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ABSTRACT 

An Analysis of Customer Opinion Towards Augmented Reality (AR) Transforms 

Marketing is the topic taken for research. This study are to understand the consumer 

awareness, perception and expectations of AR technology in Marketing, to identify the 

benefits and drawbacks of AR transformation in marketing from a customer perspective, to 

explore the potential applications and use of AR in marketing that resonate with customers, to 

identify demographic differences in customer opinion and attitudes towards AR 

transformation in Marketing and to provide recommendations for marketers and businesses 

on how to leverage AR technology to meet customer needs and expectation effectively. 

Primary and Secondary data were used in this study to collect data. The purposive sampling 

technique is adopted to select 122 respondents who are customers using Augmented Reality 

in Thoothukudi District. AR has revolutionized how brands engage with customers, offering 

interactive and immersive experiences. The study confirms that AR significantly enhances 

shopping experiences and strengthens brand-customer relationships. As AR technology 

advances, its adoption will likely increase in industries such as fashion, beauty, retail, 

education, and healthcare. Brands that invest in AR development, personalization, and user-

friendly interfaces will benefit from higher consumer engagement and sales growth. The 

study highlights the potential of AR to shape the future of digital marketing. However, 

businesses must address consumer concerns and continuously improve the AR experience to 

maximize its effectiveness. 
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INTRODUCTION 

Augmented Reality (AR) is an emerging cutting-edge technology in marketing. It 

enhances the visual, auditory and tangible perception of users by augmenting digital contents 

such as text, geolocation information, graphics, audio and videos onto a live view of the 

physical objects and environments in real-time (Carmigniani et al., 2011; Fan et al., 2020; 
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Sung, 2021). AR establishes a closer relationship between users’ physical space and virtual 

objects. The gaming industry has, to date, seen the most extensive developments, and 

medicine, education, travel, entertainment, and marketing are important application areas as 

well. The rapid growth of AR applications has been propelled by the development of toolkits 

AR Kit for iOS devices and AR Core for Android devices. Therefore, the user experience 

with AR is more immersive, vivid, interactive and more realistic (Cipresso et al., 2018). With 

the popularity of mobile devices and the availability of high-speed wireless networks, an 

increasing number of web-based AR applications and mobile AR apps have emerged to 

create novel, immersive, enjoyable, informative, and valuable user experiences. Accordingly, 

AR is becoming a disruptive technology that will transform marketing in the coming years 

(Tan et al., 2022). 

REVIEW OF LITERATURE  

Syed Hasnain Alam Kazmi, Alharthi Rami Hashem. E (et.al), (2021) In their 

research “Role of Augmented Reality in Changing Consumer Behavior and Decision 

Making: Case of Pakistan” discovered how the Augmented Reality (AR) experience 

influenced consumer behaviour, buying intention and pleasure when purchasing a fashion 

item in developing countries. This study employs positivist ideas to investigate the 

connections between various factors, believing that reality is unwavering, stable, and 

static. They found that it should be functional, simple to learn and use, symmetrical, 

pleasant, and appealing while fulfilling the unconscious emotional elements of a 

customer’s purchase. 

Saifeddin Alimamy (2022) In the research “Customer perceived value through 

quality augmented reality experiences in retail: The mediating effect of customer 

attitudes” found that this paper explores the relationship between the perceived quality of 

the AR experience on customer perceived value as well as the mediating influence of 

attitude on this relationship. They collected data through an online survey and found that 

experience quality, i.e. authenticity, presence, and interactions, created through AR, 

directly impacts customer attitudes. Their findings revealed no direct relationship 

between experience quality and perceived value. Their study is one of the first to 

investigate the role of experiences generated through AR as reflected by authenticity, 

presence, and interaction quality. The results of this study underscore the importance of 
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customer attitudes within service experiences and how they potentially influence 

customer-perceived value. 

Tito Wira Eka Suryawijaya and Diana Aqmala (2023) in their research 

“Transforming consumer experience through the application of augmented optimization 

marketing in retail marketing strategy” found that the multifaceted role of Augmented 

Reality (AR) as a pivotal marketing tool within the evolving landscape of the retail sector 

in the aftermath of the pandemic. The research methodology adopted encompasses a 

quantitative approach, employing the robust Structural Equation Modeling (SEM) - 

Partial Least Squares (PLS) model. The process of data acquisition unfolded through a 

meticulously crafted online survey utilizing a Google Form-based questionnaire. The 

findings are transformative, suggesting that retail entities possess the capacity to 

strategically optimize AR technology as a dynamic and effective marketing tool. 

Usman Aslam, and Leon Davis (2024), in their research “Analyzing consumer 

expectations and experiences of Augmented Reality (AR) apps in the fashion retail 

sector” found that this paper explores the intricate realm of consumer expectations and 

experiences regarding Augmented Reality (AR) apps, specifically in the fashion retail 

sector. This study aims to understand the practical, consumer-centric aspects of AR apps 

– an overlooked area of the field, as many studies have focused on the technical aspects of 

AR apps. They found that consumers appreciate AR apps for providing a unique, 

immersive shopping experience akin to in-store shopping, with advanced features such as 

3D visualization. 

Shu-Hsiang Chen, and Fawad Ahmed (2025) in their research “The 

Transformative Power of AI and AR in Customer-Centric Services in the Tourism and 

Hospitality Sector: Looking Back to Predict the Future Outlook” found that how Artificial 

Intelligence (AI) and Augmented Reality (AR) are bringing big changes to the hospitality 

and tourism industries, especially in the post-pandemic era. The main goals of this 

chapter are to describe how AI and AR have evolved and examine their impact on 

customer service and business operations. AI is changing how businesses serve their 

customers by using AI and AR tools to offer smart and quick assistance. These 

technologies make customer service more personalized and efficient in fields such as 

'smart tourism' and how AI-driven AR helps build resilience with theoretical 

underpinnings such as Flow Experience (FE) and Technology Acceptance Model (TAM). 
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STATEMENT OF THE PROBLEM 

There is a significant knowledge gap in understanding customer opinions and 

attitudes towards Augmented Reality (AR) marketing. The effectiveness of AR in 

transforming marketing strategies, enhancing customer experience, and influencing 

purchasing decisions is unclear. Businesses struggle to develop effective AR marketing 

strategies due to a limited understanding of customer needs and preferences, inadequate 

measurement of AR marketing effectiveness, and insufficient data on customer 

behaviour. Furthermore, the impact of AR marketing on customer engagement, loyalty, 

retention, satisfaction, and advocacy is not well understood. The role of AR marketing in 

creating brand awareness, driving business growth, and generating revenue is also 

unclear. Additionally, there is a lack of standardized AR marketing metrics, and the return 

on investment (ROI) of AR marketing initiatives is unclear. Overall, there is a need for 

research that explores customer opinions and attitudes towards AR-based marketing 

initiatives to address these knowledge gaps and challenges. 

OBJECTIVES 

1. To understand the consumer awareness, perception and expectations of AR 

technology in Marketing 

2. To identify the benefits and drawbacks of AR transformation in marketing from a 

customer perspective 

3. To explore the potential applications and use of AR in marketing that resonate 

with customers 

4. To identify demographic differences in customer opinion and attitudes towards 

AR transformation in Marketing 

5. To provide recommendations for marketers and businesses on how to leverage AR 

technology to meet customer needs and expectations effectively 
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LIMITATION OF STUDY 

1. Time is one of the major constraints which limit the data collection 

2. Errors in data collection due to the bias of the respondents 

RESULT AND DISCUSSION  

LIKERT SCALE TABLE SHOWING THE USAGE OF AR PRODUCTS BY 

CONSUMERS 

INFERENCE : 

From the above table majority of 4.295 weighted score is the highest rank for AR has 

enhanced my shopping experience is ranked first, followed by 4.227 AR provides proper 

reviews and recommendations, is the next level, rated as the second rank, 4.024 is ranked 

third for AR helps to modify products in real time., 3.663 is ranked in the eighth position for 

preference to use AR on social media platforms, 3.647 is ranked in ninth position for use of 

AR to visualize furniture or home décor before purchase, and 3.229 is ranked in last position 

for use of AR marketing to compare products and prices. 

INDEPENDENT SAMPLE T-TEST 

TABLE SHOWING BENEFITS OF AR IN MARKETING 

VARIABLE GENDER MEAN STANDARD 

DEVIATION 

F SIG. 

VALUE 

AR has enhanced my 

shopping experience 

Male 

Female 

4.6557 

4.1803 

.65537 

.76394 

3.053 .000 

 

AR marketing helps to 

understand product features 

Male 

Female 

4.0492 

4.0656 

.46283 

.70401 

8.792 .879 

 

AR marketing provides an 

interactive shopping 

experience 

Male 

Female 

3.6066 

3.5574 

.78057 

.80673 

.007 .733 
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AR marketing makes it 

easier to find what I’m 

looking for 

Male 

Female 

3.5410 

3.6721 

.92329 

.88922 

.292 .426 

 

AR marketing provides 

detailed product 

information 

Male 

Female 

3.9344 

3.7213 

1.04672 

1.09744 

.076 .275 

 

AR marketing has increased 

loyalty to a brand 

Male 

Female 

3.8197 

3.7213 

.61936 

1.00218 

12.384 .516 

 

AR makes learning more 

interactive 

Male 

Female 

3.8852 

3.7541 

.83862 

.94262 

.864 .418 

 

AR marketing increases 

sales 

Male 

Female 

4.0820 

3.7541 

.61360 

.74511 

5.780 .009 

 

AR helps to modify 

products in real-time 

Male 

Female 

4.2295 

3.8197 

.69266 

.99177 

5.342 .009 

 

AR provides hands-on 

training 

Male 

Female 

3.8689 

3.6721 

.80572 

.92595 

2.017 .213 

 

Computed source – Primary data  

Inference : 

The above table shows that the significance value for the statement AR has enhanced my 

shopping experience, AR marketing increases sales, and AR helps to modify products in real 

time, 0.000, 0.009 and 0.009, respectively, is less than 0.05. Hence, I reject the Null 

hypothesis and conclude by accepting that there is a significant difference between the 

benefits of AR marketing with Gender. In contrast the table shows the significance value as 

0.879, 0.733, 0.426, 0.275, 0.516, 0.418 and 0.213 for the statements AR marketing helps to 

understand product features, AR marketing provides an interactive shopping experience, AR 

marketing makes it easier to find what I’m looking for, AR marketing provides detailed 

product information, AR marketing has increased loyalty to a brand, AR makes learning 
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more interactive and AR provides hands-on training are greater than 0.05. Hence, I accept the 

Null Hypothesis and conclude that there is no significant difference between the Benefits of 

AR in Marketing with Gender. 

ONE-WAY ANOVA 

TABLE SHOWING USAGE AND DRAWBACKS OF AR IN MARKETING 

VARIABLE MEAN SQUARE F SIGNIFICANCE 

VALUE 

Usage          

Between 

                     Within 

40.866 

36.683 

1.114 <0.01 

Drawbacks Between 

                     Within 

50.765 

30.974 

1.649 <0.01 

Computed source – Primary data 

 

Inference:  

The above table ANOVA shows that the significance value is stated with <0.01, and it is less 

than 0.05. Hence, I reject the Null Hypothesis and conclude by accepting that there is a 

significant difference between the Usage and drawbacks of AR in Marketing. The highest 

value F is 1.649 for the drawbacks of AR in marketing. 

 

TABLE SHOWING USAGE OF AR BY THE AGE OF CUSTOMERS USING AR 

VARIABLE GROUPS MEAN 

SQUARE 

f SIG.  

VALUE 

AR marketing helps to compare 

products and prices 

Between Groups 

Within Groups 

1.986 

.827 

2.401 .071 

AR provides virtual clothing or 

accessory experiences 

Between Groups 

Within Groups 

.567 

.502 

1.128 .341 

AR marketing helps to visualize Between Groups .644 .761 .518 
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furniture or home décor before 

purchase 

Within Groups .847 

Usage of AR on social media 

platforms 

Between Groups 

Within Groups 

.047 

.975 

.049 .986 

AR provides more samples for 

purchasing decisions 

Between Groups 

Within Groups 

.372 

1.347 

.276 .842 

AR allows for more customized 

products 

Between Groups 

Within Groups 

.337 

.766 

.440 .725 

Usage of premium apps with AR 

functionality 

Between Groups 

Within Groups 

1.253 

.840 

1.492 .220 

AR provides proper reviews and 

recommendations 

Between Groups 

Within Groups 

1.940 

.719 

2.699 .049 

AR marketing is easy to use Between Groups 

Within Groups 

.090 

.734 

.122 .947 

My usage of AR marketing has 

increased 

Between Groups 

Within Groups 

.193 

.579 

.334 .801 

Computed source – Primary data 

Inference: 

The above table ANOVA shows sig. value as 0.071, 0.341, 0.518, 0.986, 0.842, 0.725, 0.220, 

0.049, 0.947 and 0.801 for the variable AR marketing helps to compare products and prices, 

AR provides virtual clothing or accessories experiences, AR helps to visualize furniture or 

home décor before purchase, Usage of AR on social media platforms, AR provides more 

samples for purchasing decisions, AR allows for more customized products, Usage of 

premium apps with AR functionality, AR provides proper reviews and recommendations, AR 

marketing is easy to use and My usage of AR marketing has increased is greater than 0.05. 

Hence, I accept the Null Hypothesis stating that there is no significant difference between the 

usage of AR marketing and the Age of customers using AR Marketing.  

 

 



 

508 

 

  Marian Quest – A Bi-annual Multidisciplinary Research Journal. Vol.18         ISSN2249– 7145.  

ONE-SAMPLE T-TEST 

TABLE SHOWING DRAWBACKS OF AR IN MARKETING 

VARIABLES MEAN STANDARD  

DEVIATIO

N 

T P value 

Experiencing technical difficulties while 

using AR  

4.1803 .92724 14.060 .000 

AR freezes my device                                  3.6885 .79338 9.586 .000 

AR experiences are too expensive                      3.3770 .83644 4.979 .000 

AR experiences disrupt personal space                 3.3033 .88970 3.765 .000 

Experiencing health issues after using 

AR for a long period  

3.5000 1.20089 4.599 .000 

The quality of AR experiences is often 

inadequate     

3.5328 .91980 6.398 .000 

AR experiences fail to meet my 

expectations          

3.5738 .92636 6.841 .000 

Traditional marketing has declined after 

the emergence of AR  

3.8115 .79598 11.260 .000 

AR games are addictive and affect 

mental health       

3.8525 .86886 10.837 .000 

AR applications require access to user 

data, such as location  

3.6148 .89486 7.588 .000 

Computed source-  Primary data 

Inference : 

The above table One sample t-test indicates P-value as .000 for Experiencing technical 

difficulties while using AR, AR freezes my device, AR experiences are too expensive, AR 
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experiences disrupt personal space, Experiencing health issues after using AR for a long 

period, The quantity of AR experiences is often inadequate, AR experiences fail to meet my 

expectations, Traditional Marketing has declined after the emergence of AR, AR games are 

addictive and affect mental health and AR applications require access to user data, such as 

location is less than 0.05. Hence, I reject the Null Hypothesis and conclude that there is a 

significant difference in the Drawbacks of AR Marketing. 

PEARSON CORRELATION COEFFICIENT ANALYSIS 

TABLE SHOWING BENEFITS AND USAGE OF CONSUMERS TOWARDS AR 

MARKETING 

Computed source – Primary data 

Inference : 

The above Pearson Coefficient Correlation table indicates that the significance value is stated 

with <0.01 in both the variable benefits level/usage level and usage level/benefits level. By 

considering the P value less than 0.025, the study concludes that the Null Hypothesis is 

rejected. Hence, the Alternative Hypothesis is accepted and states that there is a significant 

difference between the Benefits and Usage of consumers towards AR Marketing. The 

Coefficient Correlation is the same for both the variables and is equally distributed among the 

two variables, stating that there is a strong relationship towards AR Marketing. 

DISCUSSING THE RESULT 

The data analysis on Augmented Reality (AR) marketing highlights key insights 

regarding its benefits, drawbacks, and user perceptions. The highest-ranked benefit, with a 

weighted score of 4.295, is that AR enhances shopping experiences, followed by AR 

providing proper reviews and recommendations at 4.227. Users also find AR helpful in 

VARIABLE NO.OF 

RESPONDENTS 

CORRELATION 

VALUES 

Benefits / Usage 

SIGNIFICANCE 

VALUE 

Benefits/Usage 122 1/490 <0.01 

Usage/Benefits 122 490/1 <0.01 
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modifying products in real-time, with a score of 4.024. However, lower scores are seen in 

preferences for using AR on social media (3.663), visualizing furniture before purchase 

(3.647), and comparing products and prices (3.229). The statistical significance test (p-

values) indicates a notable difference in AR benefits based on gender for factors such as 

enhanced shopping experiences and increased sales, while no significant difference was 

found in areas like interactive shopping experiences and product understanding. 

Regarding drawbacks, the ANOVA test confirms a significant difference in the perceived 

disadvantages of AR marketing, with the highest F-value of 1.649. The one-sample t-test 

further reveals that users experience issues such as technical difficulties, device freezing, high 

costs, disruptions in personal space, and even health concerns. Additionally, concerns about 

AR applications requiring access to user data, addiction risks from AR games, and the decline 

of traditional marketing methods were also significant. The study's rejection of the null 

hypothesis indicates that these drawbacks have a substantial impact on users’ perceptions of 

AR. The Pearson Correlation analysis reveals a strong relationship between the benefits and 

usage of AR marketing. With a significance value of <0.01 and a p-value below 0.025, the 

data confirms a direct correlation between how consumers perceive the advantages of AR and 

their engagement with it. This finding suggests that the more users experience AR’s benefits, 

the more they integrate it into their shopping behaviors. Overall, the study establishes that 

while AR marketing offers compelling advantages, it also presents challenges that must be 

addressed to maximize its effectiveness and user satisfaction. 

FINDINGS  

● Likert Scale: The majority 4.295 weighted score is the highest rank for AR has 

enhanced my shopping experience is ranked first, followed by 4.227 AR provides 

proper reviews and recommendations is the next level rated as the second rank, 4.024 

is ranked third for AR helps to modify products in real time., 3.663 is ranked in the 

eighth position for preference to use AR on social media platforms, 3.647 is ranked in 

ninth position for use of AR to visualize furniture or home décor before purchase, and 

3.229 is ranked in last position for use of AR marketing to compare products and 

prices. 

● Independent Sample T-Test: The significance value for the statement AR has 

enhanced my shopping experience, AR marketing increases sales, and AR helps to 

modify products in real time,0.000, 0.009 and 0.009, respectively, is less than 0.05. 
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Hence, I reject the Null hypothesis and conclude by accepting that there is a 

significant difference between the benefits of AR marketing with Gender. In contrast 

the table shows the significance value as 0.879, 0.733, 0.426, 0.275, 0.516, 0.418 and 

0.213 for the statements AR marketing helps to understand product features, AR 

marketing provides an interactive shopping experience, AR marketing makes it easier 

to find what I’m looking for, AR marketing provides detailed product information, 

AR marketing has increased loyalty to a brand, AR makes learning more interactive 

and AR provides hands-on training are greater than 0.05. Hence, I accept the Null 

Hypothesis and conclude that there is no significant difference between the benefits of 

AR in Marketing with Gender. 

● One Way ANOVA: ANOVA shows that the significance value is stated than <0.01, 

and it is less than 0.05. Hence, I reject the null Hypothesis and conclude by accepting 

that there is a significant difference between the Usage and drawbacks of AR in 

Marketing. The highest value F is 1.649 for the drawbacks of AR in marketing. 

ANOVA shows sig. value as 0.071, 0.341, 0.518, 0.986, 0.842, 0.725, 0.220, 0.049, 

0.947 and 0.801 for the variable AR marketing helps to compare products and prices, 

AR provides virtual clothing or accessories experiences, AR helps to visualize 

furniture or home décor before purchase, Usage of AR on social media platforms, AR 

provides more samples for purchasing decisions, AR allows for more customized 

products, Usage of premium apps with AR functionality, AR provides proper reviews 

and recommendations, AR marketing is easy to use and My usage of AR marketing 

has increased is greater than 0.05. Hence, I accept the Null Hypothesis stating that 

there is no significant difference between the usage of AR marketing and the Age of 

Customer using AR Marketing.  

● One Sample T-Test: One sample t-test indicates P-value as .000 for Experiencing 

technical difficulties while using AR, AR freezes my device, AR experiences are too 

expensive, AR experiences disrupt personal space, Experiencing health issues after 

using AR for a long period, The quantity of AR experiences is often inadequate, AR 

experiences fail to meet my expectations, Traditional Marketing has declined after the 

emergence of AR, AR games are addictive and affect mental health and AR 

applications require access to user data, such as location is less than 0.05. Hence, I 

reject the Null Hypothesis and conclude that there is a significant difference in the 

Drawbacks of AR Marketing. 

● Pearson Correlation Coefficient Analysis: Pearson Correlation Coefficient table 
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indicates that the significance value is stated with <0.01 in both the variable benefits 

level/usage level and usage level/benefits level. By considering the P value less than 

0.025, the study concludes that the Null Hypothesis is rejected. Hence, the Alternative 

Hypothesis is accepted and states that there is a significant difference between the 

Benefits and Usage of consumers towards AR Marketing. The Coefficient Correlation 

is the same for both the variables and is equally distributed among the two variables, 

stating that there is a strong relationship towards AR Marketing. 

SUGGESTIONS 

1. Improving AR Accessibility and Adoption 

Optimize AR applications for different devices, including low-end smartphones and tablets, 

to ensure accessibility for a broader audience. Increase compatibility with multiple operating 

systems, ensuring smooth performance on both iOS and Android. 

2. Enhancing AR Engagement in Marketing 

● Gamification Strategies: 

More brands should incorporate AR-based rewards, discounts, and interactive games to drive 

engagement. 

● Live Virtual Try-Ons: 

Fashion and retail brands should enhance their AR try-on features, allowing customers to 

visualize products more accurately. 

● Real-Time Customization: 

AR technology should allow users to modify product colours, styles, and sizes in real-time, 

improving personalization. 

3. Addressing Technical Challenges 

● Improving AR Infrastructure: 

Brands should invest in faster, more responsive AR systems to reduce lag, glitches, and 

crashes. 

● Regular Software Updates: 

AI-driven improvements should be incorporated to ensure better accuracy and smoother 

performance. 
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4. Privacy and Ethical Considerations 

● Data Security: 

AR apps should provide clear privacy policies and allow users to control data-sharing 

preferences. 

● Child-Friendly AR Features: 

AR experiences should have age restrictions and parental control options to ensure safety. 

5. Strengthening Customer Engagement through AR 

● Influencer Collaborations: 

Brands should work with social media influencers who can demonstrate AR features 

effectively. 

● AR in Customer Service: 

Businesses should integrate AR-powered customer support, where users can interact with 

virtual assistants for troubleshooting and product information. 

6. Expanding AR Beyond Marketing 

● Retail and E-commerce: 

Online shopping platforms should enhance AR product previews for better decision-making. 

● Education and Training: 

AR technology should be used in training programs, online education, and employee 

onboarding for better engagement. 

CONCLUSION 

Augmented Reality (AR) is revolutionizing the marketing industry by offering 

interactive and immersive experiences that engage consumers in new and exciting ways. 

Unlike traditional marketing methods, AR enables brands to create highly engaging 

campaigns that allow customers to interact with products before making a purchase. Whether 

it’s trying on clothes virtually, seeing how furniture fits in a space, or test-driving a car 

digitally, AR bridges the gap between online and in-store shopping. This interactive approach 

not only enhances customer experience but also increases confidence in purchasing decisions. 
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Many industries, including fashion, beauty, automotive, and retail, are utilizing AR to 

enhance customer engagement. For instance, fashion brands offer virtual fitting rooms, while 

cosmetic companies provide AR-powered makeup try-ons. Automotive brands allow users to 

explore vehicle features through AR apps, giving them a realistic feel of the car without 

visiting a showroom. Even furniture retailers like IKEA use AR to help customers visualize 

how products will look in their homes. These innovative marketing strategies lead to better 

customer experiences and higher conversion rates. 

Social media platforms have also embraced AR marketing, making it more accessible 

to brands and consumers alike. AR-powered ads on Instagram, Snapchat, and Facebook allow 

users to interact with products in real time, increasing engagement and brand recall. 

Gamification elements, such as AR filters and interactive experiences, encourage users to 

share content, resulting in organic brand promotion. This viral aspect of AR marketing helps 

businesses reach a broader audience without relying solely on traditional advertising 

methods. 

AR is also transforming in-store experiences by providing digital overlays, 

personalized recommendations, and real-time product information. Brands use AR to create 

immersive store displays, interactive product demos, and navigation assistance within stores. 

Additionally, businesses can collect valuable consumer insights from AR interactions, 

helping them refine marketing strategies and tailor future campaigns to customer preferences. 

As AR technology advances, it will continue to enhance customer journeys and redefine how 

brands connect with their audiences. 

In conclusion, AR is a game-changer in marketing, offering brands new ways to 

engage with consumers through interactive and immersive experiences. By bridging the 

digital and physical shopping experience, AR boosts customer confidence, enhances brand 

loyalty, and drives higher sales. With continued advancements in AR and AI integration, 

businesses can create more personalized and engaging marketing campaigns. Companies that 

embrace AR marketing will stay ahead of the competition and redefine the future of customer 

engagement in the digital era. 
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