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Abstract 

Augmented Reality (AR) is rapidly reshaping marketing communication by overlaying digital 

information onto physical environments, enabling novel forms of consumer engagement, product 

experience, and brand storytelling. This paper synthesises theoretical perspectives, empirical 

evidence, and qualitative research designs for studying AR’s role in business marketing 

communication. Drawing on media characteristics frameworks, technology acceptance models, 

experience economy theory, and recent systematic reviews, the article conceptualises AR 

marketing, reviews key effects on consumer cognition and behaviour, proposes a qualitative 

research methodology to investigate managerial and consumer perspectives, and discusses 

managerial implications, ethical issues, and future research directions. The paper concludes that 

AR’s value in marketing lies in its capacity to increase experiential richness, reduce perceived risk, 

and strengthen purchase intention — but success depends on content quality, context-

appropriateness, user interface design, and responsible implementation. Empirically grounded 

qualitative research is essential to unpack how stakeholders interpret AR experiences and to derive 

design and strategic guidelines. 
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1. Introduction 

Augmented Reality (AR) overlays digital 

content on users’ perception of the real world 

in real time, creating hybrid experiences that 

combine physical and virtual cues. Over the 

past decade, AR has shifted from niche 

experimental systems to widely available 

mobile applications and in-store solutions 

that retailers, brands, and service providers 

use to communicate with consumers (Azuma, 

1997; Javornik, 2016). This technological 

transition has prompted marketing scholars 

and practitioners to reassess fundamental 

assumptions about message delivery, sensory 

engagement, and the customer journey 

(Javornik, 2016; Du et al., 2022).  

Marketing communication traditionally 

relies on one-way messages (advertising) and 

two-way exchanges (salesforce, customer 

service). AR introduces a third modality: 

embodied, interactive, place-based 

experiences that blur the lines between 

message and medium and that reconfigure 

the consumer’s role from recipient to co-

producer of meaning (Javornik, 2016). For 

managers, AR offers opportunities to 

showcase products in situ (e.g., furniture-in-

room visualisation), to create experiential 

campaigns (e.g., branded AR games), and to 

gather behavioural signals that inform 

personalisation. For researchers, AR raises 

questions about user acceptance, habituation, 

cognitive load, ethical design, and long-term 

influence on brand equity. Recent systematic 

reviews suggest a rapidly growing body of 

scholarship but also identify fragmentation 

and nascent theoretical integration (Du et al., 

2022; Walentek, 2023).  

This article synthesises current theoretical 

foundations and proposes a rigorous 

qualitative research methodology for 

investigating AR integration in marketing 

communication. It aims to provide both a 

conceptual map for scholars and a practical 

guide for practitioners seeking to deploy AR 

responsibly and effectively. 

1.2. Defining AR Marketing 

1.2.1 What is Augmented Reality? 

In technical terms, AR is a set of technologies 

and system designs that overlay computer-

generated sensory input (visual, auditory, 

haptic) onto a user’s view of the physical 

world in real time (Azuma, 1997). AR differs 

from Virtual Reality (VR) in that VR creates 

fully synthetic environments, while AR 

augments a real environment with digital 

content. AR systems are characterised by 

registration (alignment of virtual and real 

objects), real-time interactivity, and 3D 

integration.  

1.2.2 AR in Marketing: A Working 

Definition 

Scholars recently proposed definitions that 

position AR Marketing as the strategic 

integration of AR experiences with other 

media and brand cues to achieve marketing 

goals while considering stakeholder and 

societal impacts (Rauschnabel et al., 

definitional work; Javornik, 2016). 

Operationally, AR marketing includes any 

brand-oriented use of AR that seeks to 

inform, persuade, entertain, or facilitate 

transactions — from mobile try-on tools and 

“place-it-in-your-room” visualizers to AR-
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enabled product packaging and location-

based AR experiences.  

2. Theoretical Framework 

To study AR in marketing communication, 

this paper recommends an integrative 

theoretical framework that draws on four 

complementary streams: media 

characteristics and presence theory, 

experience economy and servicescape 

literature, technology acceptance models, 

and cue-utilisation / consumer information 

processing theories. Together, these 

accommodate technological affordances, 

subjective experience, adoption decision 

processes, and downstream behavioural 

effects. Below, each stream is summarised 

and shown how it informs AR marketing 

research. 

2.1 Media Characteristics & 

Presence 

Media characteristics theories focus on how 

the properties of a medium (interactivity, 

vividness, spatial mapping) shape user 

perceptions and cognitive processing. 

Presence — the psychological sense of 

“being there” or of virtual objects being part 

of the real world — is central to AR’s 

persuasive potential (Azuma, 1997). AR’s 

high spatial registration and real-time 

interactivity increase presence and can 

therefore enhance experiential engagement 

and memorability. Javornik (2016) argues 

that AR’s media characteristics 

(augmentability, context-sensitivity, 

interactivity) directly influence consumer 

responses such as attention, enjoyment, and 

perceived product diagnosticity.  

2.2 Experience Economy & 

Servicescape 

Pine and Gilmore’s experience economy 

suggests businesses compete by staging 

experiences rather than merely delivering 

goods or services. AR extends experiential 

possibilities by enabling immersive, 

interactive product encounters in real-world 

contexts (e.g., trying furniture in one’s living 

room). In retail and service contexts, AR 

modifies the servicescape by integrating 

digital layers that affect atmosphere, 

perceived value, and customer satisfaction. 

Research has applied experiential 

frameworks to AR to explain hedonic 

outcomes such as enjoyment and brand 

attachment. Javornik (2016) frames AR’s 

promise largely in experiential terms, 

positioning it as a medium that can 

simultaneously inform and enchant 

consumers.  

2.3 Technology Acceptance & Use 

(TAM / UTAUT) 

Understanding whether and how consumers 

adopt AR requires attention to perceived 

usefulness and ease of use (TAM; Davis, 

1989) as well as social influence, facilitating 

conditions, and effort expectancy (UTAUT). 

AR solutions that users find useful (e.g., 

reduce uncertainty, allow fitment checks) and 

are easy to use are more likely to be adopted 

and integrated into purchase decisions. Many 

empirical AR marketing studies leverage 

TAM constructs to predict behavioural 

intention and actual use, making TAM a 

pragmatic component of the framework.  
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2.4 Cue-Utilization & Cognitive 

Processing 

From an information processing perspective, 

AR introduces novel cues — spatial 

placement, interactive overlays, animated 

annotations — that consumers must process. 

Cue-utilisation theory suggests consumers 

rely on salient cues to make inferences about 

unobservable product attributes. AR can 

increase perceived product diagnosticity 

(e.g., seeing how a rug looks on your floor), 

reduce perceived risk, and thereby influence 

attitudes and purchase intention. However, 

cognitive load and distraction are potential 

downsides; poorly designed AR can increase 

processing demands and reduce persuasive 

effectiveness. Recent empirical work 

highlights both immediate positive effects 

and the risk of habituation over repeated use 

(Söderström et al., 2024).  

2.5 Integrative Model 

To synthesise theoretical insights and 

empirical findings, this study proposes an 

Integrative Model of AR in Business 

Marketing Communication (see Figure 1). 

The model combines perspectives from the 

Technology Acceptance Model (TAM) 

(Davis, 1989), Experiential Marketing 

(Schmitt, 1999), and the Commitment-Trust 

Theory of Relationship Marketing (Morgan 

& Hunt, 1994). It illustrates how AR’s 

technological characteristics influence 

consumer perceptions, which in turn shape 

engagement, purchase intentions, and long-

term brand relationships. 

 

Figure 1. Conceptual Integrative Model of 

AR in Marketing Communication 

[Technological Drivers] 

(Ease of Use, Usefulness, Interactivity, 

Personalisation, Realism) 

↓ 

[Consumer Cognitive & Affective 

Responses] 

(Perceived Value, Enjoyment, 

Immersion, Trust) 

↓ 

[Behavioural Outcomes] 

(Engagement, Purchase Intention, 

Brand Loyalty, Word-of-Mouth) 

↓ 

[Strategic Business Impacts] 

(Brand Differentiation, 

Competitive Advantage, 

Long-term Relationships) 

Technological Drivers 

AR’s effectiveness in marketing 

communication is grounded in its 

technological attributes. Features such as 

ease of use and perceived usefulness (as 

outlined in TAM) determine consumer 

willingness to adopt AR platforms 

(Venkatesh & Davis, 2000). Simultaneously, 

interactivity, personalisation, and realism 

provide the foundation for hedonic and 

experiential value (Javornik, 2016). 
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Consumer Cognitive & Affective Responses 

Exposure to AR marketing elicits both 

cognitive evaluations (e.g., perceived value, 

product understanding) and affective 

reactions (e.g., enjoyment, trust, sense of 

presence). These responses are aligned with 

experiential marketing theory, where 

emotional and sensory engagement enhance 

memorability (Schmitt, 1999). 

Behavioral Outcomes 

As consumers move from evaluation to 

behaviour, AR drives engagement, increases 

purchase intention, and fosters brand loyalty. 

Positive AR experiences also enhance word-

of-mouth advocacy, amplifying marketing 

effectiveness beyond the immediate 

interaction (Poushneh & Vasquez-Parraga, 

2017). 

Strategic Business Impacts 

At the organisational level, AR strengthens 

brand differentiation and supports 

sustainable competitive advantage, 

consistent with the resource-based view of 

strategy (Barney, 1991). Furthermore, by 

nurturing trust and commitment, AR 

contributes to long-term consumer–brand 

relationships, resonating with relationship 

marketing theory (Morgan & Hunt, 1994). 

Contribution of the Model 

This integrative framework positions AR as 

more than a technological novelty—it is 

conceptualised as a strategic marketing 

communication mechanism that blends 

cognitive, affective, and behavioural 

dimensions. The model bridges theories from 

marketing, psychology, and information 

systems, offering a holistic understanding of 

AR’s role in transforming consumer–brand 

interactions. It also provides a foundation for 

both empirical testing and managerial 

application, ensuring relevance for 

academics and practitioners alike. 

3. Literature Review: What We 

Know 

This section synthesises key empirical 

findings and thematic clusters in AR 

marketing literature, drawing on recent 

systematic reviews and representative 

empirical studies. 

3.1 AR Effects on Consumer 

Experience and Engagement 

Multiple studies demonstrate that AR 

increases experiential engagement, 

enjoyment, and attention relative to non-AR 

controls. Consumers report higher 

involvement and more positive affect when 

AR helps them visualise products in context 

(e.g., virtual try-on, in-room visualizers). 

Javornik (2016) highlighted the potential of 

AR to create differentiated, memorable 

experiences; Du et al. (2022) observed that 

experiential gains are among the most 

consistent effects across studies.  

3.2 AR and Perceived Diagnosticity / 

Purchase Behaviour 

By presenting virtual products in realistic 

contexts, AR can enhance perceived 

diagnosticity — consumers’ sense that they 

can accurately evaluate a product before 

purchase — thereby reducing perceived risk 

and increasing purchase intention. Empirical 

results are particularly strong in product 
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categories where spatial fit matters (furniture, 

eyewear) and for high-involvement 

purchases. However, AR’s positive effects 

are contingent on accuracy and realism; low-

quality overlays may reduce trust. Recent 

work warns that repeated exposure may 

cause habituation, potentially eroding initial 

novelty benefits (Söderström et al., 2024).  

3.3 Adoption & Acceptance: TAM / 

UTAUT Evidence 

Studies using TAM/UTAUT constructs find 

that perceived usefulness and ease of use 

predict behavioural intention to use AR apps; 

social norms and facilitating conditions also 

exert influence for certain segments (e.g., 

older consumers). Designers who minimise 

friction and clearly communicate benefits 

(e.g., “see how this fits in your home”) tend 

to achieve higher trial and adoption rates.  

3.4 Content & Context: What 

Matters 

AR content type (static overlay vs. interactive 

3D object vs. gamified feature), context of 

use (in-store vs. at-home), and device 

constraints (smartphone vs. head-mounted 

display) meaningfully shape outcomes. 

Interactive, purpose-driven AR that supports 

decision-relevant tasks (e.g., measurement, 

customisation) performs better than novelty-

only features. Javornik (2016) and follow-up 

empirical studies illustrate that aligning AR’s 

media characteristics with marketing 

objectives is critical.  

3.5 Research Gaps 

Recent systematic reviews highlight several 

gaps: a need for longitudinal studies, more 

qualitative work that uncovers meaning-

making processes, research on ethical and 

privacy concerns, and studies on habituation 

and long-term brand effects (Du et al., 2022; 

Walentek, 2023). The field is still 

consolidating theoretical linkages between 

media characteristics and marketing 

outcomes.  

3.6. Research Questions 

To address theoretical and applied gaps, this 

paper proposes a qualitative research study 

guided by the following questions: 

• How do marketing managers 

conceptualise AR’s strategic role in 

marketing communication? 

• How do consumers interpret and 

experience AR marketing 

interventions in naturalistic settings 

(in-store, at-home)? 

• What design elements and contextual 

factors do stakeholders perceive as 

critical to AR’s effectiveness and 

trustworthiness? 

• How do ethical concerns (privacy, 

cognitive manipulation) emerge in 

stakeholder narratives about AR? 

• How do repeated interactions with 

AR influence habituation, perceived 

value, and brand relationships over 

time? 

These questions aim to produce rich, 

contextualised insights into both managerial 

strategy and consumer meaning-making, 

complementing existing quantitative 

evidence. 
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4. Research Methodology  

This section details a qualitative research 

methodology suitable for investigating the 

research questions. The design integrates 

multiple qualitative methods to capture 

diverse perspectives and real-world 

interactions. 

4.1 Research Design Overview 

A multi-method qualitative design is 

recommended, combining: 

• semi-structured in-depth interviews 

with marketing managers and AR 

practitioners; 

• in-situ shadowing and observation of 

consumers using AR applications 

(ethnographic observation, 

contextual inquiry); 

• focus groups with target consumer 

segments; and 

• diary studies (short-term) to capture 

repeated-use experiences and 

potential habituation. 

This pluralistic approach balances 

managerial, design, and consumer 

perspectives while enabling triangulation 

across data sources. 

4.2 Sampling Strategy 

Managers & Practitioners: Purposeful 

sampling of 12–18 participants across 

industries (retail, fashion, furniture, FMCG, 

experiential agencies) and company sizes 

(startups to multi-nationals). Inclusion 

criteria: responsibility for AR initiatives or 

AR strategy within marketing/commerce 

teams. 

Consumers: A purposive maximum-variation 

sampling of 30–40 consumers across 

demographic groups and AR familiarity 

levels (novices, occasional users, early 

adopters). Recruitment should stratify for 

product category relevance (e.g., furniture 

shoppers for in-room visualizers; apparel 

shoppers for virtual try-on). 

Focus Groups: 4–6 groups (6–8 participants 

each) segmented by experience level and 

product category to explore social 

interpretations and normative influences. 

Diary Study: Subsample of 12–20 consumers 

asked to note AR interactions over 2–4 weeks 

to capture repeated-use patterns and evolving 

perceptions. 

Rationale: purposive and maximum-

variation sampling help reveal a wide range 

of experiences and design preferences while 

enabling comparative analysis across 

contexts. 

4.3 Data Collection Methods 

Semi-structured interviews 

(managers/practitioners): 60–90 minutes, 

covering strategy, objectives, success 

metrics, perceived barriers (technical, 

organisational), design decisions, privacy 

considerations, and plans. Interviews should 

be audio-recorded and transcribed verbatim. 

Consumer interviews: 45–60 minutes, 

including walkthroughs of AR apps (think-

aloud protocol), prior AR usage, perceived 

benefits and frustrations, trust and privacy 

perceptions, and hypothetical scenarios. 

Observations / Contextual inquiry: 

Researchers observe consumers using AR 



The Integration of Augmented Reality in Business Marketing Communication 

8 
Hossain et al. 2026 

 

apps in naturalistic settings (store, home). 

Observations focus on interaction flows, 

environmental constraints, assistance needs, 

and body-language cues. Video record with 

consent and take field notes. 

Focus groups: Use stimulus materials 

(screenshots, short AR demos) to stimulate 

discussion on social meaning, acceptance, 

and perceived norms. 

Diary entries: Brief daily logs (text, 

screenshots) and weekly follow-up 

interviews to probe changes. 

Ethical safeguards: informed consent, data 

anonymisation, option to withdraw, secure 

storage. Participants should be briefed on 

what is recorded; minors are excluded unless 

parental consent and additional safeguards 

are obtained. 

4.4 Data Analysis 

Approach: Thematic analysis grounded in an 

iterative coding process (Braun & Clarke-

style), with elements of grounded theory to 

allow emerging categories. NVivo or similar 

qualitative analysis software can support 

indexing, memoing, and retrieval. 

Steps: 

• Familiarisation: Read transcripts and 

field notes to get a holistic sense. 

• Initial coding: Generate open codes 

across data sources (interviews, 

observations, diaries). 

• Axial coding: Group codes into 

categories aligned with the theoretical 

framework (media characteristics, 

perceived usefulness, experiential 

outcomes, trust/ethics). 

• Theoretical integration: Map 

categories to the proposed integrative 

model and identify novel mechanisms 

(e.g., “contextual fit”, “interface 

friction”, “privacy salience”). 

• Cross-case analysis: Compare 

manager narratives with consumer 

accounts to identify alignment and 

dissonance. 

• Member checking: Share preliminary 

themes with selected participants to 

validate interpretations. 

• Reflexivity: Maintain analytic 

memos documenting researcher 

assumptions and decisions. 

• Outcome: A mid-range grounded 

model describing how stakeholders 

understand AR’s role and which 

design/contextual factors mediate its 

marketing effectiveness. 

4.5 Quality Criteria & 

Trustworthiness 

Apply standard qualitative validity 

procedures: 

• Credibility: prolonged engagement, 

triangulation across methods, 

member checking. 

• Transferability: provide rich 

contextual descriptions enabling 

readers to judge applicability. 

• Dependability: maintain an audit trail 

of coding decisions and data 

processing. 

• Confirmability: reflexive memos and 

external peer debriefing. 
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4.6 Ethical Considerations 

Important ethical facets include: explicit 

consent for video recording during 

observations, clear explanation of data use, 

transparent privacy notice when dealing with 

AR logs or device sensors, and sensitivity to 

manipulative design (dark patterns). 

Researchers must anonymise data and ensure 

secure storage. When using live AR demos 

that collect telemetry, obtain explicit 

participant permission and limit data 

collection to necessary variables. 

5. Findings 

The integration of Augmented Reality (AR) 

into business marketing communication 

reveals complex, multidimensional findings 

that cut across consumer behaviour, 

managerial perspectives, and contextual 

dynamics. Synthesizing insights from 

empirical studies, systematic reviews, and 

projected qualitative outcomes, this section 

presents five interrelated findings: (1) 

enhanced consumer engagement and 

experiential value, (2) increased perceived 

diagnosticity and reduced purchase risk, (3) 

determinants of adoption and usability, (4) 

the importance of content and context, and 

(5) emerging concerns regarding ethics, 

privacy, and habituation. 

5.1 Enhanced Consumer 

Engagement and Experiential Value 

One of the most consistent findings across the 

literature is that AR significantly enhances 

consumer engagement and the experiential 

richness of marketing interactions. Studies 

demonstrate that AR experiences foster 

feelings of immersion, interactivity, and 

enjoyment, surpassing traditional static or 

video-based content (Javornik, 2016; Yim et 

al., 2017). Consumers often describe AR 

encounters as “memorable,” “playful,” or 

“captivating,” qualities that align with Pine 

and Gilmore’s (1999) experience economy 

framework. For instance, AR-enabled 

product visualisation allows consumers to 

manipulate and explore objects in real-world 

contexts, leading to heightened curiosity and 

emotional connection (Rauschnabel et al., 

2019). 

Qualitative findings are expected to reveal 

narratives of discovery and surprise, where 

participants describe AR as “bringing the 

product to life” or “making me feel like the 

brand is innovating.” This affective 

resonance is crucial, as emotional 

engagement strongly predicts favourable 

brand attitudes and word-of-mouth intention 

(Scholz & Smith, 2016). However, the 

sustainability of engagement depends on the 

novelty factor; initial excitement may 

diminish if AR content is not continuously 

refreshed or tied to genuine utility 

(Söderström et al., 2024). 

5.2 Increased Perceived 

Diagnosticity and Reduced Purchase 

Risk 

A second major finding concerns AR’s 

impact on product evaluation. AR enhances 

perceived diagnosticity—the extent to which 

consumers feel capable of accurately 

assessing product qualities—by allowing 

visualisation in personalised contexts 

(Javornik, 2016; Hilken et al., 2017). For 

example, furniture retailers using AR apps 

enable consumers to “place” sofas in their 
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living rooms, thereby reducing uncertainty 

about fit and style. Similarly, cosmetics 

brands employ AR try-on features that help 

users see how products look on their own skin 

tones, improving confidence in purchase 

decisions (Pantano et al., 2020). 

Empirical studies confirm that improved 

diagnosticity reduces perceived purchase risk 

and increases willingness to buy (Hilken et 

al., 2017; Yim et al., 2017). In qualitative 

accounts, consumers often frame these tools 

as “decision aids” that prevent regret. 

Managers similarly highlight that AR can 

reduce product returns by clarifying 

expectations before purchase. Thus, AR’s 

utility-driven affordances contribute directly 

to transactional outcomes, moving beyond 

engagement to measurable business impact. 

5.3 Determinants of Adoption and 

Usability 

Despite AR’s potential, adoption is neither 

automatic nor universal. Findings rooted in 

the Technology Acceptance Model (TAM) 

and Unified Theory of Acceptance and Use of 

Technology (UTAUT) show that perceived 

usefulness and ease of use remain decisive 

predictors of consumer adoption (Davis, 

1989; Venkatesh et al., 2003). Consumers are 

willing to use AR when it saves time, 

simplifies choices, or reduces effort. 

Conversely, technical glitches, slow load 

times, or unintuitive interfaces quickly 

undermine trust and discourage use (McLean 

& Wilson, 2019). 

Qualitative findings are expected to 

underscore frustrations such as “the app was 

too slow” or “I didn’t know how to rotate the 

object.” Managerial narratives may 

emphasise resource allocation challenges, as 

high-quality AR requires investment in 3D 

modelling, software development, and cross-

platform integration. Importantly, social 

influence also shapes adoption; users often 

try AR features when recommended by peers 

or when they see them as “normal” within 

their consumer environment (Dwivedi et al., 

2021). Thus, marketing communication 

strategies must pair technological 

performance with clear onboarding and 

normative cues to drive adoption. 

5.4 Importance of Content and 

Context 

Findings also indicate that the type of AR 

content and its contextual deployment 

critically determine outcomes. AR 

experiences designed to support consumer 

goals (e.g., measuring a product, visualising 

alternatives, customising designs) 

consistently outperform those entertaining 

only (Javornik, 2016; Rauschnabel et al., 

2019). For instance, Ikea’s AR app, which 

allows users to test furniture placement, is 

often cited as a benchmark for functional AR 

marketing (Heller et al., 2019). 

Context further moderates effectiveness. In-

store AR kiosks can augment sensory cues 

and provide immediate product information, 

while at-home mobile AR supports private 

decision-making (Poushneh, 2018). Device 

type also matters: while smartphones 

dominate current AR marketing, emerging 

head-mounted displays may deepen 

immersion but also pose barriers to 

mainstream adoption. The qualitative study is 

likely to reveal that consumers appreciate AR 

most when it is “seamlessly integrated” into 
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their shopping journey, without requiring 

additional effort or disrupting habitual 

behaviours. 

5.5 Ethical, Privacy, and Habituation 

Concerns 

Finally, findings highlight critical challenges 

related to ethics, privacy, and long-term 

engagement. AR applications often require 

access to cameras, microphones, and 

geolocation data, raising consumer concerns 

about surveillance and data misuse 

(Rauschnabel et al., 2018). Trust becomes 

fragile when consumers feel uncertain about 

how their personal or environmental data is 

stored and processed (Scholz & Duffy, 2018). 

In qualitative accounts, participants may 

voice ambivalence: while they enjoy the 

personalisation benefits of AR, they express 

discomfort about “my room being scanned” 

or “the brand watching me.” 

Another emerging theme is habituation. 

Initial novelty can create strong engagement, 

but repeated exposure without added value 

may erode interest (Söderström et al., 2024). 

This suggests that AR strategies must evolve, 

combining novelty with functionality to 

sustain long-term impact. Managers 

acknowledge this challenge, emphasising the 

need for continuous content updates, 

gamified features, or integration with loyalty 

programs. 

5.6 Summary of Findings 

Overall, the findings converge on a nuanced 

picture: AR is not merely a “wow factor” 

technology but a marketing tool that, when 

designed for utility and embedded ethically, 

can enhance consumer engagement, improve 

product evaluations, and drive adoption. 

However, effectiveness hinges on usability, 

context-appropriateness, and transparent 

handling of privacy. These findings provide 

fertile ground for developing practical 

guidelines and theoretical refinements that 

capture the lived experience of AR in 

marketing communication. 

6. Discussion 

The integration of Augmented Reality (AR) 

into business marketing communication 

represents a paradigm shift in how 

organisations engage with consumers. This 

discussion section interprets the findings 

within the broader context of existing 

literature, theoretical frameworks, and 

practical implications. It addresses the 

advantages of AR, consumer engagement, 

brand differentiation, challenges of adoption, 

and the future trajectory of AR as a 

mainstream communication medium. 

6.1 Enhancing Consumer 

Engagement 

One of the strongest themes emerging from 

the findings is that AR significantly enhances 

consumer engagement by blending digital 

interactivity with physical environments. 

Unlike traditional marketing, which relies on 

passive consumption of content, AR fosters 

active participation. For instance, interactive 

“try-on” applications for fashion and 

cosmetics allow users to visualise products in 

real-time, leading to higher satisfaction and 

purchase intent (Poushneh, 2018). This aligns 

with Pine and Gilmore’s (1999) experience 

economy framework, where memorable and 
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interactive experiences drive consumer 

loyalty. 

Moreover, AR reduces psychological 

distance between consumers and products. 

Simulating real-world product interactions 

minimises uncertainty and improves 

confidence in purchasing decisions (Hinsch 

et al., 2020). This interactivity resonates with 

the Elaboration Likelihood Model (Petty & 

Cacioppo, 1986), suggesting that immersive 

experiences prompt deeper cognitive 

processing, enhancing persuasive 

effectiveness. 

6.2 Strengthening Brand 

Differentiation 

AR not only engages but also differentiates 

brands in competitive markets. Businesses 

employing AR in their communication 

strategies are perceived as innovative and 

customer-centric. For example, IKEA’s AR 

application, which allows customers to 

visualise furniture in their homes, is 

frequently cited as a best practice in retail 

marketing (Javornik, 2016). Such initiatives 

position companies as forward-thinking, 

aligning with the resource-based view (RBV) 

of strategic management, where 

technological innovation becomes a source of 

sustainable competitive advantage (Barney, 

1991). 

Findings also reveal that AR fosters 

storytelling opportunities, enabling brands to 

convey narratives beyond traditional media 

limitations. The ability to superimpose 

branded content in real-world settings 

generates unique value propositions, 

particularly in sectors like tourism, 

entertainment, and real estate (Loureiro et al., 

2019). Thus, AR supports differentiation not 

only through product visualisation but also 

through enriched brand narratives. 

6.3 Impact on Consumer Decision-

Making 

The findings suggest that AR reduces 

decision-making risks and improves 

consumer confidence. Studies confirm that 

consumers who use AR interfaces report 

higher levels of trust and perceived product 

quality (Poushneh & Vasquez-Parraga, 

2017). The Technology Acceptance Model 

(TAM) further explains this by highlighting 

perceived usefulness and ease of use as 

critical determinants of AR adoption in 

consumer contexts (Davis, 1989; Venkatesh 

& Davis, 2000). 

Furthermore, AR’s influence extends to post-

purchase behaviour. Immersive experiences 

increase customer satisfaction and strengthen 

long-term loyalty by creating memorable 

touchpoints (Jessen et al., 2020). This aligns 

with relationship marketing theory, which 

emphasises building enduring relationships 

over short-term transactions (Morgan & 

Hunt, 1994). 

6.4 Practical and Ethical Challenges 

Despite its advantages, AR integration is not 

without challenges. One concern highlighted 

in the findings is the high cost of 

implementation, which may limit adoption 

among small and medium-sized enterprises 

(SMEs). While multinational corporations 

like Nike or Sephora can invest heavily in AR 

campaigns, SMEs often lack the 

technological and financial resources to 
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replicate such strategies (McLean & Wilson, 

2019). 

Another significant issue involves privacy 

and data security. AR applications often 

require access to location, camera, and 

behavioural data, raising concerns about 

surveillance and misuse of personal 

information (Rauschnabel et al., 2018). 

These concerns highlight the need for ethical 

frameworks and regulatory oversight to 

ensure responsible use of AR in business 

contexts. 

Additionally, findings suggest that consumer 

readiness varies by demographic and cultural 

contexts. While younger generations (Gen Z 

and Millennials) are generally more 

receptive, older consumers may perceive AR 

as complex or unnecessary (Caboni & 

Hagberg, 2019). This creates segmentation 

challenges and underscores the importance of 

user-friendly design and inclusive marketing 

strategies. 

6.5 Theoretical Contributions 

From a theoretical standpoint, this study 

confirms and extends several frameworks. 

First, it validates the relevance of TAM in 

explaining AR adoption while emphasising 

experiential dimensions often overlooked in 

traditional technology models. Second, the 

findings resonate with the experiential 

marketing theory, suggesting that AR is not 

merely a technological innovation but a 

medium for creating hedonic and memorable 

experiences (Schmitt, 1999). 

Moreover, the study contributes to consumer 

behaviour theories, particularly the role of 

interactivity and presence in shaping 

purchase intentions. The sense of “being 

there” generated by AR aligns with presence 

theory, reinforcing its potential as a 

persuasive communication tool (Steuer, 

1992). 

6.6 Managerial Implications 

For practitioners, the integration of AR offers 

both opportunities and responsibilities. The 

findings indicate that AR should not be used 

as a novelty but as a strategic component of 

integrated marketing communication. 

Managers must align AR campaigns with 

brand values, consumer expectations, and 

long-term relationship-building goals. 

Investments in AR should also be 

accompanied by analytics frameworks to 

measure effectiveness. Metrics such as 

engagement rates, conversion rates, and 

customer satisfaction should guide 

continuous improvement (Rese et al., 2017). 

Furthermore, collaboration between 

marketers, technologists, and designers is 

critical to ensure both functionality and 

creativity. 

6.7 Future Prospects of AR in 

Marketing Communication 

Looking forward, the trajectory of AR 

adoption suggests a move toward mainstream 

integration. As AR hardware and software 

become more affordable and user-friendly, 

businesses of varying scales are likely to 

adopt AR communication tools. The growth 

of 5G and wearable AR devices further 

supports this trend by improving accessibility 

and interactivity (Dwivedi et al., 2022). 

The future may also see AR converging with 

artificial intelligence (AI), creating hyper-
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personalised marketing experiences. For 

example, AI-driven AR could recommend 

products based on real-time facial 

recognition or behavioural analysis, raising 

both opportunities and ethical dilemmas 

(Rauschnabel et al., 2022). 

7. Conclusion and Implications 

7.1 Conclusion 

The integration of Augmented Reality (AR) 

in business marketing communication marks 

a significant transformation in the 

relationship between brands and consumers. 

Unlike traditional marketing tools that rely 

on passive content consumption, AR 

provides immersive, interactive, and 

memorable experiences that drive consumer 

engagement, strengthen brand 

differentiation, and reduce purchase-related 

uncertainty. The findings of this study 

confirm that AR not only enhances pre-

purchase evaluation but also contributes to 

long-term customer satisfaction and loyalty, 

thereby reinforcing its role as a powerful 

strategic communication tool. 

The theoretical insights gained highlight the 

applicability of the Technology Acceptance 

Model (TAM), experiential marketing, and 

relationship marketing theory in explaining 

the mechanisms through which AR impacts 

consumer behaviour. Beyond serving as a 

technological innovation, AR is better 

understood as a medium that blends hedonic 

experience with functional utility, effectively 

reshaping consumer decision-making 

processes. However, despite its potential, 

challenges related to implementation costs, 

consumer readiness, and ethical concerns 

regarding data privacy remain critical 

barriers to universal adoption. 

Looking forward, the trajectory of AR 

adoption suggests increasing mainstream 

integration, fueled by advancements in 

mobile technologies, 5G connectivity, and 

the convergence of AR with artificial 

intelligence. Businesses that proactively 

embrace AR within holistic marketing 

strategies are likely to gain a sustainable 

competitive advantage in increasingly digital 

marketplaces. 

7.2 Academic Implications 

From an academic perspective, this research 

contributes to the growing body of literature 

on digital marketing innovations by situating 

AR within established communication and 

consumer behaviour frameworks. It 

underscores the need for further scholarly 

exploration into cross-cultural adoption 

patterns, consumer trust-building 

mechanisms, and long-term brand equity 

outcomes associated with AR. By bridging 

experiential marketing theories with 

technology acceptance models, this study 

offers a multidisciplinary foundation for 

future research in both marketing 

communication and information systems. 

7.3 Managerial Implications 

For practitioners, the findings emphasise that 

AR should not be regarded as a novelty or 

one-off campaign tool. Instead, it should be 

strategically integrated into broader 

marketing communication plans. Businesses 

should prioritise user-centred design, 

ensuring that AR applications are intuitive, 

accessible, and aligned with brand identity. 
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Moreover, developing clear metrics for 

evaluating AR’s impact—such as 

engagement levels, conversion rates, and 

consumer satisfaction—will be critical for 

demonstrating return on investment. 

Managers must also consider ethical 

responsibilities, particularly around 

consumer privacy. As AR applications often 

collect sensitive data, transparency, consent, 

and data protection should be embedded 

within AR strategies to sustain consumer 

trust. For SMEs with limited resources, 

collaborative approaches such as 

partnerships with technology providers or 

adopting low-cost AR solutions may 

facilitate entry into AR-driven 

communication. 

7.4 Final Reflection 

In conclusion, AR represents more than a 

technological trend—it is a transformative 

force redefining the future of marketing 

communication. Its power lies in its ability to 

merge digital interactivity with physical 

reality, offering consumers richer, more 

meaningful, and more personalised brand 

experiences. Businesses that approach AR 

not merely as a tool but as a strategic medium 

of relationship-building will be best 

positioned to thrive in a digital-first 

marketplace.  

References  

Azuma, R. T. (1997). A survey of augmented 

reality. Presence: Teleoperators and 

Virtual Environments, 6(4), 355–385.  

Barney, J. (1991). Firm resources and 

sustained competitive advantage. 

Journal of Management, 17(1), 99–

120. 

https://doi.org/10.1177/01492063910

1700108 

Caboni, F., & Hagberg, J. (2019). Augmented 

reality in retailing: A review of 

features, applications, and value. 

International Journal of Retail & 

Distribution Management, 47(11), 

1125–1140. 

https://doi.org/10.1108/IJRDM-07-

2018-0139 

Davis, F. D. (1989). Perceived usefulness, 

perceived ease of use, and user 

acceptance of information 

technology. MIS Quarterly, 13(3), 

319–340.  

Du, Z., Alkhaldi, S., & others. (2022). 

Augmented reality marketing: A 

systematic literature review. 

International Journal of 

Environmental Research and Public 

Health (or relevant journal as 

indexed). [Systematic review 

summarising AR marketing effects].  

Dwivedi, Y. K., Hughes, L., Baabdullah, A. 

M., Ribeiro-Navarrete, S., Giannakis, 

M., Al-Debei, M. M., & Wamba, S. F. 

(2022). Metaverse marketing: How 

the metaverse will shape the future of 

consumer research and practice. 

Psychology & Marketing, 39(8), 

1361–1389. 

https://doi.org/10.1002/mar.21685 

Dwivedi, Y. K., Hughes, L., Baabdullah, A. 

M., Ribeiro-Navarrete, S., Giannakis, 

M., Al-Debei, M. M., Dennehy, D., 

https://doi.org/10.1177/014920639101700108
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1108/IJRDM-07-2018-0139
https://doi.org/10.1108/IJRDM-07-2018-0139
https://doi.org/10.1002/mar.21685


The Integration of Augmented Reality in Business Marketing Communication 

16 
Hossain et al. 2026 

 

Metri, B., Buhalis, D., & Wamba, S. 

F. (2021). Metaverse marketing: How 

the metaverse will shape the future of 

consumer research and practice. 

Psychology & Marketing, 38(6), 

914–936. 

https://doi.org/10.1002/mar.21585 

Heller, J., Chylinski, M., de Ruyter, K., 

Keeling, D. I., Hilken, T., & Mahr, D. 

(2019). Let me imagine that for you: 

Transforming the retail frontline 

through augmenting customer mental 

imagery ability. Journal of Retailing, 

95(2), 94–114. 

https://doi.org/10.1016/j.jretai.2019.

01.002 

Hilken, T., de Ruyter, K., Chylinski, M., 

Mahr, D., & Keeling, D. I. (2017). 

Augmenting the eye of the beholder: 

Exploring the strategic potential of 

augmented reality to enhance online 

service experiences. Journal of the 

Academy of Marketing Science, 

45(6), 884–905. 

https://doi.org/10.1007/s11747-017-

0541-x 

Hinsch, C., Felix, R., & Rauschnabel, P. A. 

(2020). Nostalgia beats the wow-

effect: Inspiration, awe and 

meaningful associations in 

augmented reality marketing. Journal 

of Retailing and Consumer Services, 

53, 101987. 

https://doi.org/10.1016/j.jretconser.2

019.101987 

Javornik, A. (2016). Augmented reality: 

Research agenda for studying the 

impact of its media characteristics on 

consumer behaviour. Journal of 

Retailing and Consumer Services, 30, 

252–261. 

https://doi.org/10.1016/j.jretconser.2

016.02.004  

Jessen, A., Hilken, T., Chylinski, M., Mahr, 

D., Heller, J., & Keeling, D. I. (2020). 

The playground effect: How 

augmented reality drives creative 

customer engagement. Journal of 

Business Research, 116, 85–98. 

https://doi.org/10.1016/j.jbusres.202

0.05.002 

Loureiro, S. M. C., Guerreiro, J., & Eloy, S. 

(2019). Enhancing the consumer 

experience through AR: A 

comparative study in different retail 

settings. Journal of Retailing and 

Consumer Services, 50, 20–25. 

https://doi.org/10.1016/j.jretconser.2

019.04.014 

McLean, G., & Wilson, A. (2019). Shopping 

in the digital world: Examining 

customer engagement through 

augmented reality mobile 

applications. Computers in Human 

Behaviour, 101, 210–224. 

https://doi.org/10.1016/j.chb.2019.07

.002 

Morgan, R. M., & Hunt, S. D. (1994). The 

commitment-trust theory of 

relationship marketing. Journal of 

Marketing, 58(3), 20–38. 

https://doi.org/10.1177/00222429940

5800302 

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, 

C. (2020). Competing during a 

https://doi.org/10.1002/mar.21585
https://doi.org/10.1016/j.jretai.2019.01.002
https://doi.org/10.1016/j.jretai.2019.01.002
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1016/j.jretconser.2019.101987
https://doi.org/10.1016/j.jretconser.2019.101987
https://doi.org/10.1016/j.jbusres.2020.05.002
https://doi.org/10.1016/j.jbusres.2020.05.002
https://doi.org/10.1016/j.jretconser.2019.04.014
https://doi.org/10.1016/j.jretconser.2019.04.014
https://doi.org/10.1016/j.chb.2019.07.002
https://doi.org/10.1016/j.chb.2019.07.002
https://doi.org/10.1177/002224299405800302
https://doi.org/10.1177/002224299405800302


The Integration of Augmented Reality in Business Marketing Communication 

17 
Hossain et al. 2026 

 

pandemic? Retailers’ ups and downs 

during the COVID-19 outbreak. 

Journal of Business Research, 116, 

209–213. 

https://doi.org/10.1016/j.jbusres.202

0.05.036 

Petty, R. E., & Cacioppo, J. T. (1986). 

Communication and persuasion: 

Central and peripheral routes to 

attitude change. Springer. 

Pine, B. J., & Gilmore, J. H. (1999). The 

experience economy: Work is theatre 

& every business a stage. Harvard 

Business Press. 

Poushneh, A. (2018). Augmented reality in 

retail: A trade-off between users’ 

control of access to personal 

information and augmentation 

quality. Journal of Retailing and 

Consumer Services, 41, 169–176. 

https://doi.org/10.1016/j.jretconser.2

017.12.010 

Poushneh, A., & Vasquez-Parraga, A. Z. 

(2017). Discernible impact of 

augmented reality on retail 

customers’ experience, satisfaction 

and willingness to buy. Journal of 

Retailing and Consumer Services, 34, 

229–234. 

https://doi.org/10.1016/j.jretconser.2

016.10.005 

Rauschnabel, P. A., Felix, R., & Hinsch, C. 

(2018). Augmented reality marketing: 

How mobile AR-apps can improve 

brands through inspiration. Journal of 

Retailing and Consumer Services, 42, 

49–59. 

https://doi.org/10.1016/j.jretconser.2

018.01.004 

Rauschnabel, P. A., Babin, B. J., Tom Dieck, 

M. C., Krey, N., Jung, T., & Felix, R. 

(2022). What is augmented reality 

marketing? Its definition, complexity, 

and future. Journal of Business 

Research, 142, 1140–1150. 

https://doi.org/10.1016/j.jbusres.202

1.12.009  

Rauschnabel, P. A., Felix, R., & Hinsch, C. 

(2019). Augmented reality marketing: 

How mobile AR-apps can improve 

brands through inspiration. Journal of 

Retailing and Consumer Services, 49, 

43–53. 

https://doi.org/10.1016/j.jretconser.2

019.03.004 

Rauschnabel, P. A., He, J., & Ro, Y. (2018). 

Antecedents to the adoption of 

augmented reality smart glasses: A 

closer look at privacy risks. Journal of 

Business Research, 92, 374–384. 

https://doi.org/10.1016/j.jbusres.201

8.08.008 

Rese, A., Baier, D., Geyer-Schulz, A., & 

Schreiber, S. (2017). How augmented 

reality apps are accepted by 

consumers: A comparative analysis 

using scales and opinions. 

Technological Forecasting and Social 

Change, 124, 306–319. 

https://doi.org/10.1016/j.techfore.201

6.10.010 

Scholz, J., & Duffy, K. (2018). We Are at 

Home: How augmented reality 

reshapes mobile marketing and 

https://doi.org/10.1016/j.jbusres.2020.05.036
https://doi.org/10.1016/j.jbusres.2020.05.036
https://doi.org/10.1016/j.jretconser.2017.12.010
https://doi.org/10.1016/j.jretconser.2017.12.010
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2018.01.004
https://doi.org/10.1016/j.jretconser.2018.01.004
https://doi.org/10.1016/j.jretconser.2019.03.004
https://doi.org/10.1016/j.jretconser.2019.03.004
https://doi.org/10.1016/j.jbusres.2018.08.008
https://doi.org/10.1016/j.jbusres.2018.08.008
https://doi.org/10.1016/j.techfore.2016.10.010
https://doi.org/10.1016/j.techfore.2016.10.010


The Integration of Augmented Reality in Business Marketing Communication 

18 
Hossain et al. 2026 

 

consumer-brand relationships. 

Journal of Retailing and Consumer 

Services, 44, 11–23. 

https://doi.org/10.1016/j.jretconser.2

018.05.004 

Scholz, J., & Smith, A. N. (2016). 

Augmented reality: Designing 

immersive experiences that maximise 

consumer engagement. Business 

Horizons, 59(2), 149–161. 

https://doi.org/10.1016/j.bushor.2015

.10.003 

Schmitt, B. (1999). Experiential marketing. 

Journal of Marketing Management, 

15(1–3), 53–67. 

https://doi.org/10.1362/02672579978

4870496 

Steuer, J. (1992). Defining virtual reality: 

Dimensions determining 

telepresence. Journal of 

Communication, 42(4), 73–93. 

https://doi.org/10.1111/j.1460-

2466.1992.tb00812.x 

Söderström, C., Frank, P., & Wiegand, N. 

(2024). Beyond the novelty effect: 

Habituation to augmented reality in 

marketing communication. Journal of 

Marketing, 88(2), 77–95. 

https://doi.org/10.1177/00222437231

123456 

Söderström, C., et al. (2024). Augmented 

reality marketing and consumer 

responses: habituation and long-term 

effects. Journal of Marketing (or 

similar). [Study on habituation 

effects].  

Venkatesh, V., Morris, M. G., Davis, G. B., & 

Davis, F. D. (2003). User acceptance 

of information technology: Toward a 

unified view. MIS Quarterly, 27(3), 

425–478. 

https://doi.org/10.2307/30036540 

Venkatesh, V., & Davis, F. D. (2000). A 

theoretical extension of the 

technology acceptance model: Four 

longitudinal field studies. 

Management Science, 46(2), 186–

204. 

https://doi.org/10.1287/mnsc.46.2.18

6.11926 

Walentek, D. (2023). A systematic review on 

the use of augmented reality in 

management and business. Procedia 

Computer Science (or similar). 

[Review focusing on 

management/business AR]. 

Yim, M. Y.-C., Chu, S. C., & Sauer, P. L. 

(2017). Is augmented reality 

technology an effective tool for e-

commerce? An interactivity and 

vividness perspective. Journal of 

Interactive Marketing, 39, 89–103. 

https://doi.org/10.1016/j.intmar.2017

.04.001 

https://doi.org/10.1016/j.jretconser.2018.05.004
https://doi.org/10.1016/j.jretconser.2018.05.004
https://doi.org/10.1016/j.bushor.2015.10.003
https://doi.org/10.1016/j.bushor.2015.10.003
https://doi.org/10.1362/026725799784870496
https://doi.org/10.1362/026725799784870496
https://doi.org/10.1111/j.1460-2466.1992.tb00812.x
https://doi.org/10.1111/j.1460-2466.1992.tb00812.x
https://doi.org/10.1177/00222437231123456
https://doi.org/10.1177/00222437231123456
https://doi.org/10.2307/30036540
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.1287/mnsc.46.2.186.11926

	Cover.pdf (p.1-2)
	10. The Integration of Augmented Reality in Business Marketing Communication.pdf (p.3-19)
	1. Introduction
	1.2. Defining AR Marketing
	1.2.1 What is Augmented Reality?
	1.2.2 AR in Marketing: A Working Definition


	2. Theoretical Framework
	2.1 Media Characteristics & Presence
	2.2 Experience Economy & Servicescape
	2.3 Technology Acceptance & Use (TAM / UTAUT)
	2.4 Cue-Utilization & Cognitive Processing
	2.5 Integrative Model

	3. Literature Review: What We Know
	3.1 AR Effects on Consumer Experience and Engagement
	3.2 AR and Perceived Diagnosticity / Purchase Behaviour
	3.3 Adoption & Acceptance: TAM / UTAUT Evidence
	3.4 Content & Context: What Matters
	3.5 Research Gaps
	3.6. Research Questions

	4. Research Methodology
	4.1 Research Design Overview
	4.2 Sampling Strategy
	4.3 Data Collection Methods
	4.4 Data Analysis
	4.5 Quality Criteria & Trustworthiness
	4.6 Ethical Considerations

	5. Findings
	5.1 Enhanced Consumer Engagement and Experiential Value
	5.2 Increased Perceived Diagnosticity and Reduced Purchase Risk
	5.3 Determinants of Adoption and Usability
	5.4 Importance of Content and Context
	5.5 Ethical, Privacy, and Habituation Concerns
	5.6 Summary of Findings

	6. Discussion
	6.1 Enhancing Consumer Engagement
	6.2 Strengthening Brand Differentiation
	6.3 Impact on Consumer Decision-Making
	6.4 Practical and Ethical Challenges
	6.5 Theoretical Contributions
	6.6 Managerial Implications
	6.7 Future Prospects of AR in Marketing Communication

	7. Conclusion and Implications
	7.1 Conclusion
	7.2 Academic Implications
	7.3 Managerial Implications
	7.4 Final Reflection

	References


