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This study examines the impact of Augmented Reality (AR) and Virtual
Reality (VR) technologies on marketing and sales. The aim is to identify
and analyze how these technologies are utilized and their effect on customer
experience and satisfaction. This qualitative research collected data through
semi-structured interviews with 26 participants. Participants were selected
from marketing managers, information technology specialists, and user
experience designers. Data analysis was performed using qualitative
content analysis techniques. The study revealed that the use of AR and VR
in marketing and sales could lead to improved customer experiences,
increased interaction and product understanding, and enhanced customer
satisfaction and loyalty. Four main themes were identified, including
"Marketing Strategies with Augmented Reality,” "Implementation
Technologies,” "Impact on Customer Experience,” and "Challenges and
Opportunities.” The use of AR and VR technologies holds significant
potential for positive changes in marketing and sales. These technologies
provide more meaningful interactions with customers and help companies
optimize customer experience and increase their satisfaction and loyalty.
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Introduction

In the modern era, innovative technologies like Augmented Reality (AR) and Virtual Reality (VR)
play a critical role in shaping new experiences for users. AR combines virtual elements with the real world,
while VR creates entirely virtual environments that users can experience using specific devices. These
technologies offer businesses unparalleled opportunities to establish more meaningful and engaging
connections with their customers through rich and interactive experiences (Sharma, 2022; Silvestru et al.,
2021).

Given these advancements, the primary objective of the present study is to examine the impact of
employing AR and VR technologies in marketing and sales. These technologies have the potential to
transform traditional marketing approaches, enhancing user understanding, interest, and satisfaction on e-
commerce platforms (Rosanensi, 2020). Specifically, AR, due to its unique capabilities in delivering
simultaneous real and virtual experiences, is emerging as a powerful tool for increasing customer
engagement and connection (Alanazi, 2022).

Additionally, the applications of AR and VR in education have demonstrated that these
technologies can enhance learning experiences through immersive simulations and interactive content
(Allcoat et al., 2021). This highlights the potential diversity of AR and VR technologies in supporting
educational and research activities (Nechypurenko et al., 2023). In the business domain, integrating AR
and VR into marketing strategies can offer a novel approach to customer interaction and the purchasing
process. Research indicates that using these technologies in marketing can lead to immersive shopping
experiences and increased customer loyalty (Eru et al., 2022). However, despite the unique opportunities
AR and VR technologies present, challenges in implementation and usage in marketing and sales persist,
such as technical issues, high development costs, and the need for user training (Alanazi, 2022).

Addressing these opportunities and challenges underscores the importance of a deeper examination
of the application and impact of AR and VR technologies in marketing and sales. Therefore, this research
aims to identify and analyze how these technologies are utilized and their effects on marketing and sales,
providing insights into their potential and associated challenges.

Methods and Materials

This qualitative study aims to explore how AR and VR technologies are used in marketing and
sales and their impact on customer experience. The research seeks to gain a deeper understanding of
participants' experiences and perceptions of these technologies. Data were collected through semi-
structured interviews with individuals who had direct experience with the use of AR and VR in marketing
and sales, including marketing managers, IT specialists, and user experience designers from various
companies. A total of 26 participants were selected using purposive sampling.

The primary data collection tool was semi-structured interviews. The interview framework
included questions related to experiences with AR and VR in marketing, perceptions of the impact of these
technologies on customer experience, and associated challenges and opportunities. These questions were
designed to facilitate open dialogue and free-flowing thoughts.

Collected data from the interviews were transcribed and then analyzed using qualitative content
analysis techniques. During this process, data were coded to identify patterns, concepts, and key themes
related to the research topic.



Findings

This study involved a total of 26 participants, diverse in terms of gender, age, education, and work
experience in marketing and IT fields. Among these, 15 (57.7%) were male and 11 (42.3%) were female.
The age distribution was as follows: 6 participants (23.07%) aged 25-34, 10 participants (38.46%) aged
35-44, 7 participants (26.92%) aged 45-54, and 3 participants (11.53%) over 55. Regarding education
levels, 8 participants (30.77%) held a bachelor's degree, 12 (46.15%) had a master's degree, and 6
(23.07%) possessed a doctoral degree. The work experience of participants varied, with 5 (19.23%) having
less than 5 years, 11 (42.30%) between 5-10 years, 7 (26.92%) between 10-15 years, and 3 (11.53%) more
than 15 years.

Through qualitative content analysis, four main themes were identified: "Marketing Strategies with
Augmented Reality,” "Implementation Technologies,"” "Impact on Customer Experience,” and
"Challenges and Opportunities."

Marketing Strategies with Augmented Reality: This theme included sub-themes such as brand
recognition, shopping experience, content marketing, and effective advertising. Participants emphasized
the importance of customer interaction and brand awareness. One participant noted, "Using augmented
reality allowed us to create unforgettable experiences for customers, setting our brand apart."

Implementation Technologies: Sub-themes under this category included platforms, development
tools, data analysis, and standards and protocols. Participants highlighted the importance of selecting
appropriate platforms and using powerful development tools. One remarked, "With advanced
development tools, we were able to create augmented reality experiences that were previously
impossible."

Impact on Customer Experience: This theme examined sub-themes like emotions and perceptions,
purchase decision-making, and brand loyalty. Quotes from participants showed significant positive
impacts of AR on customer satisfaction and loyalty. One participant said, "Since we started using
augmented reality in our shopping experience, we have seen a significant increase in repeat purchases and
customer recommendations."

Challenges and Opportunities: This section addressed privacy and security, cost and ROI,
technology adoption, and accessibility and compatibility. There are several challenges and opportunities
associated with implementing and using these technologies. One participant stressed, "Challenges like
protecting customer privacy and ensuring data security must be carefully managed to maintain customer
trust."

Discussion and Conclusion

The study identified four key themes that play a significant role in using AR and VR technologies
in marketing and sales: "Marketing Strategies with Augmented Reality," "Implementation Technologies,"
"Impact on Customer Experience," and "Challenges and Opportunities.” Each theme encompasses specific
categories and concepts that describe various aspects of utilizing AR and VR in marketing and sales.

The "Marketing Strategies with Augmented Reality” theme includes categories like brand
recognition, shopping experience, and content marketing. Concepts such as customer interaction,
increased awareness, brand recall, immersive experience, and interactive content were highlighted. This
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indicates that AR can play a crucial role in enhancing customer interaction and enriching the shopping
experience.

"Implementation Technologies" examined platforms, development tools, and data analysis.
Concepts included mobile applications, websites, software development kits, 3D modeling tools, and user
behavior tracking. This theme emphasizes the importance of selecting appropriate tools and platforms for
implementing AR and VR.

In the "Impact on Customer Experience” theme, concepts like customer satisfaction, trust, and
brand loyalty were examined under categories of emotions and perceptions, purchase decision-making,
and brand loyalty. This theme underscores the importance of AR and VR in increasing satisfaction and
deepening customer relationships with the brand.

Lastly, the "Challenges and Opportunities” theme addressed limitations and potentials associated
with AR and VR in marketing and sales, covering categories like privacy and security, cost and ROI, and
technology adoption. Concepts included data protection, initial investment, and resistance to change. This
theme highlights the need to address challenges and leverage opportunities to maximize the benefits of
AR and VR.

The findings of this study align with previous research indicating that AR and VR can significantly
enhance customer experiences, leading to increased engagement, understanding, and satisfaction, which
is consistent with previous findings (Alanazi, 2022; Rosanensi, 2020). This study confirms that AR and
VR can act as effective tools in marketing and sales. For instance, using AR in retail has been shown to
improve purchase decisions and customer loyalty (Eru et al., 2022). Additionally, research indicates that
AR enhances the shopping experience by filling imaginative gaps in the purchase journey (Hilken et al.,
2022).

Moreover, the study’s findings are consistent with previous research showing that AR and VR can
positively impact education and learning (Allcoat et al., 2021). This underscores the potential of these
technologies beyond marketing and sales, highlighting their role in enhancing learning experiences. This
research also notes that using AR and VR in libraries can modernize media spaces, offering new ways to
interact with information and resources (Horban et al., 2023). This finding aligns with our results
indicating increased engagement and customer satisfaction in marketing and sales through AR and VR.

This study shows that AR and VR technologies can significantly enhance customer experiences,
increase interaction and product understanding, and boost customer satisfaction and loyalty. Furthermore,
using AR and VR in marketing enables the delivery of immersive and engaging shopping experiences,
ultimately contributing to increased sales. The findings suggest that AR and VR technologies have
significant potential to revolutionize marketing and sales. These technologies offer new opportunities for
attracting and retaining customers through interactive and immersive experiences. Effectively leveraging
AR and VR can serve as a powerful tool in modern marketing and sales strategies.

The study faced challenges and limitations, including a limited number of participants and a focus
on specific industries and markets. These limitations may affect the generalizability of the results.
Additionally, the lack of comprehensive information on all technical and economic aspects of using AR
and VR may impact the accuracy of the findings. For future research, it is recommended to conduct more
studies on integrating and utilizing AR and VR in marketing and sales strategies across different industries.
Future research can focus on evaluating the long-term impact of these technologies on customer
satisfaction and loyalty and how companies can more effectively integrate AR and VR into their business



processes. Companies should seek innovative ways to use AR and VR to enrich and enhance customer
experiences. This includes investing in technology and training marketing and sales teams to maximize
the use of these tools. Additionally, companies should continuously evaluate and adjust their strategies for
integrating AR and VR into the customer experience to stay ahead of the competition and meet changing
customer needs.
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