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Abstract 

 

Digitalization influenced significant changes in marketing activities, giving them a digital form. Implementing 

Augmented Reality (AR) technology aims to create a competitive advantage and better engage (potential) consumers. 

With growing usage of digital technologies in the field of marketing, the literature on Augmented Reality in marketing 
is accumulating.  This paper aims to consolidate and organize the literature on the use of AR technology in marketing, 

providing a comprehensive state of the art review. Existing literature published from 2016 to May 2021 is reviewed and 

analyzed. As the result, the paper deepens an understanding of different applications of Augmented Reality in 

marketing. The resulting framework provides future research directions.  

 

Keywords: Augmented Reality; Marketing; Systematic literature review; Digitalization 

 

 

1. Introduction  

 

Consumers’ adoption of the practice to harness digital information resulted in a surge of new Augmented Reality 

(AR) applications in many different fields [1]. Marketers commonly seek opportunities to enrich the intensity of 

emotional responses to attract consumers. Therefore, Augmented Reality is recognized as one of the most disruptive 
new technologies in the field of marketing [2]. It enables greater consumer involvement [1], using interaction to 

promote consumer responses [3]. By scanning a brand’s logo or a different image, users can access additional content or 

experience a digital product [4]. This paper aims to present the benefits and functions discovered in the context of using 

Augmented Reality in marketing. Technological progress facilitates the promotion of the products more interactively 

[5] putting AR to become a subject of interest among marketers. Hence, AR marketing as a strategic concept opens the 

questions to which the researchers are encouraged to answer [6]. Augmented reality has become established research 

field, and its utilization in marketing activities has received great interest in both academic and managerial literature [7]. 

A systematic literature review was applied to identify the state of art and address the directions for future work. After a 

short overview of AR technology and its usage in marketing, the benefits, attributes, and application fields will be 

presented. In a result, we suggest courses for future research that would enrich the existing literature.  
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2. Augmented Reality (in) Marketing 

 

AR places users in an environment that is enriched with simulated objects, views, or creatures added to the frame of 

their actual surroundings [8]. It provides consumers with the resources to visualize and assess products via their smart 

devices in real-time [9]. Covering the physical world with digital information is a key feature of this technology [1]. 

Superimposing virtual content into the physical environment [4] gives many opportunities to marketers. AR provides a 

realistic atmosphere that can be useful to online consumers. In a technology-supported setting, they can create their 

virtual self while enjoying an enhanced shopping experience [10].  

Augmented Reality Marketing presents a digital marketing technology applied in physical settings [11].  However, 

Rauschnabel et al. (2019) differentiate AR marketing from other digital marketing forms, suggesting it is a long-term 

strategic capability [3]. Chylinski et al. (2020) define it as “creating digital affordances for consumer experiences” that 

engage the consumer in a contextually and experientially rich manner [11]. Considering AR as a supportive tool for 

communication and promotion places this technology on a tactical level. However, AR marketing should extend to 

strategic research also. Research conducted by Raushnabel [7] gives a radical approach to presenting AR as a potential 

substitute for a physical world. The results show that AR content can serve as a substitution for utilitarian and digitized 

products, but the ones that are less symbolic, visible, or decorative. 
 

3. Methodology 

 

Given the beneficial effects of AR usage in the marketing context, it is important to theoretically and practically 

explore how an application of AR technology changes and shapes consumer experience [12]. Systematic Literature 

Review was applied to examine the level of implementation of AR in the marketing context, analyze relevant studies 

and synthesize the key findings [13]. The review assists in the derivation of research directions in AR-based marketing 

[4]. 

Research protocol Details description 

Research online 
databases 

The search was conducted in May 2021 in Scopus and the Web of 
Science databases. 

Publication type 
Only peer-reviewed literature was considered. The search was 

limited to articles‚ reviews, and conference proceedings. 

Language The results were limited to the English language. 

Date range Publications from 2016 to May 2021 were considered. 

Search fields Titles‚ abstracts and keywords. 

Search terms 

•Scopus: TS = ((“Augmented Reality”) OR (“AR”) AND 

(“Marketing”)) 

•Web of Science: TS = ((“Augmented Reality”) AND 

(“Marketing”)) 

Inclusion criteria 
Only publications that present an AR application in an area related 
to marketing were selected.  

Exclusion criteria Papers with a purely technical focus were excluded. 

Data analysis and 

synthesis 

We analyzed and summarized the content of the papers to explore 

the level of AR usage in the field of marketing, present the most 

used attributes that are relevant for this topic, identify the main 

gaps and suggest avenues for a future research agenda. 

 

Table 1. Research protocol 

 

 Research protocol (Table 1) from [13] was applied to describe the research process. This paper aims to address the 

existing level of research applications and outcomes related to AR that can contribute to marketing literature. Relevant 

articles were searched through Scopus and Web of Science, which are known as reliable databases containing quality 

papers [14]. After defining the search terms, we made a selection of all the papers that met the research protocol criteria. 

English language studies published from 2016 to May 2021 were considered for this paper. We limited the search 

results to articles, reviews, and conference proceedings. To explore and understand the wider context of AR usage in 

marketing activities, the inclusion criteria covered different aspects of consumer behavior, retail marketing, advertising, 

tourism marketing, sensory marketing, product marketing, etc.  
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Figure 1. Selection process 

 

Figure 1. presents the selection process of papers chosen for the review. In the first phase, 325 papers in Scopus and 

402 papers in the Web of Science that appeared in the search results were reviewed based on the paper’s abstract and 

keywords. The search results on the two databases coincided, so the duplicates were removed. In the pre-selection 

process, we excluded papers that are not in accordance with the research protocol. In the result, 127 papers remained for 

full-text reading. Excluded papers were mostly technology-oriented and therefore irrelevant for a marketing framework. 

After full-text reading of the chosen studies, we selected 77 papers eligible for the review. In the final phase, we 

synthesized the findings of the existing literature. In the result, section 4 presents different applications of researched 

AR in the marketing context, and also the benefits that AR technology offers to the marketing field. 

4. Review results of the AR usage in marketing 

 

AR enhances marketing [10] by providing authentic, lifelike, and memorable brand experiences [2]. Widely 

researched fields imply the growing importance of identifying the advantages of using AR technology over traditional 

forms of media communication. In the result of the conducted systematic literature review, it is concluded that the usage 

of augmented reality in marketing has the ability to shape consumer behavior [2], [11]. AR marketing changes the 

marketing focus from attributes of a product to affordances of the situation where engagement creates value [11]. 

Javornik (2016b) suggests that AR functions can transform experiential activities: product trials, information search, 

acquisition, and product try-on [4]. Virtual garment try-on has become one of the most promising fields of AR 

technology usage [15], giving more knowledge and understanding of different features of a product without physically 

experiencing it [16]. AR is transforming brick and mortar stores into digital showrooms allowing consumers to visualize 

a product in a desirable virtual context. Virtual representations assist consumers in learning about the product’s 

experiential attributes [17], especially for products that are too big or heavy, expensive, sensitive, and hard to display in 

every setting [18].  

Another form of utilization is personalizing and optimizing the shopping experience with information popping out to 

locate the product, navigate the store, suggest discounts, promotions, or recommendations [19], [20]. Product attributes 
are enriched with immersive technology providing reliable information [9], [21]. Researchers examined the level of 

informativeness, as Javornik suggested [4]. It is revealed that AR enables enhancing the process of the information 

searching [22], [23], [24], [25], [26]. Overlaying additional information about the product enriches the physical settings 

and provides more knowledge [27]. 

Javornik’s proposed function related to product trials is useful for risk reduction. Taking into consideration that one 

of the marketing goals is the enhancing of the likelihood of the purchase, perceived risk should be minimized [27]. AR 

is proposed as a tool that has the ability to reduce the risk associated with the purchase decision. The ability of testing 

products in a safe environment reduces the purchasing risks [18], [20], [27]. Moreover, authors suggest that this 

interactive technology impacts the reduction of other possible risks as well: social, financial, psychological, 

performance, physical, and time risk [20], [27].  

Gallardo et al. (2018) show the capability of AR to improve all the consumer’s activities when interacting with the 

product: selection, adaptation, approval, and purchase [5]. AR marketing has been found useful along a customer 

journey [1], [29], [30], [31] becoming a new form of its touchpoint [32]. It helps consumers to visualize the product in 

the pre-purchase stage augmenting beyond usual [9]. Cuomo et al. (2020) found that AR shows great usefulness in 

W
or

kin
g P

ap
er

 of
 32

nd
 D

AA
AM

 S
ym

po
siu

m



32ND DAAAM INTERNATIONAL SYMPOSIUM ON INTELLIGENT MANUFACTURING AND AUTOMATION 

 

 
 

terms of brand trust and security [28], since it deepens user’s knowledge about the product [32]. Hoyer et al. (2020) 

suggest that AR has great relevance in the pre-purchase stage with the ability to facilitate imagination and provide a 

vivid experience of the product [33]. Also, it enriches the experience within the purchase stage and improves post-

purchase services by upgrading and enriching consumption [9], [33]. However, the need of future research within the 

post-purchase phase was proposed, since this phase has the lack of identified benefits of AR. Its opportunities consist of 

social and experiential benefits that engage users additionally [32]. 

Also, it is found that Augmented Reality technology has a significant impact on an overall marketing mix [6], [7]. 

It generates new forms of communication, offers different opportunities for distribution, changes the price of the 

augmented product, and can improve and extend the core product [6] or even replace it with the virtual one [7]. 

Carrozzi et al. (2019) suggest that holograms are arising as a new type of digital product [34]. Augmented object is not 

perceived just as a digital copy of a product since it is placed in the user’s personal space [35]. Also, consumers are 

willing to buy more and pay a premium price for products chosen with the support of AR [22], [36]. 

In several studies an AR application was developed in order to examine the application effect on a specific attribute 

of consumer behavior [5], [31], [37], [38], [39], [40], [41], [42], [43]. Other studies used existing applications for the 

same reason, and the AR application IKEA Place was used mostly [1], [3], [36], [44], [45]. Ikea recognized consumer’s 

challenges and insecurities regarding fitting the product in the existing arrangements, enabling consumers to see the 
virtual furniture right next to the non-augmented objects [46]. For developing new applications, authors used a tool 

called Vuforia in most cases [31], [38], [47], [48], [49]. In the following section, the variety of the usage of AR in 

different marketing fields will be presented.  
 

4.1. AR usage in different marketing fields 

 

Utilizing AR technology in the field of marketing simplifies contextual relations that are complex to consumers [11]. 

It is found useful in the retail marketing context [1], [10], [15], [17], [19], [20], [22], [28], [35], [50], [51]. The retail 

landscape is transforming to omnichannel [28], forcing both consumers and retailers to accept integrated shopping 

experiences that cover in-store, mobile, and internet shopping [26]. AR is used in this case to extend the possibilities of 

the physical settings [15]. Retailers have been given the opportunity to reinvent the shopping experience, making it 

more attractive than traditional. AR effects on consumer behavior are mostly investigated in terms of apparel retailing 

[21]. The fashion and beauty industry are specific for the need of trying the product before making a buying decision. 

Therefore, Pantano et al. (2017) explored how AR characteristics influence purchase decisions, using Ray-Ban Virtual 

Mirror in two different countries. Results show that both samples consider AR as useful and enjoying. While Italians 

value enjoyment, Germans give priority to the perceived usefulness [15]. 

AR usage within marketing is mostly covered in the advertising context [29]. The advertising world recognizes AR 
as a powerful and effective tool. AR empowered ads add life to their 2D stationary match, making them memorable [25] 

and interactive [47]. Yang et al. (2020) explored AR effectiveness, revealing that AR ads get positive ratings for their 

creativity, informativeness, and effectiveness The authors found that the effect of AR advertising is mediated by 

curiosity and attention, with a specified level of familiarity with AR ad technology. It is demonstrated that AR 

advertising is more effective compared to the traditional one when it comes to influencing user’s attitudes toward the ad 

[52]. Pozharliev et al. (2021) suggest that AR advertising stimulates consumers’ emotional responses and positive 

behavioral intentions [36]. Also, the authors found that it is successful for both novel and traditional products. Divya 

Udayan et al. (2020) investigated the power of AR to promote brand building compared to a traditional advertisement. 

Valves are used as an adequate example for trying to bridge the gap between marketing and engineering. Comparing 

traditional and AR ads, a large number of attributes go in favor of AR: memory retention, product knowledge, novelty, 

vividness, representational richness [25]. Analyzing different studies of AR usage in advertising [2], [14], [36], [47], 

[49], [52], [53], it is concluded that AR is a suitable advertising medium.  

Brand-related outcomes can benefit from AR [7], since it is revealed that AR is relevant for aiding brand-interactive 

marketing [54]. AR enables context-aware branding [18], providing extended branded content [28]. Existing research 

suggests that AR enriches brands, driving direct contact with it [21]. Rauschnabel et al. (2019) proposed a conceptual 

model for exploring the relationship between consumer perceived benefits and brand attitudes [3]. The authors 

demonstrated the process of AR influence on a brand. The study revealed that inspiration is a mediating construct 
between the proposed relationship. Scholz and Duffy (2018) state that AR enables inviting brands into the consumers' 

personal spaces, resulting in the creation of a strong consumer-brand relationship [35]. With an imprint about the 

product created in the consumer’s mind, brand recall is significantly enhanced [25] and brand attitudes are better 

communicated. Different aspects of the brand can be enhanced. AR is effective in strengthening the brand’s image [5] 

and boosting brand awareness [20], [50].  

Benefits of AR technology are widely recognized in a tourism marketing [31], [43], [55], [56], [57], [58]. Tourism 

marketing goes beyond giving information but instead immersing tourists in various destinations [43]. Cranmer et al. 

(2020) investigated the AR value in the tourism sector. Their results show that marketing and sales value were found 

the most prominent in the tourism industry, regarding AR [57]. Its great marketing potential reflects in the ability to 

present accurate information and promote destinations with a ‘human touch’. Tourism marketing is challenged by 

distrust of consumers and the need to introduce a destination attractively and credibly [31]. Huertas & Gonzalo (2020) 

studied the factors that generate a satisfactory tourist experience in order to contribute to a destination brand. Their 
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results show that AR apps impact satisafction and are able to communicate attributes of a destination brand [58]. While 

some applications enhance the tourist experience, others facilitate the knowledge related to a specific destination [55]. 

In this field, museum marketing is also researched [59], [60]. AR enables a vivid world of artifacts and an 

understanding of its origin and history [31]. Visitors are attracted to museums with the motivation to experience AR 

technology while exploring the intangible dimensions of a culture or heritage and immersing in the historical spaces. 

Enjoyment created by the enriched exhibition is expected, along with the vivid original appearance of the monument 

[60]. 

Avila (2017) suggests that AR found its usage in library marketing too [61]. Augmented technology can be 

effective in communicating information that exceeds physical signage. Therefore, library communication can become 

vivid and informational marketing enriched. Technology advancements enabled virtual wine-label technology to deliver 

unlimited content for wine marketing [62]. Many platforms are designed to connect consumers and wine labels, telling 

their stories, recommendations, or stimulations that bring labels to life. The authors suggest that the wine industry 

benefits from AR usage in terms of product promotion, with the great utilization of technology-based storytelling. 

Implementation of AR technology in the context of sports marketing should be considered as a complementary 

activity that contributes to the interactivity, but without interfering with the game action. This technology boosts the 

experience of sports fans which consequently leads to positive word of mouth [63]. There are several studies related to 
the effectiveness of AR in housing marketing [5], [38], [41], [42]. Traditional catalogues are now outdated and replaced 

by 3D visualization of houses in order to assist prospective buyers [41]. 

Augmenting consumer’s surroundings with multiple touch-points enables greater participation and sharing of 

extended content [28]. Since consumers pursue participation and interaction with brands, generating engaging content 

comes to focus [32]. Convoy et al. (2019) examined the potential of AR technology in the context of participatory 

marketing, transforming consumers from passive actors to proactive co-creators [64]. AR technology is considered as 

innovative way to support sensory marketing [65]. Also, this immersive technology extends the experiential value and 

has a great significanse in the field of experiential marketing [66]. AR in the context of experiential marketing is 

recognized as relevant within a tourism sector [66], while it also has the ability to create experiential consumption [22].  

 

4.2. Researched variables used in AR marketing studies 

 

AR is reshaping consumer behavior, which demands new strategies to fulfill the upcoming consumer needs [67]. AR 

attributes: interactivity, vividness, and novelty are used often in the research. However, besides these, different 

attributes were examined in order to identify their effect on marketing.  

 

Researched variables References 

Interactivity 

 

[1], [4], [9], [15], [22], [24], [27], [44], [48], [49], [68], 

[69] 

 

Engagement 

 

[10], [20], [22], [37], [46], [49], [68], [69], [70], [71] 

 

Usefulness 

 

[1], [15], [21], [25], [28], [44], [63], [69] 

 

Curiosity 

 

[49], [52], [70] 

 

Word of Mouth 

 

[17], [30], [63] 

 

Ease of use 

 

[9], [15], [17], [21], [25], [28], [67], [69], [72] 

 

Attitude 

 

[1], [3], [14], [15], [17], [19], [21], [26], [49], [52], [63], 

[70], [73], [74] 

 

Satisfaction 

 

[2], [9], [10], [17], [24], [35], [49], [56], [58], [71] 

 

Informativeness 

 

[9], [17], [37], [44], [45], [75] 

 

Control 

 

[10], [17], [25], [30], [68], [76] 
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Researched variables References 

Flow 

 

[10], [17], [24], [68], [77] 

 

Purchase intention 

 

[2], [14], [20], [28], [35], [44], [45], [56], [73], [74] 

 

Experience 

 

[5], [17], [18], [22], [27], [28], [40], [58], [62], [66], 

[67], [76] 

 

Behavioral intentions 

 

[14], [15], [17], [21], [23], [26], [28], [44], 

 

Enjoyment 

 

[10], [15], [17], [23], [24], [69], [76] 

 

Inspiration 

 

[3], [22], [72] 

 

 

Vividness 

 

[22], [24], [25], [69] 

Novelty 

 

[22], [24], [25], [69], [75] 

 

Customization 

 

[22], [34], [71] 

 

Aesthetic 

 

[15], [70], [78] 

 

Entertainment 

 

[22], [24], [59], [70], [75] 

 

Sense of presence 

 

[1], [10], [29], [30], [36], [58], [68], [74] 

 

 

Relationship with a brand 

 

 

[17], [36], [49], [51] 

 

 

 

Table 2. Researched variables in AR marketing 

 

Existing literature is predominantly focused on the acceptance of AR technology [9], [22], and on its technological 

aspects [15], [22], [32]. Several studies examined technological attributes influence on consumer behavior [15], [32]. It 

is found that this novel technology has a great relevance in supporting the decision making [1], [11], [15], [28], [30], 

[36], and sales increase [5], [20], [31], [50]. 

Experience is widely acknowledged by researchers [24] and it is one of the most examined component of AR 

marketing, as it is shown in Tabel 2. Engagement is also recognized as a beneficial characteristic that is used in many 
studies. McLean & Wilson (2019) established the variables relevant for influencing brand engagement. They revealed 

that AR attributes (interactivity, novelty, and vividness) and technology attributes (perceived ease of use, usefulness, 

enjoyment and subjective norms) are the drivers of engagement, which consequently results in satisfactory experience.   

Mobile AR applications are recognizable for a high level of interactivity, which promises a favorable user 

experience [9]. Regarding interactivity, Park & Yo (2020) explored its effects on shopping behavior in mental imagery 

context. The authors suggest that controllability and playfulness positively influence mental imagery. AR amplifies the 

interactivity ladder with the brand, but also among users [32]. Greater interactivity is achieved in bringing the brand’s 

offering in a personally relevant context, within the desired environment. Also, it can be supported by getting control 

over the simulated experience [30]. Qin et al. (2021) found that interactivity affects hedonic and utilitarian values. 

Nikhahsemi et al. (2021) examined AR attributes relationship with hedonic and utilitarian components. They found that 

vividness and novelty positively influence both hedonic and utilitarian values. However, interactivity does not exhibit a 

positive relationship with utilitarian components. On the other hand, Hilken et al. (2017) found a positive relationship 

between spatial presence and hedonic and utilitarian value perception of the online shopping experience [30]. Results 

from the research conducted by Pantano et al. (2017) also show that AR is considered a useful and enjoyable tool, thus 

utilitarian and hedonic values are repetitively recognized [15].  
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4.3. Future research agenda 

 

Authors propose examining the influence of AR on ad format belief, ad trust, and ad message involvement. With the 

great potential of the usage in advertising, we believe that it is crucial to reveal the consumer responses toward 

proposed attributes. Also, customization abilities during AR experience should be explored, taking into consideration 

that it can provide relevant managerial implications. Grzegorczyk et al. (2019) indicate that creating products and 

services that fulfill consumer desire has great relevance [71]. However, the effects of customized experiences on 

consumer responses were not examined. Since most studies used students as respondents [79], it is required to broaden 

the experiment sample to generalize the results. Younger generations the with focus on alpha generation can be an 

interesting sample to discover the complete potential of using this immersive technology in marketing activities, making 

them the long-term strategic capability.  

 

5. Conclusion 

 

Marketers now have the opportunity to approach and interact with consumers in a more exciting and effective way 

[10], empowered by technology deployment. It is shown that there is a significant number of papers that examine the 
usage of AR in the marketing context, which is required given the importance of its benefits. Marketing scholars studied 

different variables that impact consumer behavior, brand, and acceptance of this technology by consumers. A broad 

overview should be used as a course in examining a specific topic that is relevant to AR in marketing. This paper 

summarized the relevant literature and addressed the future research agenda. In the result of reviewing current studies, it 

is proposed that AR should be considered as a new paradigm in marketing research and practice [6]. 
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