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Abstract

Nowadays, marketing has increasingly moved away from traditional approaches and become deeply integrated
with emerging technologies. Among these technologies, Augmented Reality (AR) plays a pivotal role in
enhancing brand—consumer interactions by creating interactive and immersive experiences, thereby improving
the effectiveness of marketing activities. Drawing on experiential economy theory, this study aimed to examine
the impact of AR-based advertising on shared social experience and purchase intention. This research was
applied in terms of purpose and adopted a descriptive—survey methodology. The study population consisted of
users who had been exposed to AR advertisements, from which a sample of 384 respondents was selected. Data
were collected by using a standardized questionnaire, the validity and reliability of which were confirmed. Data
analysis was conducted using SPSS and SmartPLS software. The findings indicated that the aesthetic dimension
had a positive and significant effect on entertainment, education, and escapism. Furthermore, entertainment and
escapism were found to have a positive and significant impact on satisfaction with AR advertising. However,
escapism did not exert a significant effect on shared social experience. Finally, the results revealed that novel
brand experience had a positive and significant influence on both shared social experience and purchase
intention. Overall, the findings suggested that organizations could design more effective advertising campaigns
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by strategically employing AR advertising—not only to enhance attractiveness and entertainment, but also to
deeply engage consumers' cognition. Such engagement facilitated the formation of electronic word-of-mouth and
ultimately strengthened consumers' purchase intentions.

Keywords: Augmented Reality (AR), New Brand Experience, Experience Economy Theory, Shared Social
Experience, Purchase Intention.

Introduction

Marketing management has consistently emphasized the importance of strengthening interactions between
consumers and brands as active customer engagement enhances transactions, purchase behavior, and consumers'
enthusiasm toward brands (Sung, 2021), while also fostering long-term relationships and sustainable competitive
advantage (Kumar & Pansari, 2016; Venkatesan, 2017). In today's highly competitive markets, the emergence of
modern marketing approaches has been significantly influenced by continuous technological development and
innovation (Feiz et al., 2022). Consequently, organizations increasingly seek innovative technologies capable of
creating richer and more immersive customer experiences. Among these technologies, Augmented Reality (AR)
has emerged as one of the most transformative and disruptive innovations in contemporary marketing (Hackl &
Wolfe, 2017). By integrating digital content into users' real-world environments, AR creates immersive and
interactive experiences that enhance consumer engagement with brands (Flavian et al., 2019; Georgiou & Kyza,
2017; tom Dieck et al., 2018b). Moreover, rapid proliferation of smartphones and artificial intelligence technologies
has further accelerated the adoption of AR in marketing and advertising contexts (Hackl & Wolfe, 2017).

AR applications are increasingly utilized across various industries, including e-commerce, advertising,
education, entertainment, and retailing (Emadi Sadeghi et al., 2023). Major retailers, such as IKEA and Sephora,
have adopted AR-based applications that enable customers to virtually experience products before making a
purchase. Beyond virtual try-on features, AR can also enrich product packaging and storytelling by delivering
immersive brand-related content through interactive digital markers (Barta et al., 2025). Given the growing
dominance of visual content and strong interest of Generation Z in emerging technologies, AR is expected to
become deeply integrated into future marketing communications and promotional campaigns (Hilken et al.,
2017; Rauschnabel, 2021; Rese et al., 2017).

Despite increasing scholarly attention to AR marketing, previous studies have primarily focused on consumer
motivations for using AR applications, AR quality, social communication, shopping behavior, and retail
atmospherics (Hilken et al., 2017; Poncin & Mimoun, 2014; Scholz & Duffy, 2018; Yim et al., 2017). However,
empirical evidence regarding customer responses to mobile AR advertising remains limited (Sung, 2021).
Addressing this research gap, the present study investigated customer responses to mobile AR advertising
applications through the lens of experiential economy and viral marketing approaches. Specifically, this research
examined the extent to which satisfaction with AR advertising influenced consumers' purchase intention and
shared social experience. The findings were expected to contribute to the literature on AR-based advertising
while providing practical insights for organizations seeking to implement AR-driven mobile marketing
campaigns and enhance competitive advantage through immersive customer experiences.

Materials & Methods

The present study was applied in nature and employed a descriptive-survey design with a correlational approach.
In terms of data analysis, the study followed a quantitative methodology. The statistical population consisted of
students at the University of Mazandaran. To enhance the accuracy and validity of the collected data,
participants were first exposed to an AR advertising experience before completing the survey questionnaire.
Specifically, respondents were provided with a link to a mobile AR advertisement related to sunglasses. They
were then asked to customize the product by selecting their preferred face shape, frame type, lens design, and
sunglasses style. Using the front camera of their smartphones, they were able to virtually visualize the selected
sunglasses on their own faces through AR technology. Following this immersive advertising experience,
respondents completed the research questionnaire.
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Given the unlimited size of the statistical population, the sample size was determined by using Morgan's
sampling table for infinite populations, which yielded a sample of 384 respondents. Data were collected by using
a non-probability convenience sampling method. The theoretical foundations and literature review were
developed through a library research approach, while survey techniques were employed to collect participants'
opinions and responses.

The data collection instrument was a standardized questionnaire adopted from Sung et al. (2022). As the
questionnaire had been previously validated, face validity was assessed through expert evaluation and the
instrument was confirmed to possess acceptable validity. Construct validity was examined by using
Confirmatory Factor Analysis (CFA) conducted with SmartPLS software. The results indicated that all factor
loadings exceeded the acceptable threshold of 0.40 and all t-values were greater than 1.96, confirming
satisfactory construct validity. Convergent validity was also evaluated by using the Average Variance Extracted
(AVE) criterion with all AVE values exceeding 0.40, indicating adequate convergent validity.

To assess reliability, Cronbach's alpha and composite reliability coefficients were calculated using SPSS 18
based on a pilot sample of 30 respondents. The findings confirmed satisfactory reliability for all constructs.
Furthermore, discriminant validity was assessed by using cross-loadings and the Fornell-Larcker criterion, both
of which supported the adequacy of discriminant validity. The Kolmogorov—Smirnov (K-S) test results indicated
that the research data were not normally distributed. Finally, confirmatory factor analysis was employed to
evaluate the relationship between the questionnaire items and their corresponding constructs, while the
coefficients of determination (R2) demonstrated the explanatory power of the latent variables in the proposed
research model.

Research Findings

The descriptive findings revealed that among the 384 respondents, 128 were female and 256 were male.
Regarding age distribution, the majority of respondents (283 individuals) were between 18 and 23 years old
followed by 28 participants aged 24-29, 18 aged 30-35, 30 aged 36-40, 21 aged 41-50, and 4 respondents over
50 years old. In terms of educational background, 43 respondents held a high school diploma, 6 had an associate
degree, 270 possessed a bachelor’s degree, and 65 held a master’s degree.

After confirming the adequacy of the measurement model through confirmatory factor analysis, the structural
model and the proposed hypotheses were examined by using Structural Equation Modeling (SEM). The results
demonstrated that aesthetics had a significant positive effect on entertainment ($=0.609, t=16.523, p<0.001),
education (f=0.439, t=10.613, p<0.001), and escapism (P=0.517, t=13.673, p<0.001). Furthermore,
entertainment positively influenced customer satisfaction (p=0.214, t=5.578, p<0.001), and education also
exerted a significant positive effect on satisfaction (B=0.118, t=3.312, p=0.001). Among the dimensions of the
experience economy, escapism demonstrated the strongest impact on satisfaction (f=0.407, t=13.518, p<0.001).

The findings further indicated that escapism did not have a significant effect on shared social experience (p=-
0.039, t=0.744, p=0.457), leading to the rejection of this hypothesis. However, customer satisfaction had a strong
positive influence on both shared social experience (=0.832, t=17.029, p<0.001) and purchase intention
(B=0.743, t=25.775, p<0.001). Additionally, authenticity significantly affected the creation of a new brand
experience ($=0.725, t=28.872, p<0.001).

The mediating role of satisfaction was also confirmed. The results demonstrated that a new brand experience
indirectly influenced shared social experience through satisfaction (B=0.280, t=8.519, p<0.001). Similarly,
satisfaction significantly mediated the relationship between new brand experience and purchase intention
(B=0.250, t=10.772, p<0.001). Overall, the findings highlighted the critical role of immersive AR advertising
experiences in shaping customer satisfaction, enhancing social interaction, and strengthening consumers'
purchase intentions.

Discussion of Results & Conclusion

Augmented Reality (AR) has emerged as an advanced and transformative technology increasingly utilized across
various domains to enhance user experiences (Lee et al., 2025). Among these domains, marketing and advertising
have attracted considerable attention due to the ability of AR to create immersive and interactive consumer
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experiences. Interactive AR advertising represents a modern marketing approach capable of increasing advertising
effectiveness and stimulating positive consumer responses (Sung et al., 2022). The findings of the present study
demonstrated that mobile AR advertising significantly influenced consumers' purchase intention and their
willingness to share experiences through social networks. Drawing on the experience economy framework, the
study revealed that experiential dimensions—namely aesthetics, entertainment, education, and escapism—along
with satisfaction derived from AR advertising, positively shaped consumers' behavioral intentions.

The findings confirmed that aesthetics played a crucial role in enhancing the attractiveness of AR advertising
and significantly contributed to entertainment, education, and escapism experiences. Consistent with prior studies
(Shukla et al., 2024; Sung, 2021; tom Dieck et al., 2018b), aesthetically appealing AR environments increased user
satisfaction by creating engaging and immersive interactions. In particular, entertainment and educational features
were found to positively influence customer satisfaction. AR advertising not only provided enjoyable and novel
experiences, but also facilitated product-related learning and customization in an interactive manner. This
educational aspect stimulated consumers' curiosity and improved their understanding of products and brands,
thereby increasing satisfaction and strengthening purchase intention (Hosany & Witham, 2010; Yang et al., 2020).

The results further indicated that escapism positively affected satisfaction by enabling users to immerse
themselves in the AR environment and temporarily escape everyday routines. Such immersive experiences
enhanced emotional and cognitive engagement, intensified the sense of presence, and created enjoyable
interactions with the advertised product (Chang & Suh, 2025; Tsita et al., 2023). However, contrary to the
findings of Sung (2021), escapism did not significantly influence shared social experience. This inconsistency
might be attributed to cultural and contextual factors, particularly within the Iranian social media environment,
where social platforms were often presentation-oriented and internet restrictions might reduce users' motivation
to share immersive experiences online. Consequently, escapism might function more as an individual emotional
experience rather than a socially interactive one (Soraci et al., 2025).

Another important finding was the positive effect of authenticity on creating a new brand experience.
Because AR advertising integrated digital elements into real-world settings, consumers tended to perceive AR
content as more authentic, credible, and immersive (Sung, 2021). Furthermore, the study confirmed the
mediating role of satisfaction in the relationship between new brand experience, shared social experience, and
purchase intention. Immersive AR experiences enhanced perceived value, strengthened brand attitudes, reduced
perceived purchase risk, and encouraged consumers to actively engage with and share brand-related experiences
(Yang & Lin, 2024).

From a managerial perspective, the findings suggested that businesses should design AR advertising
campaigns that emphasize interactivity, personalization, aesthetics, entertainment, and educational value.
Features like customizable product options, gamification elements, and simple interactive scenarios can
significantly improve user satisfaction, purchase intention, and social sharing behavior (Huang & Liao, 2015;
Hollebeek & Macky, 2019). Managers are also encouraged to facilitate easy sharing mechanisms through social
media platforms to maximize the viral potential of AR campaigns. However, given the non-significant
relationship between escapism and shared social experience, marketers should avoid overemphasizing escapist
dimensions and instead focus on practical engagement and meaningful social interaction.

Despite its contributions, this study had several limitations. The measurement of escapism might not fully
capture the complexity of the construct and the use of a relatively homogeneous sample consisting solely of
university students limited generalizability of the findings. Additionally, the self-reported nature of the data
might introduce response bias. Future studies are encouraged to investigate moderating variables, such as
personality traits, social anxiety, and motivations, for AR usage (McLean & Wilson, 2019). Moreover,
qualitative approaches and broader demographic samples can provide deeper insights into users' perceptions of
AR advertising and its influence on social interaction and purchasing behavior.
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Table 2. Reliability and Convergent Validity
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Table 3. Kolmogorov—Smirnov Normality Test Results

SIIe Sx law QSA}T ok’ P
e A b ol
e YA g
A AN 3l
e Y Ol3) Casdly 51 5 S
/e A Sl jlesls,
e AR 05555l il s
e VA A Al
e YA &S phe plamrl & o
/ey o el

o o5 Ble Jale 4y Cad S5 p ke sla L
(R?) pnd sl o 68 Ols e 15 0353 sldsl .l
L 5 La0T e Oljse 5 035 sl (SLp i

daas o OLES 1 05 (gla e

G 5 Ll Ole oy 5 5 s Be s (romn
Jos e g e slaoslo U el i (slay S
Jus o) JSCs 5 s eslicul (CFA) ol sle

3lie 5 Slstiae glaa S Lol jen Shagh 5,8 oIl



VEO (7Y) u{[_.:_ e‘)w 4(}.: OJLQ.:" ‘VA:]’L& Ju tua_y gjtij‘)b Qu:azf//\"

q23

0368
q24 0879

L3 \ q25

0812 ol Pl

2l 0725 &
95 0843 AN 0.812 q:
0,835 ) N

! ‘ 0834

96 \ _ q27

.
_ | 0554
/ wepM N ~0.824 ]
// . 0897 AL
e /_U_uq_,}zj 0781 q29
0.609 L
// 0336 a30
/ 17
/ il / _ogra=r 1
at / ' 0,882
o827 0770 T g
@ 0828 | — 0439
08207 0836 ) 43> Lab
@ il AN a8 0.860 NG
wlidilyj \ bgal /s 0832 919
q9 / N -
0879
/ - i
osa2 @
. - 0885
0517 (Z0.085
o q21
0877
\ - : L,
\ L q22
AN 0039 el
q10 &
L AN e
0115 _
M o
0836
92 | osds
e
q13 Al

(R2 jluis o pls J515 5 cls s (95 ot ol ) ad sl (5, 031l Jbo Y JSCo
Figure 1. Initial Measurement Model with Path Coefficients and R-Squared Values
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