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PREFACE 

India is witnessing a transformative phase marked by rapid growth 
in start-ups, technological innovation, digital governance, and a 
strong emphasis on sustainability. ture: Start-
ups, Sustainability & Strategic Transformation brings together 
scholarly perspectives that explore how entrepreneurship, 
responsible business practices, and strategic thinking are 

 
The chapters in this volume examine critical themes such as 
artificial intelligence in governance, healthcare innovation, 
corporate social responsibility, influencer marketing, augmented 
reality, and sustainable enterprise models. Together, they reflect the 
dynamic interplay between technology, strategy, and social impact 
in contemporary India. 
We sincerely thank all contributors for their valuable research and 
insights, and acknowledge the academic support of Integral 
University in fostering a culture of research and innovation. We 
hope this book serves as a meaningful resource for scholars, 
students, policymakers, and practitioners seeking to understand and 
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Chapter  5 

A Theoretical Review of Brand Experience in 
Augmented Reality (AR) Marketing in India 

DARAIN 

Dr. Adeel Maqbool 

1.Introduction 

Augmented reality (AR) is a potentially disruptive technology that 
enriches the consumer experience and transforms marketing. With 
the surging popularity of AR in marketing practice, academic efforts 
to investigate its effects on consumer experience, response, and 
behaviour have increased significantly. To obtain an integrated and 
comprehensive view of the front-line in AR marketing research and 
identify the gaps for future research, we analyse the existing AR 
marketing literature through a systematic literature review. 

Augmented reality (AR) is an emerging cutting-edge technology in 
marketing, It enhances the visual, auditory, tactile, and olfactory 
perception of users by augmenting or superimposing digital content 
such as text, geolocation information, graphics, audios, and videos 
onto a live view of the physical objects and environments in real-
time (Carmigniani et al., 2011; Fan et al., 2020; Sung, 2021). AR 

virtual objects. Therefore, the user experience with AR is more 
immersive, more vivid, more interactive, and more realistic 
(Cipresso et al., 2018). 

Augmented Reality Marketing  

Augmented reality marketing refers to the application of AR in 

satisfactio
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(Huang and Liao, 2015; Javornik, 2016; Poushneh and Vasquez-
Parraga, 2017; Bell et al., 2018). The novel and attractive media of 
presentation and interaction enabled by AR play a crucial role in 
achieving the desired effects. Specifically, AR integrates digital 

objects and environments, thus providing consumers with rich 
information about products or services and allowing them to 
experience products and services easily. Specifically, AR not only 
improves online experiences and engagement but creates novel and 
fantastic on-site experiences (Javornik, 2016; Yuan et al., 2021). 

 2.Context and Background 

 Definition and concepts of augmented reality in marketing  

Augmented Reality (AR) in marketing refers to the utilization of 
technology that overlays virtual elements onto the real-world 
environment to enhance marketing campaigns, engage consumers, 
and provide interactive brand experiences (Chatterjee, 2020).  

AR allows users to interact with virtual objects, visualize products 
in real-world contexts, and access additional information or 
experiences beyond traditional marketing mediums (Xu, Dong, & 
Li, 2020). It involves the overlaying of virtual content onto the real 
world, providing users with real-time interactions and engaging 
multiple senses (Kumar et al., 2019).  

Through AR, marketers can deliver personalized and customized 
experiences to consumers, tailoring AR content to their preferences 
and needs (Pantano, Priporas, & Sorace, 2019). AR enhances 
marketing efforts by providing enhanced product information, 
visualizations, and interactive features that go beyond what can be 
conveyed through traditional channels (Chatterjee, 2020).  

Furthermore, AR facilitates interactive engagement, encouraging 
active participation from consumers through features such as virtual 
games, quizzes, or challenges (Gao, Li, Liu, & Wang, 2020). It 


