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With new technological advancements occurring every day across the 

globe, augmented reality technology has been developed and integrated into 

numerous businesses. This technology has the potential to significantly 

influence marketing. The aim of this study is to conduct a systematic literature 

review to identify, evaluate Augmented Reality (AR) emergent themes from 

marketing point of view in the last years ,the study is exploratory and 

Qualitative in nature .Findings clarified augmented reality has impact in 

marketing . 
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Introduction 

Internet usage across the whole world is increasing, literacy rates are 

improving, and that leads to people shifting views from the traditional ones to 

another meduim; Consequently, some new technologies were needed to 

maintain the communications with the consumers. With the technological 

advancements, social media have been a major impact in this aspect and it 

started to connect virtual and real worlds in the people's thoughts (Yim, Chu& 

Sauer 2017). 

Augmented Reality (AR) has received increased attention over the last 

years, both from managers and scholars alike. Various studies in the marketing 
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discipline have tackled fragmented aspects of AR, such as its impact on sales or 

brands. (Rauschnabel ,2022) 

AR enables us to design expressive visual feedback without many of the 

constraints of physical reality . In addition, AR can present visual feedback in 

one’s line of sight, tightly coupled with the physical interaction which reduces 

the user’s cognitive load(Xia et al .,2022), It helped consumers to reach what 

they are looking for and what they really need in a natural environment 

Literature review 

Augmented Reality: 

A technology that blends virtual and real worlds is called augmented 

reality. People's attention has been drawn to augmented reality technology due 

to its rapid progress in recent years. 

The first part of this paper discusses augmented reality research and 

advancements. Furthermore, it presents specific domains where augmented 

reality is employed in marketing. 

Augmented reality has been defined as :systems that have the following 

three characteristics: 1) combines real and virtual, 2) interactive in real time, 3) 

registered in 3D‖. (Azuma ,1997)  

It has been also defines as a broader scope and include any systems that 

augment physical objects or surroundings environments in the real world, 

regardless of the technology used (Bimber and Rasker ,2006) 

And also (Chen et al.,2019)define augmented reality as A technology that 

blends virtual and real worlds is called augmented reality.  
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People's attention has been drawn to augmented reality technology due to 

its rapid progress in recent years. Augmented Reality (AR) combines the real 

world with a virtual environment to improve how people see the world. Given 

the rapid expansion of with the advent of more advanced communication 

infrastructure and more potent, more affordable mobile devices, Mobile 

Augmented Reality (MAR) apps are becoming more and more common. 

With MAR, consumers may operate AR apps on their mobile devices 

more affordably and with more mobility. Future MAR applications will be able 

to achieve ultra-low latency and extremely high data rates thanks to the 

upcoming 5G communication technologies, while Multi-access Edge Computing 

(MEC) will complement MAR by bringing greater processing capacity closer to 

the users. This study goes into great detail on the state of MAR historically and 

its prospects going forward in relation to 5G systems (Siriwardhana et al.,2021). 

Technology called augmented reality allows virtual content to be 

integrated into real environments in desktop and mobile formats. 

Development of this technology has started in a number of disciplines, 

including as a model-based learning tool(Afandi et al.,2019) also Augmented 

reality (AR) and virtual reality (VR) are emerging as next-generation display 

platforms for deeper human-digital interactions, thanks to significant 

advancements in high-speed connectivity and computation.( Xiong et al.,2021) 

The emergence of Augmented Reality (AR) technology offers marketers 

encouraging chances to interact with consumers and change their perception of a 

brand. Businesses are eager to invest in augmented reality (AR), but there is a 

dearth of data demonstrating its practical effects in real-world settings. The use 

of augmented reality (AR) to help with product evaluation before purchase , and 

it affects sales in online shopping also AR usage on the company's mobile app is 
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linked to increased sales for less well-known brands, more expensive products, 

and products with a more limited appeal. (tan et al.,2022). 

Although the COVID-19 pandemic has had a severe effect on society, 

there have also been good effects that have been anticipated, such as the ongoing 

adoption of augmented reality for telemedicine services (such as telesurgery, 

teleeducation, and telerehabilitation) that support digital change(Morimoto et 

al.,2022),also exploring the social and ethical aspects for augmented reality 

addressing these topics will enable Augmented Reality to reach its full potential 

as a transformative technology (Billinghurst ,2021). 

Also Augmented Reality used in promoting product design, robotic-

related works, cyber–physical interaction, and human ergonomics.(Yin et 

al.,2023). 

Understanding AR requires an understanding of several basic concepts, 

which are covered in a very basic manner in this study. These include the nature 

of technology, architecture, the devices needed, the different forms of AR 

(Dargan et al.,2022) also (Samala et al.,2023) state that Augmented Reality 

trend continued to rise over the years and AR and VR are two technologies 

changing how people use screens, thus creating new and exciting interactive 

experiences. 

Marketing: 

(Kotler,2011 ) defines marketing is the science and art of exploring, 

creating, and delivering value to satisfy the needs of a target market at a profit. 

Marketing identifies unfulfilled needs and desires. It defines, measures and 

quantifies the size of the identified market and the profit potential. It pinpoints 
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which segments the company is capable of serving best and it designs and 

promotes the appropriate products and services. 

According to the American Marketing Association (AMA) Board of 

Directors, Marketing defined as the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large. 

Certainly, marketing is the concept of influencing customers and creating 

special customer value are common in all elements and types of marketing. 

Marketing, always seek to improve the basic capabilities of products and 

services. (Nozari et al., 2022). 

The way marketing companies innovate is changing due to the growing 

digitalization of innovation activities, and Given the crucial role B2B marketing 

departments play in the development of new products and services, (Ravat et 

al.,2024). 

This study introduce technique to explain how marketing may be built 

with a data-driven innovation capability. (Mintz,2024; Lilien ,2024) Marketing 

expenses have a positive effect on the value of the company. either negatively or 

favorably for different startups, depending on the well-known moderators. In 

particular, systematic marketing efforts by early-stage B2B start-ups increase 

firm valuation; nonetheless, over half of these companies decide against 

investing in systematic marketing because they appear to believe it will not be 

beneficial. 

(Maduku ,2024) also,social media has an effect in the core marketing 

domains of product development, pricing decision-making, channel 

management, and promotion which is impacted by the involvement of top 
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management. specifically with regard to relationship building and sales 

performance. The results show that the integration of social media into 

marketing operations is significantly which is influenced by top management 

participation. 

Marketing has revolved on actions taken from the product's conception to 

its delivery in order to help the business. Critical alterations and breakthroughs 

in marketing functions and procedures have been brought about by crises such 

as COVID-19. This study shows how to compile and arrange the innovative 

marketing practices that businesses implemented throughout the extraordinary 

COVID-19 issue and might act in circumstances requiring quick decisions. 

(Richi et al.,2024) 

Navarro,2024;Rubio,2024) Additionally, marketing research has 

increased significantly in recent years. From the groundbreaking research that 

looked at customer behavior, the field developed to meet emerging concerns like 

social media and sustainability (digital marketing). 

Marketing Companies give priority to obtaining certificates related to 

quality systems, as well as logistics, environmental certificates, and fair trade 

principles, followed in importance by paying attention to aspects related to 

distribution. (Flores,2024;Diaz,2024) and also there is an positive effect of 

marketing executives on firm performance. (Du et al.,2024) they further found 

that the marketing executives has a more significant effect on corporate 

performance in firms with higher executive power, executive experience, the 

results of this paper shows that marketing executives do not have a significant 

impact on the long-term value and innovation level of the company . 

In marketing using price promotion is very important for marketing 

efforts .(Cui et al.,2024).  
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The form of strategic competition influences financial outcomes 

differently, and the impact of marketing efforts on business value has been 

studied in this study. Applying the so-called competitive strategy measure 

(CSM). (Ryoo et al.,2018) 

Marketing has benefited greatly and significantly from psychology. Eight 

intellectual clusters—the marketing environment; consumer engagement; online 

consumer behavior and marketing; luxury and sustainable consumption and 

marketing; influencer and global marketing; and customer relationship, 

satisfaction, and loyalty—showcase the contributions of psychology. (Donthu et 

al.,2021) 

Augmented reality marketing: 

Augmented reality (AR) technologies are having a profound impact on a 

variety of marketing practices and are attracting increasing attention from 

marketing researchers .this research focus on consumer marketing that centers 

around consumer experiences provided by augmented reality applications and its 

effectiveness. (Wedel et al.,2020) 

Augmented reality marketing has been defined as a ―strategic concept that 

integrates digital information or objects into the subject’s perception of the 

physical world, often in combination with other media, to expose, articulate, or 

demonstrate consumer benefits to achieve organizational goals‖ (Rauschnabel, 

2019). 

 Another definition for Augmented reality marketing is the strategic 

integration of AR experiences, alone or in combination with other media or 

brand-related cues, to achieve overarching marketing goals by creating value for 
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the brand, its stakeholders, and societies at large, while considering ethical 

implications.(Chylinski et al.,2020) 

The definition positions AR Marketing as a sub-discipline directly in line 

with an organization’s overall marketing strategy rather than an isolated, one-

time effort By integrating virtual elements into our real-world perceptions, 

augmented reality (AR) provides numerous Opportunities across fields, 

including marketing, tourism, and gaming.( Caboni et al.,2024) 

It has been determined the contribution to AR theoretical frameworks in 

marketing by delineating specific consumer usage modes and offer actionable 

strategies for businesses to effectively implement AR technologies, particularly 

in enriching consumer interactions and driving retail innovation. Augmented 

reality (AR) merges virtual elements with our physical context. Although there 

is evidence in marketing that AR may be superior to alternative formats (Kumar 

et al.,2024) also augmented reality features (contextualization, interactivity, 

portability) has effects in marketing ( consumer goal achievement (e.g., self-

confidence, self-expression, reduced purchase regret). (Hinsch et al.,2020) found 

that new augmented reality applications influence consumer bahvior. 

 In Augmented Reality Marketing has influence on (branding, inspiring, 

convincing, and keeping). .( Rauschnabel ,2022) . Regarding how the brand 

attitude is perceived as a result of augmented reality . Augmented reality (AR) 

has reshape the mobile shopping experience and create more meaningful 

consumer-brand relationship.(Scholz,2018;Duffy,2018). 

Despite their potential as interactive marketing tools, Augmented reality 

(AR) filters are frequently used as a social media feature that provides users 

with various visual effects. (Omar,2023) explore the audience's emotional 

responses to augmented reality (AR) while using Snapchat filters as a self-
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presence tool. focuses on the user's interactions with Snapchat Face Lenses, 

especially how they choose one and behave when using it. The results revealed 

that depending on the underlying cause of AR filter usage, these uses might have 

both positive and negative consequences regards to curiosity and compatibility 

with users' contentment. 

Also The pandemic has forced fashion brands to find alternatives to 

provide more engaging online consumer experiences, particularly through 

emerging technologies such as Augmented Reality (AR). The Virtual Fitting 

Room (VFR) is an example of that. Consumers can try fashion products and 

interact with them without having to visit a store .( Wanick et al.,2023) 

Findings and discussion: 

Thus Ar provides a combined view of digital and physical world by 

embedding realistic digital content into user perception. yes it is argued that AR 

is not merly a technology rather it self service quality enable that achieves 

customizable value outcomes for customers This is what is crucial for 

marketing.as result conventional services operations are transformed into smart 

ones creating an entirely different customer experience concept that can be 

labelled with smart experience 

Which makes us conclude that Impact of Augmented Reality Technology 

on marketing. 

Marketers nowadays can increase the use of augmented reality 

technologies in general in some industries; shopping industry and that can be 

done by integrating this technology with their sales promotions which include 

product samples, purchase displays, point of purchase and contents all of those 

sales promotions can be used with augmented reality glasses to increase the 

https://link.springer.com/chapter/10.1007/978-3-031-11185-3_4#auth-Vanissa-Wanick
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effectiveness of the experience to the consumers and thus increase sales by 

delivering a new unique creative way.(Belal,2021). 
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