health
8.1.2. Manipulation, persuasion and in- Article 4 — Honesty
forming Article 5 — Truthfulness
Article 7 — Identification and transparency
Article 8 — Identity of the marketer
8.1.3. Public and private spaces, and Article 14 — Portrayal or imitation of persons
physical safety and references to personal property
Article 15 — Exploitation of goodwiill
8.1.4. Anonymity, privacy and facial Article 2 — Social Responsibility
recognition Article 12 — Denigration
Article 14 — Portrayal or imitation of persons
and references to personal property
Article 19 — Data protection and privacy

It could be stated that there is a good common ground for AR-based B2C marketing
communications, but the code just does not seem to cover all aspect of the ethical con-
cerns related. Also, in the stage of early adoption, the ethical concerns and the rules are
not unambiguous as the ethical conduct might be difficult to identify or implement. Further
guidelines and means are needed for how to achieve ethical actions and behavior in the

world of augmented reality.
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For example, regarding article 17 on safety and health, the ICC code states that “mar-
keting communication should not, without justification on educational or social grounds,
contain any visual portrayal or any description of potentially dangerous practices, or sit-
uations which show a disregard for safety of health, as defined by local national stand-
ards”. However, the article does not take into account the actual physical or mental safety
of the consumer experiencing the AR content in the physical world, though it does rec-
ommend that instructions for use should include appropriate safety warnings and dis-
claimers (ICC 2018, 12).

In its novelty AR sets challenges in the article 4 and 5, honesty and truthfulness, espe-
cially in the first stages of adoption of the technology. Without wider understanding of the
features of the technology and its effects in an individual and society, there is a risk of
unethical actions and behavior that is not yet acknowledged in the ICC code. For exam-
ple, within the concern of reality distortion, marketers might unintentionally mislead the
consumer due to the immersion and features the technology provides. Also, a conflict in
the level of experience and understanding of the technology and its features will most
likely vary between consumers and marketers for a long time from the early adoption.
The challenge of distinguishing between what is real and what is virtual while interacting

through AR can become a serious issue.

The code states in article 15 that the name, initials, logo and/or trademark of another
firm, company or institution should not be used in marketer’'s marketing communications,
and that, for example, any undue advantage of another firms’, individual’s or institution’s
goodwill in its name, brands or other intellectual property shouldn’t be taken (ICC 2018).
This article might become challenging when we think about the world where augmented
reality takes place. The physical world is already covered by content created by compa-
nies with, for example, out-of-home advertisement, and logos are presented in the build-
ing walls. It should be taken into consideration what limits or challenges this existing rule

creates for AR marketers.

The relevant additional guides that should be interpreted in conjunction to the General
Provisions and Definitions are ICC Resource Guide for Self-Regulation of Online Behav-
ioural Advertising (OBA), ICC Guide for Responsible Mobile Marketing Communications,
ICC Guide for Responsible Mobile Marketing Communications, Supplement to the ICC
Resource Guide for Self-Regulation of Interest Based Advertising, ICC Resource Guide

for Self-Regulation of Online Behavioural Advertising. All these additional guides should
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be taken into account when the marketing communication content presented in AR is

associated with the subjects of the guides.

8 Survey

In September 2019 | conducted a web survey to research the common opinion on if pre-
existing rules of traditional marketing communication ethics apply for augmented reality
based B2C marketing communications or not, and if additional ethical rules should be

created.

8.1  Survey Structure and Questions

The survey was executed in Google Forms -format and distributed as a link in social
media platforms such as Facebook and LinkedIn, and in different professional, expert
and interest groups within those channels. The survey’s questions were targeted for rel-
evant professionals as well as for ordinary consumers in order to get a wider understand-

ing of the prevalent opinion on the thesis question.

The aim was to receive a minimum of 100 responses, but the participation rate fell low
with only 51 responses and therefore the survey cannot be considered very trustworthy
or successful. However, the data collected is interesting enough to present in this thesis

and it supports the research hypothesis.

The survey was presented in three sections. First, the aim was to determine the respond-
ent’s professional background and level of expertise in the subject matter. On the basis
of their expertise in the subject matter, it was identified if they were consumers or pro-
fessionals in the field. Second, the aim was to ascertain if they were familiar with the
terms discussed in the survey. And finally, the questions related to ethics in B2C mar-
keting communications and augmented reality based B2C marketing communications

were presented.

Full list of survey questions can be found in Appendix 2.
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8.2 Respondent Overview

Most of the survey respondents practiced their profession in Finland (83.3 percent), but
few responses were received from, for example, Europe, Japan and United States. Con-
sidering the reach of the survey, it was only natural to receive most responses from Fin-
land, and it is also the most relevant respondent group for this thesis approach as ethical

rules may vary in different countries and cultures.

Variation in the respondents’ field of profession was visible in the survey results. Largest
response group was, as expected, in the field of Marketing Communication, Marketing,
Advertising and Communication with 60.8 percent of response rate. Other responses
came from, for example, the fields of Augmented Reality or Virtual Reality Technology
or Content Production, Film & Television, Video Production, Mobile & Digital Games

(other than AR or VR), Education and Teaching, and Legal & Law. Also, a variation of

professional titles was present in the survey as seen in Figure 21.

.

@ Account Manager @ Researcher @ Taking a hiatus from marketing plan... ® Associate

® CEO @ Teacher @ Communications Specialist Entrepreneur / Digital media industry
Producer ©® Laywer @ Procure @ Communication manager

@ Director @ Graphic designer @ Graphic Designer @ Director of a Technical Content

@ Marketing Director @ Project Manager @ Copywriter / communications planner Creation team

® Marketing Planner @ Agency executive @ Network Engineer

® Marketing Manager ® Cio @ \vriter

@® AR or VR Developer @ Intern @ Theatre director

Figure 21. Respondent’s current professions.

The respondents had to identify the level of their expertise in augmented reality based

B2C marketing communications (Figure 22). Five levels were proposed with level one
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(1) standing for no professional experience in the subject matter and level five (5) stand-
ing for high professional experience and proficiency in the subject matter. These levels

of expertise will be referred to as levels 1-5 hereafter.

30

23 (45.1%)

20

10 11 (21.6%) 11 (21.6%)

4 (7.8%)

Figure 22. Respondent’s level of expertise in augmented reality based B2C marketing commu-
nications from low to high.

As depicted in Figure 22, greater part of the respondents had no expertise in augmented
reality based B2C marketing communications. Only 7.8 percent identified themselves
with high professional experience and proficiency in the subject matter. The level 5 re-
spondents were from the fields of Marketing Communication, Marketing, Advertising and

Communication, or the field of AR and VR or Procurement.

Level 1 respondents present 45.1 percent of the respondents. 81.5 percent of these re-
spondents identified themselves as consumers of marketing communications rather than
some level of experts in the field. 7.4 percent identified themselves as students and 11.1
percent of the responses in this specific question were irrelevant due to misunderstand-
ing of the question. The 11.1 percent re-entered their current profession or expertise

level in the question field.

The respondent’s term awareness was high with 96.1 percent considering themselves
familiar with the term B2C Marketing Communication. The same number of respondents
had heard the word “Augmented Reality” sometime in their life. However, the concept of
augmented reality was less familiar (familiar to 90.2 percent) and only 66.7 percent had
ever experienced or viewed augmented reality based marketing communication content.
These numbers are actually rather high considering AR to be a fairly new technology

and unfamiliar to many as an expectation.
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8.3 Survey Results

The survey’s questions and results support the thesis hypothesis strongly. Hundred per-
cent of the respondents said that ethical rules are necessary in augmented reality based
B2C marketing communications (Figure 23) and maijority (56.9 percent) of the respond-
ents thought that pre-existing ethical rules of traditional marketing communications were
relevant in AR-based B2C marketing communications (Figure 24). This supports the hy-
pothesis that of course ethical rules apply in AR-based B2C marketing communications

as well as in any marketing communications.

® Yes
® No

Figure 23. Hundred percent of the respondents considered ethical rules necessary in aug-
mented reality based B2C marketing communications.

® Yes
® No

\ | don't know

Figure 24. Respondent’s view on if pre-existing ethical rules of traditional marketing communi-
cations were relevant in AR-based B2C marketing communications.

However, the survey result does not provide a clear answer for the actual research ques-
tion; are additional ethical rules needed for AR-based B2C marketing communications.

For this question the respondents were given three response options: “yes”, “no” and ‘I
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don’t know”. Maijority (58.8 percent) of the respondents answered that they don’t know

when 39.2 percent answered yes and one respondent said no as depicted in Figure 25.

@ Yes
® No

| don't know

<

Figure 25. Respondent’s view on if additional ethical rules were needed for AR-based B2C mar-
keting communications.

Taking a closer look at the results, 25.5 percent of the respondents were actually unfa-
miliar with the ethical rules of traditional marketing communications. They all still reported
that ethical rules are necessary in AR-based B2C marketing communications. Yet half
of that group said that the pre-existing ethical rules apply to AR-based B2C marketing
communications without understanding the rules in place, and the other half of the same

group responded with “I don’t know”.

It could be interpreted that these respondents think that ethical rules are necessary when
it comes to any activities taken to persuade consumers, even if they were not familiar
with the concept of application or the existing ethical rules related to it. Therefore, the
25.5 percent of the responses could be considered questionable for the research as that
group does not really know if the pre-existing ethical rules apply and therefore cannot

know if additional ethical rules are needed.

The level 5 professionals all responded that the pre-existing ethical rules of traditional
marketing communications were relevant in augmented reality based B2C marketing
communications, though one admitted being unfamiliar with the ethical rules of the tradi-
tional marketing communications. Half of this group’s respondents thought that additional
ethical rules are needed for AR-based B2C marketing communications and the other half
did not know if the additional rules were needed. For one of this group’s respondents the
idea of ethical rules in the subject matter was new, but the rest had thought about the

matter before.
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In other words, overall all respondents acknowledged that ethical rules are needed in
AR-based B2C marketing communications, but it was unclear if pre-existing ethical rules
apply and if additional rules are needed. This may be simply due to not understanding
what the pre-existing ethical rules are and how augmented reality works or could work.
Only 17.6 percent of the respondents had thought about ethical rules in the subject mat-

ter before and for the rest it was a completely new idea as depicted in Figure 26.

@ | have thought about ethical rules in
the Augmented Reality based
Marketing Communications before.

@ The idea of ethical rules in
Augmented Reality based Marketing
Communications is new to me.

Figure 26. The distribution between the respondents that had thought about ethical rules in AR-
based marketing communications before and those who the idea was new to.

The survey assumed that the respondents understanding the pre-existing ethical rules
understand the ICC Code of Advertising and Marketing Communications, but it cannot
be confirmed as the ICC code was not directly referred to in the survey questions. The
survey should have referred to the ICC code in order to be sure all respondents were

talking about the same rules even though the code is the common code in the field.
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9 Conclusion

| believe that the future of B2C marketing communications belongs to AR, and as dis-
cussed in the thesis interview with Tom Wright, Head of Technology and Production at
Miltton, the future of B2C marketing communications will change dramatically when peo-
ple commit to seeing the world through a lens that includes augmented digital elements
and information (Wright 2019).

Blum states that there are many ethical considerations to take into account in terms of
AR. In addition to the relevancy analysis of the ICC code, Blum states that there’s cur-
rently no regulatory infrastructure in place to moderate the development and deployment
of AR technology. Like this thesis, she shows real concern; “the speed at which the tech-
nology is advancing is too fast for the traditional legislative system to account for”. (Blum
2019)

In the hands of the wrong people with bad intentions serious damage can be caused to
consumers in AR-based B2C marketing communications. And to think of it, it is not only
the wrong people with bad intentions that can cause harm, but it is also the people with
good intentions that can cause harm only due to ignorance of the subject and the lack of
understanding how the new features of AR can affect the consumer. The damage may
concern, for example, the consumers privacy, personal information, and physical and
mental safety. The aim of the society should be in protecting people, and therefore there
should be a body on international and national level that regulates the matters related to

ethics in AR-based B2C marketing communications.

Wright agrees that a body should exist to monitor the AR experiences and be responsible
for taking complaints and investigating the cases. He suggests that the body should also
have the power to set consequences and take down unethical campaigns or send a
notice to change whatever is unethical in the content or campaign, which is what the
Council of Ethics in Advertising is actually entitled to do in Finland. Wright notes that it is
very hard to police absolutely everything, but standards should exist and a standardized
“black mark” could exist to go on a brand or some actor that is behaving badly. (Wright
2019)

The regulating bodies could and probably would be the same as they are for the tradi-

tional marketing communications that we are familiar with today. In Finland, the bodies
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are the Finland Chamber of Commerce and The Council of Ethics in Advertising, and
internationally the ICC and the self-regulatory bodies. However, due to the complexity
and multi-dimensional features of AR, the regulating bodies should adopt true expertise

and special know-how on augmented reality.

The ICC code is without a doubt relevant in AR-based B2C marketing communications
as it is in any marketing communications, but it can be claimed that it is not precise or
relevant enough to serve solely as the code of conduct for the subject, and therefore

additional ethical rules are needed urgently.

Like this thesis, Wright supports the claim on additional ethical rules being necessary.
He states that additional rules are needed because the use cases are just different to
what the existing use cases are, and most likely most of the use cases do not even exist
yet. Wright suggest that the rules and regulations have to be applied in a way that is
relevant for all of the things that are new and different in the field. The amount of content
and messages in our media and channels is so great that even today there is not enough

bodies that oversee things rigorously and punish those breaking rules. (Wright 2019)

Wright explains that pre-existing ethical rules in traditional B2C marketing communica-
tions originally exist because of people’s experiences with marketers over time (Wright
2019). A rather recent action taken towards additional rules in marketing communications
was when influencer campaigns became more common in the market in Finland. Parents
started to file complaints to The Council of Ethics in Advertising who then started to in-
vestigate the field and established a set of additional rules for marketers to follow in the
campaigns. | would expect something similar to happen with the additional ethical rules
in AR-based B2C marketing communications, but | hope that actions are taken at least
on some level before the content is available to the consumers and before the complaints

start to arise.

Taking this matter seriously before unethical actions become real is also important, be-
cause the consumer might not see or be aware of all the possible unethical actions taken
inside the software or hardware. It simply might not all be visible to the consumer or it
might be something difficult to comprehend, especially in the early stages of the adop-
tion. Furthermore, marketers using AR for their marketing communications may be un-

educated on the matters related to the technology and its effects.
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We have already witnessed situations where personalization became a considerable
concern and discussion on global level as marketing communication actions were taken
without the consumer understanding what they had committed to. Wright remembers this
from the mid 2000s where consumers could create, for example, digital custom Happy
Birthday messages or Holiday cards online. In these cases, he remembers, for example,
that Facebook was able to scrape user’s profiles and their friend’s profiles and images,
and create content based on the collected information. Back then there were no regula-
tions around the collected information, so marketers could have done whatever they
wanted with it. (Wright 2019)

It is good that the awareness on protection of personal information is shifting and people
are paying more attention to what they agree on. Wright thinks that people’s approach
to AR and to what kind of information it uses, and how it applies to individuals or public,
will have to be addressed in AR-based B2C marketing communications. Wright states
that it is going to be a tangle of its own, but hopes that regulations will take place and
people will be responsible about the use of AR. He thinks that it is important everyone
using AR will learn to understand how AR works before people suddenly see someone’s

credit scores floating over their heads as they walk down the street. (Wright 2019)

Blum suggests that the control over AR software should be in the hands of the consum-
ers so they can make the decisions with regard to what they want to see and what data
is made accessible (Blum 2019). Wright also addresses the option of consumers main-
taining the social regulations, for example, in application stores through review and over-
sight submissions in some extent. He mentions that there are models for experiences
going through a review cycle, and applications and software that offer resource for bad
experiences and bad acting, which might be something for the developers and regulators
to consider as AR evolves. (Wright 2019).

Wright admits that it is hard to think what the additional ethical rules would be. He ex-
plains that the ethical concerns would be ones around altering someone’s perception of
reality in a way that’s unethical. The additional ethical rules could also be about the ad-
vocacy of information that becomes more relevant to a consumer because it is a paid
placement. They would also be about consumer’s decisions, or their perception of what's
around them, as this can be altered by the primacy of company’s advertisement place-
ment or their brand placement. The companies could be increasing their representations

somehow in the consumer’s experience in a way that affects the consumers’ experience
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as a person, whether it is in understanding their surroundings, their perception of actual
reality or they could see some content more often or less often, because of a marketer’s
decisions. (Wright 2019)

To summarize, the need for additional ethical rules is pressing as the market is expected
to grow rapidly, and more and more marketers are taking actions to pursue AR-based
B2C marketing communication campaigns. The revised ICC code is relevant as in any
marketing communications, but it is not sufficient as it does not specifically address AR
and its novelty features. | recommend that actions are taken by the existing regulating
marketing communication bodies in collaboration with the augmented reality developers,
researchers and representatives, to deliver a new ethical code of conduct to cover AR-

based B2C marketing communications.
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Appendix 1. Interview questions: Tom Wright, Head of Production and Technology
at Miltton Oy. Interview took place in Helsinki, Finland in September 2019, in a face-
to-face meeting.

1. What is the current status of AR-based B2C marketing communications?

2. What does the future look like for AR-based B2C marketing communications?

Presented Survey Result: Most respondents thought ethical rules are necessary in AR-

based B2C marketing communications.

3. Why are ethical rules necessary in AR-based B2C marketing communications?

4. What could happen if there were no ethical rules in AR-based B2C marketing

communications?

Presented Survey Result: Most respondents thought pre-existing ethical rules of tradi-

tional marketing communications apply.

5. Why are the pre-existing ethical rules relevant?

Presented Survey Result: Majority of the respondents don’t know if additional ethical

rules are needed for AR.

6. Why do we need additional ethical rules for AR-based B2C marketing communi-

cations?

7. What could the additional ethical rules be?

8. In what kind of situations would they be needed?

9. Whatis the current discussion and future views about the ethical rules right now?

10. How urgent is the need for additional ethical rules and why?

11. Who should be responsible to create the additional ethical rules and who should

be monitoring them?
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Appendix 2. Online Survey. Survey took place online in September 2019.

Section 1: [headline] Thesis Research: Ethics in Augmented Reality based B2C Market-
ing Communications.

Section 2: Your Background
1. What is your current profession?
2. What is the key field of your profession?
3. Where do you practice your profession?

4. Level of expertise in the subject matter: Augmented Reality based B2C Marketing
Communications?

5. If you had no professional experience in the subject matter, please let me know
if you identify yourself with one of the following groups: Student, Consumer of
Marketing Communication, Other.

Section 3: Term Awareness
1. Are you familiar with the term B2C Marketing Communication?
2. Have you ever heard the word ‘Augmented Reality’?
3. Are you familiar with the concept of Augmented Reality?

4. Have you ever viewed/experienced Augmented Reality based Marketing Com-
munication content?

Section 4: Questions related to ethics in the subject matter.
1. Are you familiar with the ethical rules of traditional Marketing Communication?

2. Are ethical rules necessary in Augmented Reality based B2C Marketing Commu-
nications?

3. Are pre-existing ethical rules of traditional Marketing Communications relevant in
AR-based B2C Marketing Communications?

4. |s there a need to create additional ethical rules for AR-based B2C Marketing
Commutations?

5. Have you thought about ethical rules in AR-based B2C Marketing Communica-
tions before or is the matter new to you?
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