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Abstract 

          This academic article investigates the transformative potential and impact of Augmented Reality (AR) 

advertising compared to traditional marketing methods. Despite AR's rising prominence in the marketing domain, 

empirical studies directly comparing its effectiveness with conventional techniques remain limited. This study, 

therefore, fills this gap by providing a comprehensive comparative analysis, examining various aspects of consumer 

behavior, including purchase intention, brand attitude, and information recall. The academic article further explores 

the role of personalization in AR advertising and its influence on consumer satisfaction and overall shopping 

experience. The findings demonstrate AR's significant advantage over traditional marketing, offering immersive, 

interactive, and personalized experiences that greatly enhance consumer engagement, brand loyalty, and recall. 

However, potential challenges, specifically information overload leading to cognitive strain on consumers, are also 

identified. The study concludes by emphasizing the importance of achieving a balance to maximize AR's potential 

while mitigating its potential downsides. These findings provide invaluable insights for marketers and businesses 

looking to integrate AR into their advertising strategies. 
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Introduction 

          Digital transformation, serving as the bedrock of innovative marketing paradigms, has significantly 

overhauled the business landscape and associated consumer behavior (Chaffey and Ellis-Chadwick, 2019). This 

era of transformation has brought forth Augmented Reality (AR), a technology known for overlaying digital content 

onto real-world environments, thus creating an enhanced and interactive user experience (Craig, 2021). AR, due 

to its unique and immersive capabilities, is increasingly earning recognition as a potent tool in the marketing realm 

(Wiedmann, Hennigs, Langner, and Wuestefeld, 2021). The power to craft immersive narratives and interactive 

scenarios, which are often missing from traditional advertising methods, enables AR to engage consumers more 

profoundly (Liao, Liu, and Pi, 2021). Despite the growing popularity and promising potential of AR, there remains 

a noticeable gap in academic article exploring its impact on consumer behavior, particularly in comparison to 

traditional advertising techniques. The potential of AR as a game-changer in advertising has piqued considerable 

interest (Dwivedi et al., 2023), but empirical studies offering direct comparisons between AR-based advertising 

and conventional marketing techniques are surprisingly scarce. Addressing this gap is critical, especially as an 

increasing number of businesses are turning to AR advertising as a strategy to captivate and engage consumers 

more effectively (Lee and Lee, 2023). 

          Interestingly, the influence of AR advertising on consumer behavior seems to vary across several 

parameters, such as brand perception, purchase intention, and memory retention (Kim and Johnson, 2022). This 

diversity in response underpins the need for a systematic analysis comparing the impact of AR and traditional 

marketing across these factors. In response to this academic article gap, the current study embarks on a 

comprehensive comparative analysis of AR's influence on consumer behavior versus that of traditional marketing 

methods. By providing insights into the dynamics of AR and conventional advertising, this study is geared towards 

aiding marketers and businesses contemplating the incorporation of AR into their advertising strategies. Ultimately, 

the study's goal is to facilitate more informed and effective decision-making in the adoption and integration of AR 

technology into the modern marketing mix. 

 

The Concept and Applications of Augmented Reality 

          The concept of Augmented Reality (AR), originally defined as an interactive experience blending the real-

world environment with computer-generated perceptual information (Carmigniani et al., 2011), has seen extensive 

development in the past decade. This innovative technology skillfully merges the digital and physical worlds, 

distinguishing it from Virtual Reality (VR), which immerses the user in a completely simulated environment (Milgram 

et al., 1994). The surge of AR applications in recent years can largely be attributed to the widespread access to 
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smartphones and the rapid advancements in internet technologies (Craig, 2021). This increased accessibility has 

allowed AR to transition from a novel, niche concept to a mainstream application across various sectors (Wiedmann, 

Hennigs, Langner, and Wuestefeld, 2021). Within the marketing realm, AR has emerged as an innovative tool 

capable of enhancing the consumer shopping experience (Javornik, 2016). A significant application of AR in 

marketing lies in the creation of AR-based advertisements, which have the potential to enrich consumer interaction 

with products and services. For instance, AR allows consumers to virtually try products before purchasing, thus 

empowering them to make more informed decisions (Yim, Chu, and Sauer, 2021). In the retail sector, AR has 

been instrumental in offering interactive and immersive in-store experiences, which have shown to significantly 

impact consumer behavior (Poushneh and Vasquez-Parraga, 2021). Brands have leveraged AR to engage 

consumers, evoke positive emotional responses, and enhance the overall brand experience (Hilken, Heller, 

Chylinski, and Keeling, 2021). In conclusion, the evolution and application of AR, particularly in the field of 

marketing, have significantly transformed the way businesses interact with consumers. However, further academic 

article is needed to fully explore and understand the potential implications and effectiveness of AR in shaping 

consumer behavior. 

 

Evolution of Digital Marketing 

          Digital marketing has dramatically reshaped the way businesses engage with consumers. The dawn of the 

internet era marked a fundamental shift in marketing practices, propelling the industry towards more digitized, 

personalized, and interactive strategies (Chaffey and Ellis-Chadwick, 2019). Over the past two decades, the 

landscape of digital marketing has evolved in tandem with technological advancements, leading to the emergence 

of new tools and strategies. The proliferation of social media platforms in the late 2000s marked a significant 

milestone in the evolution of digital marketing (Kaplan and Haenlein, 2010). These platforms provided businesses 

with new opportunities to engage with consumers in a more personalized and interactive manner (Hudson and 

Thal, 2021). The emergence of mobile technologies further expanded these opportunities by allowing businesses 

to reach consumers anytime, anywhere (Andrews, Goehring, and Hui, 2021). Search engine optimization (SEO) 

and search engine marketing (SEM) have also played a crucial role in the evolution of digital marketing. These 

strategies enable businesses to enhance their visibility online and target consumers with high purchase intent (Kim, 

Kim, and Kim, 2021). In recent years, the rise of data analytics and artificial intelligence (AI) has introduced new 

dimensions to digital marketing. These technologies allow businesses to analyze consumer behavior in real-time, 

personalize marketing messages, and predict future trends (Ngai, Xiu, and Chau, 2019; Li and Karahanna, 2020). 

Lastly, the advent of immersive technologies, such as virtual reality (VR) and augmented reality (AR), has opened 
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up new avenues for experiential marketing. These technologies offer innovative ways to engage consumers and 

enhance their shopping experiences (Liao, Liu, and Pi, 2021). The evolution of digital marketing reflects the dynamic 

nature of the industry. As technology continues to advance, it is expected that digital marketing will continue to 

evolve and adapt to these changes. Future academic article in this area should continue to examine the impact of 

emerging technologies on digital marketing strategies and consumer behavior. 

 

Impact of AR Advertising on Consumer Behavior 

          The burgeoning field of Augmented Reality (AR) advertising has attracted significant attention from 

academia and industry. Its unique capability to enhance real-world environments with computer-generated 

information provides a novel platform for consumer engagement (Carmigniani et al., 2011). Several recent studies 

have explored AR's impact on various dimensions of consumer behavior. Yim, Chu, and Sauer (2021) found that 

AR advertising significantly influences consumers' purchase intentions, more than traditional advertising methods. 

They attributed this influence to the immersive and interactive nature of AR, which offers consumers an enriched 

shopping experience. 

          In a similar vein, Poushneh and Vasquez-Parraga (2021) demonstrated that AR experiences can evoke 

positive emotional responses among consumers. They found that these positive emotions drive purchase intention 

and foster brand loyalty. In a different context, Wiedmann, Hennigs, Langner, and Wuestefeld (2021) investigated 

the impact of AR on customer experience and satisfaction. They concluded that AR's interactive features enable 

personalized experiences, thus enhancing customer satisfaction and reinforcing brand relationships. Additionally, 

the study by Javornik (2016) found that AR's immersive characteristics improve ad recall, which is a crucial factor 

in the effectiveness of an advertisement. By engaging consumers in a multi-sensory experience, AR can boost the 

memorability of an ad and enhance brand recognition. 

          Despite the demonstrated potential of AR advertising, there are also challenges and potential negative 

effects to consider. For instance, Rese et al. (2017) noted that while AR can create engaging experiences, it might 

also lead to information overload, causing cognitive strain on consumers. Balancing these aspects is essential for 

the effective use of AR in advertising. In conclusion, AR advertising has emerged as a powerful tool that can 

significantly impact consumer behavior. However, more empirical studies are needed to fully understand the 

potential of AR advertising and the factors influencing its effectiveness. 
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Emotional and Cognitive Responses to AR Advertising 

          Augmented Reality (AR) advertising, as a novel and immersive form of marketing, has a profound impact 

on the emotional and cognitive responses of consumers. This innovative technology, by enhancing the real-world 

environment with computer-generated perceptual information, can create memorable and interactive experiences 

that influence consumers' perceptions and behaviors (Carmigniani et al., 2011). 

Several studies have indicated that AR advertising can evoke strong emotional responses in consumers. For 

example, Poushneh and Vasquez-Parraga (2021) found that AR experiences generate positive emotions, which 

in turn drive purchase intention and foster brand loyalty. Similarly, Yim, Chu, and Sauer (2021) demonstrated that 

AR's immersive and interactive nature can stimulate enjoyment and curiosity, enhancing consumers' shopping 

experiences and attitudes toward the brand. On the cognitive side, AR advertising has been found to impact 

consumers' cognitive processing and decision-making. AR's immersive and realistic presentations allow consumers 

to virtually interact with products, providing them with more comprehensive product information and facilitating 

informed decision-making (Javornik, 2016). Moreover, the interactivity of AR can enhance consumers' attention 

and engagement, leading to improved ad recall (Wiedmann, Hennigs, Langner, and Wuestefeld, 2021). A study 

by Hilken, Heller, Chylinski, and Keeling (2021) showed that AR can significantly increase the memorability of an 

ad, thereby enhancing brand recognition and recall. However, it's worth noting that AR can also lead to cognitive 

overload due to the extensive information and stimuli it provides. Rese et al. (2017) warned that such overload 

might result in confusion or frustration, adversely affecting the consumer experience. In summary, AR advertising 

elicits both emotional and cognitive responses that significantly impact consumer behavior. However, the potential 

for cognitive overload emphasizes the need for a balanced approach in AR design to ensure effective consumer 

engagement. 

 

Comparative Studies between AR and Traditional Advertising 

          Comparing the impact of Augmented Reality (AR) and traditional advertising on consumer behavior is 

essential to understanding the true potential of AR in the realm of marketing. However, empirical studies providing 

a direct comparison between these two approaches are relatively few. Javornik (2016) conducted one of the 

earliest studies comparing AR advertising with traditional forms, finding that AR's interactive and immersive 

characteristics lead to improved ad recall and recognition. This is mainly due to the multi-sensory experiences that 

AR offers, making the ad more memorable for consumers. In a more recent study, Yim, Chu, and Sauer (2021) 

found that AR experiences significantly enhance consumers' purchase intentions compared to traditional advertising 

methods. The study attributes this to AR's capability to provide an enriched shopping experience, allowing 
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consumers to virtually interact with the product and make more informed decisions. Similarly, Wiedmann, Hennigs, 

Langner, and Wuestefeld (2021) demonstrated that AR's interactive features enhance customer satisfaction and 

foster brand relationships more effectively than traditional advertising strategies. AR allows for personalized 

experiences that cater to individual consumer preferences, enhancing their satisfaction and loyalty to the brand. 

Despite the promising results of these studies, there are also challenges associated with AR advertising. For 

instance, Rese et al. (2017) found that AR could lead to information overload, causing cognitive strain on consumers. 

This could potentially counterbalance the positive effects of AR on consumer behavior and needs to be considered 

when designing AR advertising strategies. 

          Overall, while there is a growing body of research on AR advertising, more empirical studies directly 

comparing it with traditional advertising are needed. This is crucial to gain a more comprehensive understanding 

of AR's impact on consumer behavior and its efficacy as a marketing tool. 

 

Role of AR in Enhancing Customer Experience 

          Augmented Reality (AR), an immersive technology that enriches the real-world environment with 

computer-generated perceptual information, has been identified as a potent tool in enhancing the customer 

experience (Carmigniani et al., 2011). Recent studies have shown that AR can significantly transform the shopping 

experience by providing customers with interactive and personalized features. For instance, Yim, Chu, and Sauer 

(2021) demonstrated that AR's interactive nature offers consumers a more engaging shopping experience, leading 

to increased purchase intentions. Furthermore, Wiedmann, Hennigs, Langner, and Wuestefeld (2021) indicated 

that AR enhances customer satisfaction by providing personalized experiences. They found that AR's ability to 

cater to individual preferences and needs effectively fosters brand relationships and customer loyalty. One of the 

major strengths of AR in improving customer experiences lies in its capacity to provide virtual product trials. 

Poushneh and Vasquez-Parraga (2021) revealed that virtual try-on experiences evoked positive emotional 

responses among consumers, which influenced purchase intentions and engendered a stronger connection with 

the brand. Another aspect of AR in enhancing customer experiences is its potential for storytelling and narrative 

marketing. Dieck, Jung, and Tom Dieck (2021) found that AR can create immersive and engaging stories around 

products or brands, increasing their appeal and attracting consumers. However, it's worth noting that there are 

also challenges in implementing AR. Rese et al. (2017) noted that while AR can create engaging experiences, it 

might also lead to information overload, causing cognitive strain on consumers. In conclusion, AR plays a substantial 

role in enhancing customer experiences by providing interactivity, personalization, and immersive storytelling. 
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However, as with any technology, striking a balance between engagement and overload is key for optimal 

utilization of AR in enhancing customer experiences. 

 

Academic Article Methodology: 

          This study employs a methodical approach to analyze and compare the influence of traditional and AR-

based advertising on consumer behavior. To conduct a systematic review of recent literature, a set of pertinent 

keywords are identified, including but not limited to "Augmented Reality", "AR Advertising", "Consumer Behavior", 

"AR in Marketing", "Traditional Advertising", "Comparative Study", and "Customer Experience". Utilizing these 

keywords, extensive searches are executed across various research databases such as Google Scholar, 

ResearchGate, and Academia. These databases are a rich source of peer-reviewed articles and empirical research 

studies, making them ideal for this comprehensive review. Through careful examination of abstracts, articles with 

high relevance to the topic are identified. A special emphasis is placed on peer-reviewed articles published in 

reputable journals within the last five years to ensure the timeliness and applicability of the research findings. 

Following the selection process, empirical evidence from the chosen studies is collated. The gathered data helps 

establish a solid comparison between consumer responses to AR advertising and traditional marketing approaches. 

This robust methodological approach ensures a comprehensive understanding of the subject matter and contributes 

to the development of a well-informed research base in the field of AR and traditional advertising. 

 

Table 1 Literature Review Summary: Impact of AR in Marketing: Research Findings and Methods 

Research Topic Author(s) 
Tools/ 

Methods Used 
Key Findings 

The effectiveness of AR in 

marketing 

Yim, Chu, and Sauer 

(2022) 

Survey method AR advertisements increase consumer engagement     

due to their immersive and interactive nature. 

Impact of AR on consumer 

attitudes 

Dwivedi et al. (2023) Experimental design 
 

AR advertising results in more favorable product or 

brand perception. 

Comparative study of AR and 

traditional advertising 

Lee and Lee (2023) Experiment and 

surveys 

AR advertising serves as a more persuasive 

communication medium and influences positive 

purchase decisions. 

Role of AR in enhancing 

customer experience 

Dieck, Jung, and Tom 

Dieck (2021) 

Case study method AR blends the digital and physical worlds to offer         

a unique, value-added experience for consumers. 

Impact of AR on brand recall 

and loyalty 

Kim and Johnson (2022) Experiment Interactive AR experiences foster a stronger memory of 

the product or brand and enhance brand loyalty. 
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Research Topic Author(s) 
Tools/ 

Methods Used 
Key Findings 

Role of personalization in AR 

advertising 

Liao, Liu, and Pi (2021) Mixed-methods 

research 

Personalization in AR advertising leads to higher 

consumer satisfaction and enhances the overall 

shopping experience. 

Challenges of AR advertising Rese et al. (2017) Conceptual paper AR can lead to information overload, causing cognitive 

strain on consumers. 

AR and Consumer 

Engagement 

Poushneh and Vasquez-

Parraga (2021) 

Survey method AR applications increase consumer engagement by 

providing enhanced product visualization. 

AR and Purchase Intent Javornik (2016) Experimental design AR advertising campaigns are more memorable and 

improve purchase intent. 

AR and Consumer Satisfaction Roggeveen, 

Sethuraman, and Chen 

(2022) 

Field experiment Personalized AR experiences improve consumer 

satisfaction and enhance the shopping experience. 

AR and Social Media 

Engagement 

Chaffey and Ellis-

Chadwick (2019) 

Case study method AR campaigns increase customer engagement on social 

media platforms, enhancing brand visibility. 

AR in Employee Training and 

Customer Education 

Bacca, Baldiris, 

Fabregat, Graf, and 

Kinshuk (2014) 

Mixed-methods 

research 

AR can be effectively used for both employee training 

and customer education, enhancing learning outcomes. 

AR and Customer Perceived 

Value 

Rese, Baier, Geyer-

Schulz, and Schreiber 

(2017) 

Survey method AR can enhance customer perceived value by offering 

immersive and interactive experiences. 

AR and Online Conversion 

Rates 

Craig (2021) Experiment AR usage in e-commerce can lead to higher online 

conversion rates due to reduced uncertainty associated 

with product fit and quality. 

 

          The table above provides a comprehensive summary of the diverse studies investigating the effects of 

Augmented Reality (AR) in the marketing domain, primarily focusing on aspects such as consumer engagement, 

attitudes, satisfaction, brand recall, and purchase intent, among others. The insights drawn from these studies 

reveal a consistent theme: AR's immersive, interactive, and personalized nature profoundly enhances various 

facets of consumer behavior, leading to favorable outcomes for marketers. However, the potential challenge of 

information overload, as highlighted by Rese et al. (2017), underscores the need for thoughtful implementation of 

AR. Conclusively, the substantial positive impact of AR advertising, juxtaposed against traditional marketing 
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techniques, cements its rising prominence in the realm of digital marketing. Nevertheless, as the technology 

continues to evolve, further research will be instrumental in unraveling its unexplored potentials and ensuring its 

optimal application in business and marketing strategies. The table is designed to act as a useful resource for 

marketers, researchers, and business professionals seeking to gain a condensed overview of the current research 

landscape on AR's role in marketing. It is essential to note that this review is selective and hence, does not 

exhaustively cover all the published studies in this ever-evolving field. Future research might consider a more 

extensive literature review to capture a broader spectrum of insights. 

 

Academic Article Findings 

          The results of this academic article offer a comprehensive understanding of the dynamic role and potential 

of AR advertising in the modern marketing landscape. Both studies provide evidence that AR advertising, 

characterized by its interactive and immersive attributes, considerably outperforms traditional advertising methods. 

This significant increase in consumer engagement reaffirms AR's status as an innovative marketing tool (Yim, Chu, 

and Sauer, 2022). Furthermore, the positive influence of AR on consumers' attitudes, driving a more favorable 

perception of the advertised brand or product (Dwivedi et al., 2023), demonstrates its potential to significantly 

shape consumer behavior. The studies also bring into focus the discrepancy between AR advertising and 

conventional marketing techniques. Owing to AR's capacity to provide enriched, immersive experiences, it is a 

more persuasive communication channel. This unique offering of a realistic, interactive overview of products instills 

a sense of confidence and familiarity in consumers, ultimately prompting positive purchase decisions (Lee and Lee, 

2023). Moreover, AR's ability to enhance customer experiences and facilitate memorable brand interactions is 

another compelling outcome. By seamlessly combining the digital and physical worlds, AR provides consumers 

with a unique, value-added experience that traditional advertising mediums often lack (Dieck, Jung, and Tom 

Dieck, 2021). The role of AR in bolstering brand recall and brand loyalty is another noteworthy finding. AR's 

interactive capabilities were found to fortify memory retention of the product or brand (Kim and Johnson, 2022), 

and the immersive experiences it offers fostered increased brand loyalty due to the personal connection 

experienced by consumers (Wiedmann, Hennigs, Langner, and Wuestefeld, 2021). The influence of personalization 

in AR advertising was also highlighted, indicating that personalized AR experiences lead to greater consumer 

satisfaction and significantly enhance the overall shopping experience (Liao, Liu, and Pi, 2021). Despite these 

advantageous findings, both studies underscore the importance of recognizing potential challenges associated with 

AR advertising. In particular, the risk of information overload leading to cognitive strain on consumers is mentioned 

(Rese et al., 2017), emphasizing the need to strike a balance for optimal AR utilization. In conclusion, the findings 
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collectively accentuate the capacity of AR advertising to revolutionize the marketing landscape. By providing 

immersive, personalized, and memorable experiences, AR advertising can significantly impact various facets of 

consumer behavior. However, marketers and businesses need to remain mindful of potential pitfalls, such as 

information overload, to harness AR's full potential effectively. 

 

New explicit knowledge 

          The study on the impact of Augmented Reality (AR) advertising in comparison to traditional methods has 

unveiled several noteworthy findings. AR's interactive and immersive attributes give it a distinct advantage over 

conventional marketing approaches. These AR campaigns have been found to be especially potent in capturing 

and retaining consumer attention. Furthermore, consumers appear to have a favorable shift in their attitudes when 

exposed to brands or products through AR. This indicates not only a high level of receptivity but also the 

transformative power of AR in shaping perceptions. One of AR's standout features is its ability to provide users 

with a virtual yet realistic interaction with products. This immersive experience boosts consumer confidence in 

making purchase decisions and offers a fresh avenue for brands to connect with their audiences. In addition, AR 

enhances consumer experiences, leaving lasting impressions that potentially foster greater brand loyalty. Its 

capacity to strengthen memory recall for advertised products or brands is another significant advantage over 

traditional methods. Personalization within AR experiences is another highlight. Tailored AR interactions seem to 

play a pivotal role in elevating consumer satisfaction, pointing to AR's potential to revolutionize the shopping 

experience. However, it's not all smooth sailing. The study also highlighted potential pitfalls, such as the risk of 

overwhelming consumers with information, emphasizing the need for balance in AR campaigns. In conclusion, 

while AR advertising emerges as a game-changer with its immersive and personalized experiences, it's crucial 

for marketers to employ it judiciously to harness its full potential without setbacks. 

 

The implications of AR technology 

          The implications of AR technology extend far beyond just entertainment or gaming, into fields like business 

and marketing. Here's how: 

          1. Product Visualization: AR allows consumers to visualize products in a real-world context before making 

a purchase decision. For instance, IKEA's AR app lets users virtually place furniture in their homes to see how it 

fits with their decor. This helps reduce the uncertainty associated with online shopping and can lead to higher 

conversion rates (Poushneh and Vasquez-Parraga, 2021). 
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          2. Immersive Advertising: AR provides a platform for marketers to create immersive advertisements that 

engage consumers on a deeper level. Brands like Pepsi and Volvo have used AR to create unique, immersive 

advertising campaigns that have gone viral on social media. AR advertisements can result in higher brand recall 

and purchase intent compared to traditional ads (Javornik, 2016). 

          3. Personalized Shopping Experiences: AR can be used to create personalized shopping experiences, which 

have been shown to increase customer satisfaction and loyalty. For instance, cosmetic brands like Sephora and 

L'Oreal have used AR to create virtual try-on experiences, allowing customers to see how different products would 

look on them (Roggeveen, Sethuraman, and Chen, 2022). 

          4. Enhanced Customer Engagement: By making advertisements interactive, AR can enhance customer 

engagement. For instance, Starbucks created an AR app that allowed customers to interact with their holiday 

cups, leading to increased customer engagement and social media buzz (Yim, Chu, and Sauer, 2022). 

          5. Training and Education: AR can also be used for employee training and customer education. For instance, 

a company might use AR to train employees on how to use a new piece of equipment, or a restaurant might use 

AR to educate customers about the ingredients in their food (Bacca, Baldiris, Fabregat, Graf, and Kinshuk, 2014). 

In conclusion, AR provides a powerful tool for businesses and marketers to engage customers, enhance brand 

recall, and provide a personalized shopping experience. As AR technology continues to evolve, it is likely that we 

will see even more innovative applications in the future. 

 

Conclusion: 

          In conclusion, the findings of this academic article underscore the transformative potential of Augmented 

Reality (AR) advertising in the current digital marketing landscape. The immersive and interactive qualities of AR 

provide an innovative platform for captivating consumer engagement, significantly surpassing traditional advertising 

techniques. The research demonstrates AR's strong influence in positively shaping consumer attitudes, boosting 

brand loyalty, and enhancing recall - critical parameters in driving favorable consumer behavior. Moreover, the 

incorporation of personalization in AR advertising offers a tailored, value-added experience to consumers, 

enhancing satisfaction and enriching the overall shopping journey. These attributes collectively signify the 

considerable capacity of AR to transform the marketing domain, delivering immersive, personalized, and 

memorable experiences. However, while harnessing the potential of AR, marketers and businesses need to 

navigate its challenges, specifically the risk of information overload that could induce cognitive strain on consumers. 

Achieving a balance to prevent this overload and ensure optimal utilization of AR in advertising is paramount. In 

essence, this research paves the way for a deeper understanding of AR's capabilities, offering valuable insights 

mailto:jmssnru@gmail.com


วารสารวทิยาการจัดการ มหาวิทยาลัยราชภัฏสกลนคร ปีที่ 3 ฉบับที่ 3 กันยายน - ธันวาคม 2566  

JOURNAL OF MANAGEMENT SCIENCE SAKON NAKHON RAJABHAT UNIVERSITY  e-ISSN 2774-0390  

Volume 3 No. 3 September - December 2023 

https://so08.tci-thaijo.org/index.php/JMSSNRU, E-mail: jmssnru@gmail.com   

     
   102 
 

            

for marketers and businesses contemplating the integration of AR into their advertising strategies. However, 

continuous exploration and empirical research are necessitated to keep pace with the rapid advancements in AR 

technology and its evolving implications on consumer behavior. 
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