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Abstract

This research aimed to study suidelines for developing criteria for Luk Thung music
band competitions in the 21st century within the context of student arts and crafts festivals.
The study employed qualitative research methodology through in-depth interviews with
purposively selected key informants consisting of 3 individuals: Mr. Sala Khunawutti, National
Artist in Performing Arts (Thai International Music-Thai Luk Thung Composition), Mr.
Chakkawan Sao-thong, Music Producer, and Mr. Surin Methanee, Dean of the Faculty of
Creative Industries at Rattana Bundit University, all of whom serve as judges for music band
competitions in student arts and crafts events. The data collection instrument was a semi-
structured interview covering topics related to aesthetic judgment criteria in 3 groups:
subjectivism, objectivism, and relativism, as well as 5 aspects of Luk Thung music
competition development guidelines including cultural heritage, 21st century education,
choreography design principles, music design principles, and performance design principles.

The findings revealed that the judging criteria for Luk Thung music band competitions
in the 21st century can be divided into 3 main aspects: vocal performance, which
emphasizes voice clarity, vocal techniques, emotional expression, and the ability to
communicate song meanings; performing arts, which focuses on stage space utilization,
movement of singers and musicians, coordination among band members, and the ability to
attract audience attention; and music, which encompasses proper instrumental performance
according to musical principles, synchronized playing, harmony balance, and creativity in

song arrangement. The judges shared common perspectives on developing competition
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criteria suitable for the 21st century by emphasizing balance in all aspects and promoting
the unique identity of Thai Luk Thung music through modern and creative performance
formats to elevate competition standards in accordance with contemporary social and

cultural contexts.

Keywords: Criteria development, Luk Thung music band competition, 21st century,

Student arts and crafts, Aesthetics
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Abstract

This study investigates the role of social media in promoting and intensifying political
violence through a multi-theoretical framework that integrates six key perspectives: Hate Speech
Theory, Framing Theory, Affective Publics, Social Network Theory, Agenda-Setting Theory, and
Platform Governance Theory. The research employs a comparative case study approach focusing
on three distinct political conflicts: the Capitol Riot in the United States (2021), the Gilets Jaunes
movement in France (2018-2019), and the ongoing tensions in the Middle East.

Findings reveal that social media platforms function as power-laden infrastructures that
facilitate the production and amplification of hate speech, emotionally charged content, and
disinformation through algorithmic mechanisms, filter bubbles, and echo chambers. These
structural elements contribute to political polarization and real-world violence. Rather than serving
merely as neutral communication channels, digital platforms actively shape the framing of
meaning, emotional engagement, and political behavior. This research proposes that effective
platform governance requires a balanced approach that safeguards freedom of expression while
maintaining social and political stability. It underscores the need for an integrated framework
capable of explaining the interrelations among discourse, emotion, technology, and networks in
the contemporary digital era.

Keywords: Social media, Political violence, Framing, Hate speech, Platform governance
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1nssufiiliegluinnsssuvesdeny Tnsoraldiiieatrsmnuveussauliiuulouinsonginssuuns
Usznns nieluvnnsdfenanseduliifianisdmanudelasadrsdiuns lugaidsia Meraz &
Papacharissi (2016) l@UaLUIAANITINNTOULATOUE (networked framing) Fawansliidiuin n3dn
nseuldldiiesnseuIun1sIINUUALENS (top-down) uAldun1sas19ANNLNETINAULUUNTERNY
(decentralized) MlLAnannsiidausauvefld deuasdanediiu Tatemuaivinlinisdansen
(framing) nanerdunalndrdaylunistundeuanudaudmensifiosihuladeaiiie

WuIRAA1S15T 981 510] (Affective Publics) @ aualay Papacharissi (2015) 85une

'
v a

nsnefvatansisuslugafdviaindoulmnaslidusiunianisiliewinuensunisiy (shared affect)
WINNINSIEAVANALUUALAN N1SHOENTNAENBUANITAN WU AaUnds Awlnss vToAuAITe

& o w % v oo o ot s = A A Ad o 1%
nanelunalndrdglunisseaunanazadandsdydnvalluwnanesuluodoaiifefddnwuels

AUENATY 11709 Kramer et al. (2014) advayuwuwifAnilneuanddiiiudn n15unsnszaneves

22



NMsESANAAERS LS. U 15 adun 1 (UnT1AN-SguIey 2568)
Vol. 15 No. 1 (January-June 2025)

STOU Journal of Coommunication Arts

9151af (emotional contagion) Uu Facebook asnsaivdsuensunivesildanuldluszivumaia
odnslsfmy uinnsseaunaludnvaziazsndarindusnsindsulnidoisualinuinaany
Fafuluszozen e nualasadsuuanTunsesulasidssmonisanneunssdunienisiies
dlonsvuaonsualidounesas (Tufekci, 2017)

nun1sniuguaunanwasy (Platform Governance Theory) %8¢ Gorwa (2019) Laug

aa o 4

nIaukUIAAlUNITIATIERUNUIMYRIRNanasuA T alugug AruaulaTIaiavesdoyauay
Tmnssuludenn laeszyin nMsmiduguaunanresuainsoutseanlaidu 3 seau leun n1sidu
Aualagsy (WU vy NetzDG vonwosuiiitsiuliauiomiinngune) MSANURLARULBIVDS
uwaniesu (WU Facebook Oversight Board ﬁﬁE‘hm'ﬂ5asﬂumimmuﬂﬁﬁmﬁﬂ%mLLwam‘V\Ia%aJ)
wagnsidiusinveinausedenu Wy nsisensemnulusdlannesdnsansuazngusld) noul
fngvenemnudrlaisenuduiudidesiunassritaunanedy 418 waess Tnsamgluuiunves
mMsdeansauguisimensifiesiidnegnieldnalanisaiuauiiliauna e g aUsiuddy
Rerfuamnudndulunisesnuuuszuuifuguaiiaansadamassninaainm anufuiaveuay

nauseloviansisauzlaegnadiuseansaiw

5ATIUNNTINY

52108U25798 (Methodology) mu"iﬁai‘fﬁ%ﬁzLﬁau‘i‘%‘ié’w‘?jmmmw (Qualitative Research)
ey afunsinsgsiidadniteranudiladsngnisaianuguusminisdesuuunanilosy
TodeadiferunsdfnwuuuSouiieuly 3 Usanalagldnsouuufnainimnssy dawniedie
LareTNAINIINTLIDY

nsseitenansuuuiiuszuy (Systematic Review) Wileasnagiuteyanimauiuas
FoRunuiiLa gades nuiTedsudunisnumuissanssuuudussuy (Systematic Literature
Review) Ingldinasin1sAntdontanalsnunssu PICo (Population, Interest, Context) LagitAs1zh
demanundsteyanadivnsdiffiusissvined ae. 2013-2023 lngitiuansasuun A
N5UsEUlAgEn IRl

n15AnwILTensal (Case Study Methodology) 1952108u3879uL39n5el (Case Study
Method) wuuwanensdl (multiple-case design) WisiSeusisunalnvesunannesuuarmnssuly
U3uniiuansine IduA ansgelu3ni (Capitol Riot) H3saa (Gilets Jaunes) uagmeFuaannans (ngy
wdeulmoenulat) nsidennsdléiZuuuianzas (purposive sampling) lagfiansanainseiuainy

Wntuveanisidnnusulssarunumvedeleaiinelunsazivenisel
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nsiiusausuteyauaziaiasiiedde Teyauszneunsidouvaduassyn leud (1) Yeya
NAYHNIINY1IAT UNAY BaEIIBUTININT war (2) Teyaledeailifeaninad I5le uag
A1suARIALLTTUULUNARNeTa Twitter, Facebook LAz YouTube 4 sldu1ainn1sAansesids
fnqusvasd Ineldinusinisdenidemiinssiuussifunisiomsanusuusmieniades iwdesdiofld
Usznaumaiudeya laun sssarivndaya (data extraction template), Wuusiamngsy (discourse
coding sheet) Lagluvsngn153ANToU (framing matrix)

N32UIUNS Coding uazauifinanss Msinszideyaliisnssiadaion (qualitative
content coding) InemunsaldpsfuainnsoungufuazsuUgaIunszUIUN A UTENINg

Y

fat¥a (intercoder reliability) Ingldsratnssvinainids 2 au wazuszifiuAranunssiu (Cohen’s
Kappa) Wielvishilalurnanidefevemaiiaszsidanmunin

N1T3ATIENAILNTBULUIAA (Theoretical Analysis) N153LATILYLTIENBIABNITYIUINTS
LA el eoSutsauduiussenineniw walulad uazorsualluudunniaidledidg
oA

o LWIANLATIATINVBIANUIANTIU (Structure of Feeling) ¥a3 Raymond Williams (1977)

o LNARAISITEUZLIIDNTHA] (Affective Publics) U89 Zizi Papacharissi (2015)

o NBNIFIANTOUAIIUNLIEY (Framing Theory) Uas Robert Entman (1993)

mMeeseidmguiiidmnedieosuisindomadvaausaimihidueiediodn

suidsvosuaitiutazidunalniidsdnsnasefieniawainmsiadsuluimienisdlaslaedials

A1519% 1 %jaiﬂaﬂ’]il,ﬁu&f’&@fj’mf\ﬂﬂLLWﬁmW@%&Ja%ﬁa (Data Collection Protocol)

Platform Date Range Keywords / Hashtags N Posts Tools/API Used
Twitter Jan-Mar 2021 #StopTheSteal, #Capitol 15,000 NodeXL, Twitter API

Facebook 2018-2023 "Gilets Jaunes", "Macron" 7,000 CrowdTangle
TikTok 2021-2023 "FreePalestine" 6,000 TikTok Scraper API

Telegram 2022-2023 Political Channel Names 4,000 Manual Coding

Y |

AsntuansseandenvenssuIunsiuteyarnunanesuidviania q Aldlunisiny
a o ' < v o v A 2 ag v oo D - 1% =
FHelagszyrianavesnsinuteya AmAursauasuinild Snudeyansiurulduaziniasidense
APl MlddmIun1shedeyatisnsaunguiia Twitter, Facebook, TikTok uag Telegram titelyiaunse

Inseiilemiferdesturnusuwsimenisdleduusazusunldegnaseunquuaziuszuy

24



NMsESANAAERS LS. U 15 adun 1 (UnT1AN-SguIey 2568)
Vol. 15 No. 1 (January-June 2025)

STOU Journal of Coommunication Arts

2585558 TUN15338 NITEUANAUNTA8lANTBUISBFITUVDY Association of Internet

Y] 1

Researchers (AolR, 2020) lagsaiun1sundesdnivesldeausdniasunis anonymization ¥4

¥ a v

Taya nsudnideanisiiuteyafissuimaulauaznisiaiiuannisewnsiienifienailugaiy

9

v oy
4 = v A

HeavsedunsgsadgnAnw Matn1siengiilloniiiettesiuanusunsvsengussuisla
Aflun1snlgAusEiinse Tuagiin1sHNTINIUMaNNIT Y09N15andun 1Y (harm minimization)
N5IAUATNABUTUNTN TS TTULAY N TN TIVADUAITIMINEANYBINTS [0 aa 51T UL LA

avlnannasy

NaNISAN®N

nsfifnw: WAn1salaanaansgan1ansy (Capitol Riot 2021)
'3 a (Y] [} = YR <) a =g o @ a
WMANT0I1987191A53gaN a3 g WaTui 6 unsia A.A. 2021 1unsal@nwidAwi
ALV DUNATHVDIINNTTUNNINSLTDY B15UAISINVRIENs ST LasNabnTalASsas19vadwnanasy
AdvialalanIzunUIMves Twitter Faviuinnviududenslunsseaudadvayuuazidunily
N15VEIENTOUAIIUNUIBVDITDNE 1IN BINITNIIANITLE ONA W IULETUTIN #StopTheSteal
N1TBATIEARIUNG BAN133ANTOUY (Framing Theory; Entman, 1993) WUl ToAauduIuunly
Mwfiuesual iy “Ussinagnalue” wse “Angangluy” Fslasunisvenenaniunalndanaiviy
& a1 a | & &1 | vl a 1% ) =
vodunanasufduatunisunsnszeilomniorsualsingslunyildnivuifnaenndoiiulagd

Aae19oANNTYY @RealDonaldTrump Liladui 6 unsIAL 2021 FIsey

“If you don’t fight like hell, you’re not going to have a country anymore.”

=

90N retweet LaH19090819NINNVINNDULNANAANITAINA1D NI LWARSNWULAINAII]

Y 9

LY

UNUIMAAYIUNSAIMUANTOUANUMLEYDIN AN AU DY AKALNITYOUSTTUYBINNTHORA U Aele

o

NTRUBUIARUSEYNEIAND U (Affective Publics; Papacharissi, 2015) m&;maaﬁﬁuamiﬁﬁu’h
Ms3FveIgliiuueTLIn i fissusagiountsuanseanvenisidlosvintu usiilunisassersual
Suludnvugvasnnuidngnnsea anulngs wagaulilindasgradussuy

Turagiieniunsieseilassasianiedieniedens (Social Network Analysis) F19iun

'
Aaa

= A A Y Ao ¢ . Py Y a .
ﬂ’liLNEJLLW’iLuaWWlLﬂﬂ?%aﬂmaﬂwmzﬁ]u&lﬂm (Centrallzed) IWEJJJETLSUQ’]HWN ‘V]ﬁwa%\i (Inﬂuencers)

Y]

uthidugadenlosddglunisnszaiederulanszaulaeanizdydves Ali Alexander (@ali)
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LaZNaY Stop the Steal NHHBAKRANINAALYIMMTNNTIUTIN Udosuaznsyngtayaalanseny

IugﬂLL‘UU meme, livestream Wae call-to-action posts

Top Influential Accounts in Capitol Riot Discourse

120000 = Retweets
Mentions
100000

80000

60000

Engagement Count

40000

N I I . .
0

@RealDonaldTrump @ali @StopTheStealus @GatewayPundit @JackPosobiec
Username

a

A 2 urunnkansUydglaniisnsnageaalunisdeansniounazseninamanisal Capitol Riot

o

'
Yaaa

awnansty T 147 T8 v nageanlunisimeunsid onmieniandosuazuanszanly
nswdoulm #StopTheSteal AouuazsznituvgnsalaatsaisganiansslasuansuIouiie
$112UN15 Retweet Wwag Mention dsagiausiumismanietngvessldmariilugiugianarsves
MIN3EEIMNTTY eRansankunseunguimsfiiuguaunanosa (Platform Governance
Theory; Gorwa, 2019) Wua1 Wil Twitter agadun1sauUydustonnisgsruisualatdan nsud
mevdarnnisaludnasidunisdanarnietuniendansusnueanuunsiudaasioudadada
yesnalnnsmiuquanutesiidsninanulusslannusinisilumsmevaussuassyuu muauuay
#37980U (oversight) AifiuszAn3am nsdlduandiiviuinauguusmisnsidesiiundnszarsun
uwwanrlesuiltifisswaninidenvdedlividu widuiidestulasaimvsaunanesuiidade

nsvgngmnssumhluganuguussegalinisauay

nsdiAnen: nsiadaulyvasuuiunsiennvidesluniads (Gilets Jaunes)

nsiadoulmiveangy Gilets Jaunes TulfuAadausuansd .. 2018 agfiounainves
NNSADAULTIATIETIIHILNIINNTTULALNITINANUAN S VUL NAAN B SUAIVTA DL TALAU NITUATIEH
N1UNSOU Framing Theory (Entman, 1993) #U31 ATMU1I@"STMBUNGHIY Facebook wag Twitter
fidnwasn1sdanseu (frame alignment) iy “annuliiBusssuddaseadne” was “msléaiy

JULSAlAesy” Ay AdUIAleTHeLNIlagwa Gilets Jaunes Info Wadui 5 §uiiAu 2018
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wanan LTI SR lEL e Audyuutgeienseumusseedn “Unsepelasnnveslssvivu

d3ame?” pdudananldsumauesinnnin 40,000 edsnelu 24 Falusuazgavdululflunansing
LﬁaﬂizﬂaumﬂwﬁuEJmasuaﬂ%’gma Macron (Le Monde, 2018)

ludsa1suaiuui@n Affective Publics (Papacharissi, 2015) 83 unglsiiiiuin n135ungu
Aldaulungy Facebook Un 19w “Les Gilets Jaunes Officiel” #5e “Action GJ” fladuindeuse
wgranuasyginiisedaiswdduiuiiazannulngs aruddngnmondiauazersunidadiu
Tasaadesguuuilian Megrsiinutesie faudenduneniguuniuaynmaiuisuiisunisldausuuss

[ Y [

10955iuszUBUmAanisiaedinsuysdrsaniunnduuniviniunseSeslivasgnaaienisyuyy

<9
¥

allpdunslaiianlnenssaingadsns LWUNITARSUULNG “GJ Sud-Est en Colere” dwuunnni

100,000 AYaluSuiiien (France24, 2019)

I a 3

W 9ILAS1E1 A28 Social Network Theory (Castells, 2012) wuIn1sied ouluives Gilets
Jaunes Tdnwaurnsidenlosuuunszanegud (decentralized network) Ingnguguszvsyiosiung
300 nauUsEmailvuaideslossuiuinuneafiumandnifieslsifise 1wu Priscillia Ludosky wag
Eric Drouet & slugiael 2019 ﬁm%%@ﬂﬁﬁﬂ@ﬂﬁﬁiﬁﬂﬁl’]ﬂﬂﬂﬁﬂﬂd’] 500,000 5184ALE1N1508 0413
Jopuiesyaunalavgnesniasiings

nulanseu Platform Governance Theory (Gorwa, 2019) LLﬁ%’gmaN%ﬁmawwmmaﬁaa
veliunannlosusimidomiisnindusunse wu %’a;ﬂaLﬁﬁ]lﬁmﬁ’uﬁﬁaw‘%amiimmwaﬁmada
ALTULIIUA Facebook nduivinfiszsiasy Tlaedsfaainmlunsuansanufniiulaznaiemd
Folauvesrl1 “Anudes” anuduadinaiazvioutediinvesnisiiiuguanules (self-
regulation) ﬁl%ﬂﬁlﬂﬂ’]iﬁ’]ﬁU@]LLa (oversight) 91nansuandsiliunanwesudmaduiiufingng

o o

nnssudeiusnidnenmlunsusweaiiesnmvesUseysulnewuudiuny
M1319% 2 fedauszinvvestiuwazinadain Gilets Jaunes Mldlunisindsulmuuludeaiife
Uszaniilan Areeedand1u/sUn N ANYULN1IANTOUY unwanWasy
Meme \Hondsy | A Macron auyns1ydnTen nseun1stdgnualaiveusssu | Facebook

U9A11 “King Macron 1”

0le Live Uznr | laflanann “GJ Sud-Est en Colere” | nspuanuguusilagsy Facebook
sewinesinsraButaniim

AT YUl Tnai: “Wﬁ;qﬁ vdenauudl Place de | nsOUNSTEANNANIA Twitter
la République!” U58919U
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Uszianiilen favgnetannu/gunn ANWULNITIANTOU unanwasu
AMEUIALIY sUineliiioneenandsee wiew | nsBUNIIAIAAUNANINALST | Facebook

wAUTtY “fuseusevsulng?”
Hashtag G’T’m%ﬁ #MacronDemission, AFAUNNSIS8N509AIY Twitter

#GiletsJaunesUnis Wasuuas

msuihiaustssanden fegredonu viesunmituwsnaslumfaiuayuuiunis
Gilets Jaunes vuLwanWasu Facebook tag Twitter WipuNTIATIFAANYULNITIANTOU (framing)
vouilemunaniu Feazieusnsuaisan vwnssudedusy wezmsszaunalulaneeulat Taeideulss
AUNTOULWIAA Framing Theory Wag Affective Publics

ns8l Gilets Jaunes Fsazsiouliiiiunruduiussznineersual A1unuiy Lazg1ulg
TassatslumandeulmvenisifesuludaiidvegadussuudsaenndosiuingUssasdves
msfnmiifiinsinisiansey matundeusnsuaiiiuazdediinvesnalniiuguaunanlasy

TuUs NI INUTALEINI9N15HI 9950 ALl

nsfifnw: anudaudslunziusannanswaznisidlydeaiivneludensaans

amnudaudslungfusonnandasiamiznsdluaalai-asieaazviounainvesnisdeans
ausuusdlulanddvafiduius funsouuudaradiuensunl msdanseu anuduiudidslaseada
LagnalnnIsiAugwaknannesy N1531A18Y KU Framing Theory (Entman, 1993) Wui1
uwasesuYY TikTok wa Instagram Sunumdrdnlunisieunsnwuazialefisnnseuimnnisal
Tudnwar “Anuliilusssudalassasne” wunmnsdeTisveadntungmdeumussensdn “vgn
suiin” Fagnldifteasnansounsiuiuun victim-centered wazsiofnunslamdslness

WuIAR Affective Publics (Papacharissi, 2015) 49885 U18311158 8a156 1 TikTok wae
Telegram Idnanedufiufivnsensunifinssduennuivlauazaralnssangléawsialan foghadu
33le TikTok vensinudiely 10 Pluawiungndinarin “Why are they bombing us?” l§ugamdn
Y3131 3.5 drunfsnslunisdansiludounguniay 2021 lne3fledendngnussnon
Aoanasanlauazusuudin #Freepalestine @3in1sliuinnin 1.2 §rundslurrafeuiendy
nssumarilildssnoglunguniviomiumintu uignuuauazweunslunwidangy dfuea
uazalUy oaiaunsiuduea

910 Social Network Theory (Castells, 2012) msindeulwesulaiflunsaivadlmilailign

JULARBULALDIANTHUUAN LAULALART Ul UA NWE “ATaY8kUIsIU” (horizontal networks) &
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UnAanssuviesdu dedase wazdldlufunuimnisudulunisudnuazvesdeya
Tngldunanwosy 1y Telegram ua Instagram Stories WlondnidBanIsmunNIINiFuazUTEvde
vy doyafimeunsinoglusuuuvialodu fu uazdresursnmdagnoisunl luyuuesvos
Platform Governance Theory (Gorwa, 2019) Us’mg%}afﬁ’]ﬁﬂﬁummiﬁﬂﬁU@jLLammawaﬂLL‘WﬁG}‘V\Ia%m
Tasan1zlunsdives Facebook waz Instagram @4gn3An1nEa1n Human Rights Watch (2021) 31
finsaulnaduesnguaviuyuery wuwa “7amleh” Tnglinfanamaossdaay fiidemdnan
Aendestumstuiinumnisainisesfinansuyuemlasigdasion wmmsniidadamansenin
lslauazanugfsssuvesdanaiiulunisauaudeyasiufsgiuiavesnannasulunisivun

“Innssuneasiule” (visibility of discourse)

A15199 3 F2e89USELANVBITIULAL INAANNNSEITALE I URLTUaBNNAUULNaR NasU LT B alAe

Ussaniilan favgnetannu/gunn ANWULNITIANTOU unanwasu
Flewingidee winndanm “Why are they nysualundevesusans | TikTok

bombing us?” WiBUAWEIN

91A13

Meme fnusgdasiea | awsslnadlatiieuiusads N30UNIHOAUWEWISY/MMT | Instagram
BGERIE

dulinsWnavs AnANL AL TINNTBUUNEID19B nsoUNMTazIlnavEUYYe Y Instagram

UYWEYY 911 UN/OCHA

laflsrgauszide ansuanannNIgmioudessuidn | nTeUANUTULIIHENASOUY Telegram
WAZAUTIYENAIAAUIY lngnse

Hashtag Ausy #FreePalestine, #SaveGaza NIOUSENTBIANNYATITUTY | TikTok, IG

Sl

ms1eiuansdleg1aloniwaginad Mineunslaes lauluuTunanudangasening

Unaalpi-dasiea FalunumdiAglunisdnnseuamnunuienienisiiissuaznseduansuaisiuly

[y a

sgauuwd tngldunanvlosy TikTok, Instagram waz Telegram tWugesmislumsinenns Toya
wialazvieulimiutanatnveanmnssudnsuyvesu wasnsldnmiiieasnersualniinisdedly

S¥AUAINA

[y {

nsfinzTusannatsduduninazviauvainisuzne fuseninsanunetedluniseasulniie

v

ANgAsTIUiUTeInveslATtasumalulagidvia FaenanesiuingUsvainvaan1sfinuiiing
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JipszwnannasuadIvalulmduiiesnuinarslun1sdeansnianisiloaniidy wadaduuus

AR NAMUATOULUATDIAILYOUSTTULAZNITLUIDIVBIIIMNTTUNNN T 0990

nsAnziSeuiisunazdauaseiiBmeged) (Comparative and Theoretical Synthesis)

aa o '

A15199 4 NS UL UANWAULLRNZUDILNAR NI LAV ARDNNTVYNLINNATIUNIINTHID

Platform Affordance Implication
TikTok Algorithmic virality ilitlunaginlolinesuniunsnsz 918157
Telegram End-to-end encryption UnUadanu I‘ﬂﬁﬂyjﬁguawgmﬁaﬂm
Facebook Group/Feed Customization LA31L5e Echo Chambers
Twitter Trending/Retweet Mechanism vgnesuegraduiming

Y 1

m3etiUTeuiiisudnuazianie (affordance) vesunanosuidaudasUssinniinase
nalnnisdeansanusuksnnsdes lnvesureisnuaudiniaatiaiiiaenenisveneiionihuy

$ensual msidnsiateya NIONITTULAA DUNIULEVLTN FIAIARDTEAUNITHAIUIINLALAITIA

nsoumnssuuulansulatluu3unsing 9

a a ¢ a 4 a a e
15190 5 LlW]iﬂGUL‘Uiﬁl‘UW]EJ'UﬂavLﬂﬂ'ﬁﬁ@ﬂqiﬁquiuuiﬂmqﬂﬂqﬁLﬂJaﬂiuaquiUmﬂimﬂﬂ‘Uq

Uszihu

Capitol Riot (USA)

Gilets Jaunes (France)

Middle East Conflicts

MMNISUNEN (CDA)

Stop the Steal, Defend

La République des riches

WRllen / @nduyveru

Democracy
M3IANTOU neufUstimmanmsidonded | desudgiasiasvuduan | desinunisusiuusm /
(Framing) 930 SenTasfassy
\A30%18 (SNA) Scale-free network i hubs WPSOUNLNTEANBAUE PSRBTV IRH I
TaLau Telegram/TikTok

Affective Publics

AMULNSE ANUNE?

aaliinela Anuidngn

AMULAST AULNSTE

y1onTia GRRHGHIEH
Influencer/Hub Donald Trump, QAnon Priscillia Ludosky, Eric nY1InaLiles, QJ?: 13
AN Drouet
wwanasuundn Twitter, Facebook Facebook, Twitter TikTok, Telegram
Emotional Meme/Live 151071510l fudend/laanns awdin/Arlewmioay
Contagion Us1Ase JULTS
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msniSeuiisunalnnisdeansainuguusainienisleduaiunsaline laun Capitol Riot
(@357), Gilets Jaunes (HS9iAa) wazaudaudalungiuoannas lngldnseunuiAnmiuimnssy
N133AN50U 215U wazlassasianaiedne Jeyaiseunisuligigliidnlanainiiuuazainy

waneslusesuImngsy welulad wazlassasreosuailunsazusunlesgratmautasidussuu

asdaasiziinaln: Hate Speech, Framing, Algorithmic Amplification

feaunsdifiguuvusmiddnlu 3 33 16un (1) mslddesmursaundeata (Hate
Speech) Lﬁaﬂqﬂizmmmzammumm%mﬁmEN&'J’]&Jmqsﬁm (Waldron, 2012) (2) nsdanseu
Jaym (Framing) Lileaiannuveussanlunisldmiusunsaiiunsimuatiam HNseyiie way
n1998n (Entman, 1993; Gamson & Modigliani, 1989) Lay (3) N15LASULIIAI8EaNDT T UYD
uwanvlady (Gillespie, 2018; Napoli, 2019) dwhlidevninszduersuaiunsnszanenirsundngl
gnAIuANeg19luTEANS AN g1y v TikTok S¥UU 'For You Page' agAnlaan3nleann
mslasingAnssudld Wy Anuen mag n1analard videmaues SedaneiuasBiuusiuilomi
pdetudn 1 dliaRlefihesuaiamsad s nuinnegnndlngliswdudesdiian
$muauann Turausdt Twitter 152U Trending Topics' waznaln retweet vamsavenedoniudia
prsunisuLssliunsnszarsldedaniremnnsmelunaidu 1 lnsamsndognadndulnenguiid
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Tunsdlves Capitol Riot uwanylasy Twitter Wwag Facebook imithilidugudnansnisudes
2M9N551 “stop the steal” H1wAT 8187 H Donald Trump waz QAnon Wugugnans Yozl
Telegram wae TikTok Tunsdinzusennandldifiomeuns imuazidossniiiorsuaiionsldmas
yos¥gosslivszdvEnm wandiiiuin saneTiuunanvlesuvimihfdusvens (amplifiers) Tngll
Hszuusuineu (Gillespie, 2018)

Tundresn1sdnnsau (framing) T1eaunId a3 19ANLTOUSITUNLNTOUNNIAAISTTN 12U
“Usza13ulng” A onan” uay “@niuywevy” %aaamé’aqﬁ’umimﬁuaqﬂduLﬂmma
ﬂmEJLflusmgméf'lﬁaujsuaqmﬁflimzmqmﬁmi (affective publics) (Papacharissi, 2015) Tngtanizlu
nsdl Gilets Jaunes waz Palestine #1inn sudasdoyavindoiiiaaislugnisindeulnadeensual
(affective mobilization) Téag 191U Kramer et al. (2014) Buduinanimuindoufisiaid osio
N15UNTNI28N19015Ua] (emotional contagion) taelildesflesdnsi dwwalinisiadeulng

nane U UUdUNAULAZTULSIWAUINANEEY (Tufekdi, 2017)
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AnuAnLarorsualvesarsisuzlasiamziil o asanluviunvesmadenuy “i3eyie”
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Y o %

Thfuiunanesuadavimididu “dimunnseuanumne” Tnstawizludunsiowdam
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AMAasII (moralized language) Lﬁaﬂqm%ﬁLLaza%’wﬂ’mm%ﬁiimamw{aﬁm%’g UVBY
Marwick & Lewis (2017) auayutedunuilnediunamioulndoaiifeldnaredu “dufivos
Dﬂwﬂiimﬁjﬂiﬁiﬂ” (extremist discourse zones) Asrataruidomittinnsiidausay (engagement) &4
wiazdauinlouniodunsiey

mﬁmﬁwaq;ﬂ%’mﬂuﬂsauLLmﬁﬂmmimu%qmmﬁ (Affective Publics) (Papacharissi,
2015) a8uneledn maadeulmmemsdieslugaidainduindeusseisualinnniivgualds
WMANA tneanIzAIulngs AU IS oaunisfianenennau meme, live video 3o hashtag
campaign 614 9 91UVBY Kramer, Guillory wag Hancock (2014) 8uduinusngn1sain1sunsnszany
y9971518) (emotional contagion) Uu Facebook ansnsausuiasuensuaivesildnudwusnnle
asJNLﬂuizweﬁqaamﬂé’mﬁu%’ayjaluﬂizﬁ Gilets Jaunes wav Palestine 1 mnssuilsensunianunse
AUTENIENITTEAUNALALVYILBNTNANNITL DIV LN LAY

Tugumalulagduuafn Algorithmic Amplification (Gillespie, 2018; Napoli, 2019) funuv
ddalunisesuiedn msdenuaznisvenadenndldnszurumsindunarwaunandnves

[

gaNa3NUT noUAUBINONOANTINY LYW LY engagement wagliar by uvuLnanwasy
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NaN15ANYIYBY Vosoughi, Roy wae Aral (2018) seydnin “d1adaey” finszduensualileniagn
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Twitter

nsfinwlng Ferrara et al. (2016) §4371 social bots waznauilddTdvsnagdlueaiete
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Tuidslaseasransiadoulnamnsnisiileasinaivauyes Bennett waz Segerberg (2013)
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voaldlugafdnaaunsasiundsiuleniunisdoaisuuuiaiedie (networked mobilization)
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ANANTUNNS15HR] (emotional intensity) gslapgnaiunian

IS a
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aa v
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Abstract

The purpose of this systematic literature review is to explore the application of virtual reality
(VR) technology to enhance customer experiences in retail businesses. The study covers research
from 2022 to 2024, gathered from online databases such as EBSCO, Emerald, and ScienceDirect,
resulting in a total of 37 relevant articles. The research was conducted using the Seven-Step Model of
Meta-Ethnography to present definitions, importance, benefits, research objectives, categorization,
concepts, theories, and research methods related to VR, augmented reality (AR), and mixed reality
(MR) technologies. Additionally, the study discusses the use of these technologies in retail businesses
and marketing communications, as well as research findings and recommendations for retail
businesses. This literature review helps to understand the impact of virtual reality technology on
consumer behavior and purchasing decisions, as well as future research trends and gaps.

Keywords: Virtual Reality, Augmented Reality, Retail Business, Customer Experience,
Experiential Marketing

Introduction

In the constantly evolving competitive business landscape, particularly in retail, the adoption
of various technologies to enhance the customer experience and strengthen competitive positioning
has become increasingly prevalent. These technologies, known as "consumer-facing" in-store
technologies, include virtual reality (VR), augmented reality (AR), and the metaverse, which have
seen rapid development and growing application in the business sector. Specifically, AR applications
have been developed to blend the real world with the virtual in real-time from the user's perspective.
This integration elevates the visualization of products and the perception of the store or service
business environment, thereby improving the customer experience as they can interact with a virtual
environment. Meanwhile, VR creates experiences in a three-dimensional virtual world. AR enhances
the user experience by providing a more realistic and immersive experience within an actual location.
AR is defined as the integration of "digitally created information by computers into the user's view of
the real world, appearing as if they are part of the same environment.” This technology, through the
integration and placement of real and virtual objects (via virtual layers that can add computer-
generated digital elements such as images, videos, and text), makes augmented reality (the enhanced
real world) more effective (Jung, 2019; Arghashi, 2022; Lim et al., 2024; Habil et al., 2024).

According to You Visit, approximately 75% of businesses in The Forbes World’s Most Valuable
Brands have increasingly adopted virtual reality technologies. The main reasons for this adoption are
to display a modern image of the business (Infographic Thailand, 2022) and to develop the consumer
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decision-making journey. This journey began with the traditional AIDA model by E. St. EImo Lewis,
which consists of attention, interest, desire, and action. It then evolved into the 4A's model by Dirk
Rector, which developed AIDA into a new model comprising Awareness, Attitude, Act, and Act
Again. This model combined interest and desire into attitude and added Act Again to examine
customer post-purchase behavior to measure customer loyalty. With technological advancements,
there is a connection through the appeal and diversity of products, especially those with long purchase
cycles, such as durable goods or high-value items. Repurchase or Act Again can be challenging,
leading to customer behavior that expresses "loyalty” by recommending the product to friends,
creating a larger network among consumers. Therefore, the consumer decision-making journey in the
era of technological progress currently includes awareness, appeal, ask, act, and advocate, known as
the 5A's model, which clearly explains contemporary consumer behavior and is flexible according to
product types and consumers. Virtual reality technologies are widely used to create new consumer
experiences, such as using AR and VR technologies to persuade purchases through online channels,
using AR applications to connect the shopping experience by presenting products and promoting
product awareness, and using AR and VR to generate satisfaction, stimulate room reservations, and
encourage repeat business in the hotel industry (Kotler et al., 2017; Voicu et al., 2023; Daassi and
Debbabi, 2021; Lim et al., 2024).

Due to the above phenomenon, virtual reality technology has been widely used in retail
businesses. However, research studies on virtual reality technology in relation to retail are still limited
compared to studies on virtual reality in education, tourism, military security, public health, urban
planning, entertainment, gaming, and engineering (Jung, 2019). With rapidly changing technology
and increasingly complex consumer decision-making processes, such studies are essential for building
knowledge to respond to current situations and benefit brand owners and product manufacturers who
can apply this knowledge for future business endeavors.

Research Objectives

To review and synthesize research on the application of VR, AR, and MR technologies in
retail businesses, analyze their impact on customer experience and consumer behavior, identify
research gaps, and provide practical recommendations for implementing these technologies in
experiential marketing strategies.

Theoretical background
1. Concept of Experiential Marketing Communication

The concept of experiential marketing communication, pioneered by Bernd Schmitt, posits
those experiences influence consumers by creating both rational and emotional motives for product
selection. Experiences can arise from direct experiences and/or simulated experiences (Strategic
Experiential Modules: SEMs) through the senses (Sense), emotions (Feel), thoughts (Think), actions (Act),
and connections (Relate). Creating experiences for consumers represents a shift from traditional marketing
approaches, where consumers could not perceive products or services prior to purchase, to a new
marketing paradigm that focuses on building awareness and satisfaction to elicit future behaviors (Rogers
& Schmitt, 2008).

Kwortnik and Ross (2007) state that experiential marketing is a combination of tangible
(symbolic) and intangible (emotional) elements and is a co-creation of consumers and marketers in
generating impressive experiences, attitudes, and memorable moments for consumers.

Kevin (2012) discusses experiential marketing communication as a marketing strategy that
differs from traditional marketing, which focuses on demonstrating the features and benefits of a
service at a location. It serves as a strategy to enhance the service experience for tourists,
encompassing both physical and emotional experiences. It emphasizes creating new experiential
dimensions for tourists and also connects the identity and interests of the tourists.

Schmitt (1999) describes the concept of experiential marketing communication as a
modern marketing strategy designed to create experiences across five dimensions: 1) Sense, which
involves integrating all five senses; 2) Feel, which uses stimuli to affect emotions; 3) Think, which
stimulates consumers to think; 4) Act, which encourages social actions; and 5) Relate, which connects
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consumers with feelings and behaviors reflecting their relationship with the brand. Accumulating
experiences through sight, taste, smell, sound, and touch is merely a trigger for brand familiarity,
which differs from making consumers aware of the brand's essence. This involves creating a
distinction from competitors and aligning with consumer needs, where the brand's essence should
have distinct characteristics visible through the brand personality. It should align with experiential
marketing communication to enable consumers to remember, recognize differences, and become
familiar, thus providing a competitive advantage.
2. The Concept of Virtual Reality Technology

Reality technology refers to technology that integrates the real world (real) with the virtual
world (virtual) (Onyesolu & Eze, 2011), including augmented reality (AR), which transforms images
seen on a display into three-dimensional objects floating above a real surface. This leads to a
transformation in modern communication forms into interactive media, which uses symbolic images
to decorate various shapes. Subsequently, these images are used to create codes, or what are called
markers. When these markers are printed on various objects such as fabric, glass, paper, book pages,
or business cards and then viewed through the screen of various electronic devices like a webcam or a
smartphone with a Reality Browser Layer, it is possible to see simulated images of large buildings,
shop symbols, or various products, as well as avatars, appear through the screen. (Nor’a et al.,2024;
Park et al.,2024)

Virtual reality (VR) is the use of computers to simulate or create a virtual world in a
three-dimensional format. Accessing or using the system requires specific equipment, such as a
helmet or glasses with a display screen and joysticks for controlling sensors installed in the area to
read movements. A key feature of VR is that users can experience a 370-degree immersive
environment within the 3D world that has been created. It is suitable for design work, entertainment,
and training through simulated scenarios. (Carvalho et al., 2016; Onyesolu et al.,2012)

Mixed reality (MR) involves displaying a blend of mixed reality, which is the integration
of information from both the real world and the virtual world. This differs from VR, which solely
simulates a virtual world. MR represents a new and intriguing form of computer usage with different
objectives from AR and VR. However, the devices used in MR are still similar to those in AR and
VR, typically designed as displays attached to helmets or glasses. Additionally, the system is flexible
and can be easily adapted for use. For example, VR devices that display images or videos from a
camera operate in the manner of augmented reality, which is a type of mixed reality. Meanwhile, AR
devices that overlay virtual-world images entirely over real-world images operate in a VR-like
manner. (Rokhsaritalemi et al.,2020; Tamura, 2000)

3. The Concept of Virtual Reality Technology in Relation to Retail Business

AR, VR, and MR technologies are becoming increasingly popular, especially in the retail
business (Jung, 2019). For example, AR combines real-world data with virtual data to create a simulated
reality. Thus, product information, sounds, and media technology contribute to enhancing the experience.
AR allows consumers to interact with virtual products, and its usage is mainly through devices that
can host AR applications, such as computers and mobile phones. The popularity of mobile
technology, which is widely accessible, has led to its increased use in businesses such as online stores.
Users can shop using AR, which enhances satisfaction and the shopping experience. Early uses of AR
in stores include virtual try-ons and interactive displays that provide information about promotions,
products, and locations. Therefore, AR has the potential to improve consumer product visibility, increase
engagement, and enhance awareness of the shopping experience, which is expected to positively affect the
perception of stores and brands and subsequently influence consumer behavior.

The benefits of applying virtual reality technology in marketing communications for retail
businesses are numerous (STEPS ACADEMY, 2020; Giant Point, 2020), including:

1. Creates experiences and engagement between the brand and consumers. This is because
AR and VR technologies can provide consumers with new experiences that enable them to try or test
products or services, making it easier for them to make confident purchasing decisions.

2. It ensures safe purchasing for consumers, as there is no need for them to physically
handle or touch products. This is because they do not have to visit the actual location to buy the
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products, and it also helps reduce crowding within the stores, giving consumers confidence in their
safety.

3. Retail businesses can offer convenience to consumers without the need for sales staff,
as customers can easily try or find information using electronic devices such as tablets or applications.

4. 1t increases the capability of personalized marketing communication. The use of AR
technology allows the system to record what individual customers want, opening up opportunities to
respond to customer needs on a more personal level.

5. Enhances the image of the business organization, product, or service. The application of
technology in marketing communication activities can help create an image of a modern and
innovative organization in the perception of consumers.

Methodology
This study is qualitative research using the Seven-Step Model of Meta-Ethnography by Noblit
and Hare (1988), as shown in the following table:

Table 1: Seven Steps of Noblit and Hare’s meta-ethnography

Getting started - Initial step

Deciding what is relevant - Selection of studies for synthesis

Reading the studies - Detailed review of selected literature
Determining relationships - Framework for relationships among studies
Translating studies - Synthesis of findings

Synthesizing translations - Integration of results

Expressing the synthesis - Drawing conclusions

Nogak~wdE

Source: illustrates the Seven-Step Model of Meta-Ethnography (Noblit & Hare, 1988)

The collection of literature relevant to this study involved an initial search framework, including
the selection of three online databases: EBSCO, Emerald, and ScienceDirect, which are related to and
cover documents from various disciplines. Key terms such as “virtual world”, “virtual reality”,
“virtual environment”, “mixed reality”, or “augmented reality”, along with the primary keyword
“retail business”, were used to limit the domain of the application. These keywords were applied to
titles, abstracts, and the keywords field in order to search for relevant information in each of the
aforementioned databases. The data collection period for the documents ranged from 2022 to 2024.

The study framework consists of 10 dimensions that define the framework for synthesizing
relationships between research studies:

Dimension 1: Definition of AR, VR, and MR

Dimension 2: Importance, benefits, and advantages

Dimension 3: Research objectives

Dimension 4: Classification and categorization

Dimension 5: Theoretical concepts

Dimension 6: Design/methodology

Dimension 7: Applications in various fields

Dimension 8: Applications in communication

Dimension 9: Key findings

Dimension 10: Recommendations

Results

1. Search results based on the criteria mentioned above found that there are a total of 37
relevant research articles. These articles are distributed as follows: 18 articles from EBSCO, 11 articles
from Emerald, and 8 articles from ScienceDirect. The table below displays the details, as shown in the
following table:
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Table 2: Relevant research articles identified from Emerald, EBSCO, and ScienceDirect databases

(n=37)
) Dimensions
No. Title Author Source
1 2 3 5 6 7 9 10
1 | The metaverse era: Leveraging augmented reality in the creation | Habil et al. (2024) Emerald AR | vV v 4 v 4 24
of novel customer experience
2 | Engaging the customer with augmented reality and employee Butt et al. (2023) Emerald AR | V v v v v v v
services to enhance equity and loyalty
3 | How mobile augmented reality digitally transforms the retail Kang et al. (2023) Emerald AR | V v v v v oI v
sector: Examining trust in augmented reality apps and
online/offline store patronage intention
4 | Designing augmented reality services for enhanced customer Vaidyanathan & Emerald AR | V v v v v v v
experiences in retail Henningsson (2023)
5 | When historically cultural and creative products meet AR: the Xu et al. (2023) Emerald AR | V v v v v v v
effect of augmented reality—based product display on consumers’
product evaluation
6 | Enhancing brick-and-mortar store shopping experience with an Zimmermann et al. Emerald AR | vV v v v v v v
augmented reality shopping assistant application using (2023)
personalized recommendations and explainable artificial
intelligence
7 | The rise of 3D E-Commerce: the online shopping gets real with Billewar et al. Emerald AR | vV v X X v vV
virtual reality and augmented reality during COVID-19 (2022) VR
8 | Augmented reality in retail: a systematic review of research foci | Chen et al. (2022) Emerald AR | V v v v v vV
and future research agenda
9 | Augmented reality in online retailing: A systematic review and Kumar (2022) Emerald v 4 4 v v v v X
research agenda
10 | Improving service brand personality with augmented reality Plotkina et al. Emerald AR | V v v v v VoIV
marketing (2022)
11 | Virtual shopping: segmenting consumer attitudes towards Romano et al. (2022) Emerald AR | vV v v v v v v
augmented reality as a shopping tool
12 | A Study on Immersion and Intention to Pay in AR Broadcasting: | Tu and Jia, (2024). EBSCO AR | vV v v v v v v
Validating and Expanding the Hedonic Motivation System
Adoption Mode
13 | Digital commerce in the immersive metaverse environment: Bratu and Sabdu, EBSCO X v v v v v v Y
cognitive analytics management, real-time purchasing data, and (2022).
seamless connected shopping experiences




Dimensions

No. Title Author Source
1 2 3 5 6 7 8 9 10
14 | Empowering digital marketing with interactive virtual reality Tang et al,. (2023) EBSCO X v v v v v 4 v v
(IVR) in interior design: Effects on customer satisfaction and IVR
behaviour intention.
15 | Exploiting fashion x-commerce through the empowerment of Morotti et al., (2022) EBSCO X v v v v v 4 vV
voice in the fashion virtual reality arena: Integrating voice XR
assistant and virtual reality technologies for fashion
communication
16 | How augmented reality media richness influences consumer de Amorim et al., EBSCO v v v v v v v 24
behaviour (2022)
17 | Metaverse marketing: How the metaverse will shape the future of | Dwivedi et al., (2023) EBSCO AR | vV v X v v v 24
consumer research and practice
18 | How to strategically choose or combine augmented and virtual Hilken et al., (2022) EBSCO AR | vV v v v v X 24
reality for improved online experiential retailing VR
19 | Immersive VR-based instruction in vocational schools: effects on | Kablitz et al., (2023) EBSCO VR | ¥ 4 4 4 v X v v
domain-specific knowledge and wellbeing of retail trainees
20 | Exploring the usage of Mixed Reality Dashboards in Business Toreini and EBSCO v X v X v v X vV
Intelligence and Analytics Mohazzeb. (2023)
21 | Consumers’ Experience and Satisfaction Using Augmented Voicu et al., (2023) EBSCO AR | V v v v v X vV
Reality Apps in E-Shopping: New Empirical Evidence VR
22 | Recognizing shopper demographics from behavioral responses Gil-Lopez et al., EBSCO VR | vV v v v v v vV
in a virtual reality store (2023)
23 | The Impact of VR/AR-Based Consumers’ Brand Experience on | Zeng et al., (2023) EBSCO AR | vV v v v v X 24
Consumer—Brand Relationships VR
24 | The influence of augmented reality on online user experiences Radoi¢ié et al., (2022) EBSCO AR | V v v v v v oIV
VR
25 | The Role of VR Shopping in Digitalization of SCM for Mesjar et al., (2023) EBSCO VR | Vv v v v v X v v
Sustainable Management: Application of SOR Model and
Experience Economy
26 | Users’ Perceptions of Technological Features in Augmented Wu, Y. F., & Kim, E. EBSCO AR | VvV v v 4 4 X v v
Reality (AR) and Virtual Reality (VR) in Fashion Retailing: A Y. (2022) VR
Qualitative Content Analysis
27 | Virtual Commerce in a Decentralized Blockchain-based Hopkins, E. (2022) EBSCO VR | vV | V Vv v v vY
Metaverse: Immersive Technologies, Computer Vision
Algorithms, and Retail Business Analytics




. Dimensions
No. Title Author Source
1 2 3 5 6 7 9 10

28 | Virtual is so real! Consumers' evaluation of product packaging in | Branca et al., (2023) EBSCO VR | vV v 4 4 4 v v
virtual reality

29 | Virtual Reality in Destination Marketing: The Why, The Who PRODAN, S.G., & EBSCO VR | vV v v v v vV
and The When. EGRESI, I. (2023).

30 | Shopping with augmented reality. Arghashi V,(2020) ScienceDirect v v v v v oI v

31 | Digitalization driven retail business model innovation: Mostaghe et al., ScienceDirect v X X X X X v v
Evaluation of past and avenues for future research trends (2022)

32 | Emerging digital technologies and consumer decision-making in | Sharma et al., (2023) ScienceDirect v v v v v v 24
retail sector: Towards an integrative conceptual framework

33 | Immersive interactive technologies and virtual shopping Kim et al., (2023) ScienceDirect | AR | vV v v v v vV
experiences: Differences in consumer perceptions between VR
augmented reality (AR) and virtual reality (VR)

34 | Does product involvement drive consumer flow state in the AR Serravalle et al., ScienceDirect X v v v v v v v
environment? A study on behavioural responses (2023)

35 | More than meets the eye: In-store retail experiences with Pfeifer et al., (2023) ScienceDirect | v v v v v v v v
augmented reality smart glasses.

36 | The role of time convenience and (anticipated) emotions in AR Chekembayeva etal., | ScienceDirect | AR | v v v v v 24
mobile retailing application adoption (2023)

37 | Shopping in the digital world: How augmented reality mobile Lin and Huang, (2024) | ScienceDirect | AR | v v v v v vV
applications trigger customer engagement

Dimension 2: Importance, Benefits, and Advantages of AR, VR, and MR;
Dimension 3: Research Objectives Related to Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR)

Dimension 4: Classification of AR, VR, and MR;

Note: According to the topic, the symbol v indicates that there is information, while the symbol x indicates that there is no information.
Dimension 1: Definition of Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR);

Dimension 5: Concepts and Theories Used in Researching Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR);

Dimension 6: Research Design/Methodology for Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR);
Dimension 7: Applications of Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR) in various fields;
Dimension 8: Applications of Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR) in Communication;
Dimension 9: Key Findings from the Research;

Dimension 10: Recommendations from the Research
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2. Literature Review Results: The analysis of the data according to the dimensions set out
yielded the following results:

2.1 Dimension 1: Definition of AR, VR, and MR. Various research works have defined
augmented reality (AR), virtual reality (VR), and mixed reality (MR) as follows, based on the total
literature review data from 37 articles.

1) Augmented reality (AR) is a technology that overlays digital information onto the
real world that users see in real-time. The medium devices include smartphones, tablets, AR glasses,
and wearable devices. For instance, users can virtually try on makeup through a mobile app, view
maps with directional information and important locations displayed on a mobile screen, and interact
with both the real world and digital information.

2) Virtual reality (VR) is a technology that creates a completely simulated
environment. Users feel like they are actually entering the virtual world. The medium devices include
VR headsets, smartphones, tablets, and computers. For instance, engaging in video games that
replicate a real-world experience or virtually training pilots immerses users in a virtual world,
simulating an actual event or location.

3) Mixed reality (MR) is a technology that blends the virtual world with the real world
in an immersive way. Users can interact with both worlds. The medium devices include HoloLens
glasses, MR headsets, smartphones, tablets, and computers. For example, a furniture store may use
MR to show customers how a virtual sofa would look in a living room. Surgeons may use MR to see
internal organs in 3D through a virtual camera. Users can interact with virtual objects as if they were
real objects in the real world.

The following is a summary table that compares augmented reality (AR), virtual
reality (VR), and mixed reality (MR):

Table 3: Comparison of AR, VR, and MR technologies: definitions, examples, and applications

Characteristics | Augmented Reality (AR) Virtual Reality (VR) Mixed Reality (MR)
Meaning Merge the virtual world Create a virtual world. Bl_end the virtual world
with the real world. with the real world.
Trying on virtual makeup | Play virtual reality games | Virtual furniture store,
Example 2 L ; .
and viewing maps. and train pilots online. virtual surgery.
See and interact with Immerse yourself in the Immerse yourself in
Results digital information in the | virtual world. the virtual world.
real world.

In summary, the definitions derived from the literature review indicate that virtual
reality (VR) creates a fully simulated environment where users immerse themselves and feel like they
are in that world. On the other hand, augmented reality (AR) overlays digital information onto the real
world, allowing users to see virtual objects in the real world. Mixed Reality (MR) blends the real
world with the virtual world, enabling users to interact with virtual objects as if they were real.
Augmented reality (AR), virtual reality (VR), and mixed reality (MR) all have high potential for use
in various fields. These technologies allow users to have immersive experiences and interact
effectively with the virtual world.

2.2 Dimension 2: Importance, Benefits, and Advantages of AR, VR, and MR

The literature review of 37 articles revealed the following importance, benefits, and
advantages of augmented reality (AR), virtual reality (VR), and mixed reality (MR):

Augmented reality (AR), virtual reality (VR), and mixed reality (MR) technologies
are becoming essential tools in retail businesses, benefiting both business owners and users or
customers. These technologies have a positive impact on businesses, as summarized below:

1) Enhancing the shopping experience: Augmented Reality (AR), Virtual Reality (VR),
and Mixed Reality (MR) help customers see virtual products before making a decision, allowing them to
compare goods and make informed decisions.

45



15815 0WMAATERNS uds. I 15 aduii 1 (uns1AU-lguEu 2568)
Vol. 15 No. 1 (January-June 2025)

1YY P

STOU Journal of Communication Arts

2) Increasing customer loyalty: Businesses that utilize augmented reality (AR), virtual
reality (VR), and mixed reality (MR) can build customer loyalty to their brand or products. Loyal
customers tend to recommend the brand or product to friends, family, or acquaintances, expanding the
customer base.

3) Adding value to the business: Businesses incorporating augmented reality (AR),
virtual reality (VR), and mixed reality (MR) technologies create awareness and a good reputation that
can persuade customers to purchase products and services.

4) Saving time and costs: Customers can try virtual products before making a
purchase or using a service, reducing the chances of returns.

5) Creating a good customer experience: Augmented reality (AR), virtual reality (VR),
and mixed reality (MR) help create a good customer experience by allowing customers to interact,
experiment, and find product information, leading to purchases, service usage, and repeat business.

6) Gaining a competitive edge: Retailers using augmented reality (AR), virtual reality
(VR), and mixed reality (MR) technologies can differentiate themselves and stand out above
competitors in the same industry.

7) Improving work efficiency: Both augmented reality (AR), virtual reality (VR), and
mixed reality (MR) assist in customer verification, room booking systems, customer inquiries, data
collection for product and service improvement, and employee training.

In summary, augmented reality (AR), virtual reality (VR), and mixed reality (MR)
technologies present new opportunities for retail businesses, helping businesses enhance the shopping
experience for customers, build customer loyalty, add value to the business, save time and costs, gain
a competitive edge, and improve work efficiency.

2.3 Dimension 3: Research Objectives Related to Augmented Reality (AR), Virtual
Reality (VR), and Mixed Reality (MR). After reviewing all 37 literature sources, we identified four
main areas with interesting research objectives:

1) The issue pertains to the impact of augmented reality (AR), virtual reality (VR),
and mixed reality (MR) on retail businesses. The literature review is mostly about looking at how
Augmented Reality (AR), Virtual Reality (VR), and Mixed Reality (MR) technologies affect
shopping and tourism. It focuses on the connection between Augmented Reality (AR) and online
shopping, Augmented Reality (AR) and in-store shopping, Augmented Reality (AR), Virtual Reality
(VR), and Mixed Reality (MR) on user experiences, and the effect of Virtual Reality (VR) on tourism.

2) The issue pertains to augmented reality (AR), virtual reality (VR), and mixed reality
(MR), and it involves proposing strategies and formats to meet the needs of retail businesses. The
literature review focuses on the application of augmented reality (AR), virtual reality (VR), and mixed
reality (MR) in the presentation of strategies and formats to enhance retail businesses and elevate
customer experiences in retail. Key aspects covered include customer attraction strategies, designing
augmented reality (AR) services, integrating virtual reality (VR) and augmented reality (AR) into e-
commerce, designing augmented reality (AR) apps, marketing tools in the metaverse, impact on
customer decision-making, and factors influencing the use of AR apps. The main goal is to create new
knowledge to develop new products and services that meet customer needs, help retail businesses
understand customers, develop strategies, and enhance competitiveness.

3) The issue pertains to the relationship between consumer behavior and augmented
reality (AR), virtual reality (VR), and mixed reality (MR). The literature review focuses on studying
consumer behavior and opinions towards these technologies in the context of shopping. Some
important things to think about are dividing people into groups based on how they feel about
Augmented Reality (AR), Virtual Reality (VR), or Mixed Reality (MR) and regular stores, what
happens when you teach people about AR, how people buy things in Virtual Reality (VR), how
Augmented Reality (AR) and Virtual Reality (VR) experiences affect brand relationships, how to test
product packaging in Virtual Reality (VR), and This in-depth information helps marketers develop
customer-centric experiences, increase sales, and build lasting brand relationships.

4) The issue pertains to the applications of augmented reality (AR), virtual reality
(VR), and mixed reality (MR) in retail businesses. The literature review focuses on studying the
application of augmented reality (AR), virtual reality (VR), and mixed reality (MR) technologies in
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retail businesses. Key areas of interest cover employee training, product presentation, employee
training, shopping experiences, supply chain management, and data analysis. Some interesting topics
to look into are how Augmented Reality (AR) affects customer service, how Augmented Reality (AR)
shopping assistant apps affect users, how users feel about Mixed Reality (MR) dashboards, how
Augmented Reality (AR) experiences affect buyers, how well Augmented Reality (AR) apps improve
online shopping experiences, and the role of Virtual Reality (VR) shopping in sustainable supply chain
management. These studies have the potential to help retail businesses understand the benefits and
limitations of these technologies and utilize them to enhance shopping experiences for customers.

2.4 Dimension 4: Categorization of Augmented Reality (AR), Virtual Reality (VR), and
Mixed Reality (MR). The literature review of all 37 studies found that it is possible to subdivide the
technologies of augmented reality (AR), virtual reality (VR), and mixed reality (MR) into the
following categories:

1) Categorized by technology type
(1) The types of AR are as follows:

a) Augmented reality (AR) on mobile devices, using smartphones or tablets to
display digital images overlaid onto the real environment. Examples include games like Pokemon Go
and apps for measuring furniture sizes.

b) Augmented reality (AR) through wearable devices, which uses glasses or
wearable devices to display digital images. Examples include Google Glass and Microsoft HoloLens.

¢) Augmented reality (AR) is a technology that uses web browsers to overlay
digital images onto the real environment. Examples include IKEA AR apps and virtual museum websites.

(2) The types of VR are as follows:

a) tethered virtual reality (VR), which is connected to a computer desktop to
display a virtual world. Examples include the HTC Vive and the Oculus Rift.

b) Mobile virtual reality (VR) involves the use of smartphones or tablets to
display a virtual world. Examples include Google Cardboard and Samsung Gear VR.

(3) The types of MR are as follows:

a) Mixed Reality (MR) blended type, merging the virtual world and the real world
together. Examples include Microsoft HoloLens and Magic Leap One.

b) Mixed Reality (MR) wearable type, which uses glasses or wearable devices to
display the virtual world and interact with virtual objects. Examples include the Epson Moverio BT-300
and the Vuzix Blade.

2) Categorized by roles and usage:
(1) Focus on product testing: This helps customers interact with virtual products
before making a purchase decision. Examples include virtual try-on apps.
(2) Focus on presenting brand images: create experiences that attract customers
and build brand recognition. Examples include the L'Oreal Makeup app.
(3) Focus on presenting store information: This assists customers in navigating
stores and viewing product information. Examples include the Walmart AR app for hotel businesses.
2.5 Dimension 5: Concepts and Theories Used in Augmented Reality (AR), Virtual
Reality (VR), and Mixed Reality (MR). Research from the literature review of all 37 studies found
that the concepts and theories applied in studying augmented reality (AR), virtual reality (VR), and
mixed reality (MR) are diverse in terms of topics and research objectives. Researchers need to rely on
appropriate theoretical frameworks to support studies in various dimensions, drawing from theories
from multiple disciplines such as psychology, information technology, marketing, and consumer
behavior. Therefore, it is possible to categorize the concepts and theories used in research on
augmented reality (AR), virtual reality (VR), and mixed reality (MR) as follows:
1) The group of acceptance theories includes: (1) Technology Acceptance Model
(TAM); (2) The Unified Theory of Technology Acceptance and Use (UTAUT/UTAUT?2); (3) Diffusion
of Innovations (DOI). This group of theories is used to study factors influencing consumer acceptance
and use of technology, helping to understand the motivations and obstacles to applying technology.
2) The group of theories on consumer experience and behavior includes: (1) Flow
Theory; (2) Uses and Gratifications Theory; (3) Consumer-Brand Relationships Theory; (4) Brand
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Experience Theory; (5) Consumer Satisfaction Theory; (6) Mental Imagery Theory; (7) Cognitive
Affective Model of Immersive Learning (CAMIL); and (8) Stimulus-Organism-Response (S-O-R)
Model. These theories help explain the experiences of users towards augmented reality (AR), virtual
reality (VR), and mixed reality (MR) technologies in terms of emotions, feelings, and responsive
reactions, which affect perceptions of value and consumer behavior.

3) The group of theories are related to being in a virtual environment: (1) presence
theory; (2) telepresence; (3) Embodied Cognition Theory; and (4) Technological Embodiment. These
theories investigate the mental state of users while in a virtual environment, which affects perception
and the experiences they receive. This leads to changes in behavior and decision-making.

4) Other concepts and theories include: (1) Design Thinking; (2) Service-Dominant
Logic; (3) Mental Imagery Theory; (4) Attribute Centrality Theory; and (5) Authenticity Theory. In
addition to the core theories, we utilize these concepts and frameworks, in addition to the main
theories, to further enhance our knowledge and understanding of the issues studied in various
dimensions.

In summary, the theories used in research on augmented reality (AR), virtual reality
(VR), and mixed reality (MR) are diverse and cover multiple dimensions, ranging from technology
acceptance, creating user experiences, understanding consumer behavior, and design and service
provision. This reflects the interdisciplinary nature of the field's research. Therefore, selecting the
appropriate theories can yield intriguing results for future applications.

2.6 Dimension 6: Design/Research Methodology for Augmented Reality (AR), Virtual
Reality (VR), and Mixed Reality (MR). The review of all 37 literature sources revealed a variety of
research methodologies used to study augmented reality (AR), virtual reality (VR), and mixed reality
(MR) technologies. We can categorize these research works based on their types and research
methodologies.

1) Types of Research Methodologies:

(1) Theoretical Research: studying concepts, theories, and frameworks related to
augmented reality (AR), virtual reality (VR), and mixed reality (MR) without collecting data from
sample groups. For instance, researchers may examine digital marketing concepts and frameworks
within the context of augmented reality (AR), virtual reality (VR), and mixed reality (MR).

(2) Quantitative Research: Focuses on collecting numerical data, often using
surveys and experiments with sample groups to analyze relationships, causes, and effects of different
variables. For instance, researchers examine how consumers use AR for shopping by conducting
online surveys.

(3) Qualitative Research: Focuses on understanding the experiences, opinions, and
behaviors of individuals, often using targeted group interviews or content analysis. For instance,
researchers conduct in-depth interviews to delve into the user's VR tourism experiences.

(4) Mixed Methods Research: Combines quantitative and qualitative research
methods to provide a more comprehensive overview. For example, study the impact of augmented
reality (AR) on shopping experiences using both surveys and targeted group interviews.

2) Research Methods

(1) Content analysis involves analyzing documents, texts, and media to identify
patterns, issues, and meanings.

(2) Surveying involves collecting data from a sample group using questionnaires.

(3) Interviews by gathering data from a sample group through group discussions.

(4) Experimentation with testing hypotheses by controlling various variables and
measuring outcomes.

(5) Observation by observing the behavior of a sample group in natural environments.

Summarizing the types and research methods related to augmented reality (AR),
virtual reality (VR), and mixed reality (MR) technologies reveals a diverse range of research types
and methods used in these areas. Researchers employ theoretical and conceptual research methods to
delve into pertinent concepts and theories. Quantitative and experimental research are important for
testing hypotheses and studying the impact of these technologies on consumers. The most popular
research methods include surveys using questionnaires and experiments, which often involve dividing
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participants into experimental and control groups to compare the effects of using augmented reality
(AR), virtual reality (VR), and mixed reality (MR) technologies.

Qualitative research also employs user behavior observation, interviews, and content
analysis to gather comprehensive insights into user experiences and opinions.

Researchers use a variety of research formats in their design, including mixed group
and within-group research, pilot testing, pre-test-post-test research, and comparisons between virtual
and real environments. This reflects efforts to control various variables and increase the credibility of
research results. Research employs a diverse range of tools and technologies, such as augmented
reality apps, virtual reality devices, virtual reality simulation programs, eye tracking and posture
tracking systems, and augmented reality glasses. This reflects the advancement of these technologies
and the serious efforts to apply them in research.

Overall, research in augmented reality, virtual reality, and mixed reality technologies
is diverse and utilizes a wide range of research methods and tools to study various aspects and
implications of these technologies.

2.7 Dimension 7: Application of Augmented Reality (AR), Virtual Reality (VR), and
Mixed Reality (MR) in Various Industries. A review of all 37 literature sources reveals that
augmented reality (AR), virtual reality (VR), and mixed reality (MR) technologies are significantly
changing the retail business landscape. Consequently, we can summarize the application of
augmented reality (AR), virtual reality (VR), and mixed reality (MR) in various aspects of retail
business as follows:

1) Marketing Applications: Using these techno-logies to create immersive advertisements,
attract interest, build brand memorability, efficiently test products, receive customer feedback, and
provide a fun and engaging shopping experience to encourage participation.

2) Sales Applications: Assisting customers in visualizing products realistically on their
bodies or in real spaces to increase confidence in purchasing decisions, reduce return rates, and
enhance customer service with improved data and support.

3) Operational Applications: Displaying detailed product information to help customers
efficiently search for products; training employees through realistic simulations; tracking products;
improving delivery efficiency; and reducing costs. The retail industry is utilizing augmented reality
(AR), virtual reality (VR), and mixed reality (MR) technologies in diverse and impactful ways, as
these applications demonstrate.

In summary, augmented reality (AR), virtual reality (VR), and mixed reality (MR)
play a crucial role in driving innovation and creating new experiences for consumers in various
industries, particularly in the retail business. For example, the application of augmented reality (AR)
in online and in-store shopping experiences helps customers see product images more clearly, leading
to increased purchase intent. On the other hand, virtual reality (VR) can create lifelike shopping
experiences, allowing customers to interact with products and immerse themselves in the shopping
atmosphere, leading to a positive brand perception.

Furthermore, various industries such as marketing, advertising, branding, product
development, customer experience, sales, customer service, and employee training are incorporating these
technologies. Interesting examples of applications include trying out virtual products, simulating real
stores, and presenting products through augmented reality (AR).

Apart from retail businesses, these technologies are also being applied in other
industries such as education and training, tourism and presenting tourist attractions through virtual
reality (VR), healthcare and medicine, and digital marketing for various industries like interior design
and fashion, etc.

2.8 Dimension 8: Application of Augmented Reality (AR), Virtual Reality (VR), and
Mixed Reality (MR) in Communication. The analysis of literature data from a total of 37 sources
revealed the application of these technologies in communication. The types of communication formats
can be categorized as follows:

1) Advertising with the objective of brand or product awareness includes using
virtual reality (VR) for in-game advertising, inserting ads in a lifelike format within games, and
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marketing on social media using augmented reality (AR). Examples include AR filters on Instagram
and AR apps that create virtual try-on experiences for customers.

2) Integrated marketing communication involves creating brand experiences to
strategically attract and engage customers, accessing consumers through the metaverse, and increasing
brand awareness to enhance brand recognition and participation.

3) Interactive communication with customers includes one-way and two-way
communication to provide customer service, AR for communication between anchors and viewers in
live streaming environments, and even conversational Al to enhance shopping experiences.

4) Persuasive communication enhances customer perceptions of products and services
through the use of augmented reality (AR) to present additional information, interactive content,
virtual reality (VR) to simulate situations, and mixed reality (MR) to merge the real world with virtual
objects for communication.

In summary, augmented reality (AR), virtual reality (VR), and mixed reality (MR) are
transforming the landscape of advertising, marketing, customer communication, and persuasion.
People are using these technologies to create lifelike advertising on social media and in games, offer
virtual product try-on experiences for customers, access customers through virtual worlds, present
interactive product and service information, simulate situations for communication, and merge the real
world with virtual objects for communication.

2.9 Dimension 9: Key Findings from the Research After analyzing all 37 literary works,
data can be used to analyze the impact of augmented reality (AR), virtual reality (VR), and mixed
reality (MR) on retail businesses, affecting consumer purchasing decision-making processes. This can
be divided as follows:

1) Augmented reality (AR) and virtual reality (VR) technologies impact consumer
purchasing decision-making processes by enabling data analysis to summarize key points in each
stage as follows:

(1) Awareness: Increase product and service awareness. a) Augmented reality
(AR) helps customers become more aware of products and services. Customers can see products as if
they were real before making a purchase decision, such as by trying on virtual clothes or placing
virtual furniture in their homes. b) Augmented reality (AR) helps customers understand product and
service information better. Customers can compare products and make informed decisions by
displaying product information on a virtual screen. ¢) Augmented reality (AR) helps customers
discover new products and services. Customers can discover new products and services through
augmented reality experiences, such as AR games or scavenger hunts.

(2) Align: Enhance product and service preferences. a) Augmented reality (AR) helps
customers actively engage with products and services. Customers can interact with virtual products,
enhancing their experience and making it fun and memorable. b) Augmented reality (AR) helps
customers create personalized experiences. Customers can customize their AR experiences to suit
their preferences, making them feel involved and connected to the brand. c) Augmented reality (AR)
helps build a modern brand image. The use of AR technology showcases the brand's modernity and
innovative thinking.

(3) Ask: Present product and service information before making a decision. a)
Augmented reality (AR) helps customers compare products. Customers can compare virtual products,
helping them make confident purchasing decisions. b) Customers can try products virtually through
augmented reality (AR). Customers can try on virtual clothes or test virtual makeup, reducing the risk
of purchasing unsuitable products. ¢) Augmented reality (AR) enables customers to access review
information. Customers can read reviews of virtual products, helping them make informed purchasing
decisions.

(4) Action: encourage sales of products and services. a) Customers are more likely
to purchase products after using augmented reality (AR). b) Augmented reality (AR) helps increase
the value of orders: Customers tend to purchase higher-priced products after using AR. ¢) Augmented
reality (AR) helps reduce return costs: Customers are less likely to return products after using AR.

(5) Advocate: Increase satisfaction and word-of-mouth a) Augmented reality (AR)
helps customers be more satisfied. Customers who use augmented reality (AR) are more satisfied with
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the shopping experience. b) Augmented reality (AR) helps customers be more loyal. Customers who
use augmented reality (AR) are more likely to return for repeat purchases and recommend it to
friends. c¢) Augmented reality (AR) helps create customer engagement. Customers who use
augmented reality (AR) are more likely to engage with the brand.

2) Augmented reality (AR) and virtual reality (VR) technologies have the potential to
transform the retail business, stemming from the acceptance of both business owners and customers.
The reasons for this acceptance can be summarized as follows:

(1) Ease of use: Both business owners and customers can easily learn and use
augmented reality (AR) and virtual reality (VR) technologies.

(2) Aesthetic appeal: augmented reality (AR) and virtual reality (VR) have the
ability to present information beautifully and captivate viewers throughout the presentation.

(3) Engaging experiences: augmented reality (AR) and virtual reality (VR)offer
engaging and interactive experiences.

(4) Personalization: The discovery of personalization in augmented reality (AR)
and virtual reality (VR) technologies.

(5) Innovation: Customers often seek new and exciting technologies, so
businesses must present something new and different in terms of content and differentiate themselves
from competitors.

(6) Enjoyable shopping experience: augmented reality (AR) and virtual reality
(VR) enhance the shopping experience, making it more enjoyable and fun.

2.10 Dimension 10 Recommendations from Research From the analysis of all 37 literary
works, the following recommendations related to Augmented Reality (AR), Virtual Reality (VR), and
Mixed Reality (MR) can be proposed for retail businesses:

1) Challenges and suggestions for augmented reality (AR), virtual reality (VR), and
mixed reality (MR) technology for retail businesses.

(1) The potential of augmented reality (AR) and virtual reality (VR) technology
in business.

a) Augmented reality (AR) technology has the potential to enhance the
shopping experience, help customers make decisions easier, and increase the competitiveness of
businesses.

b) Virtual reality (VR) technology helps travelers experience a realistic
experience before traveling, develop product designs, test packaging, evaluate products, and train
employees.

(2) Recommendations for businesses

a) Augmented reality (AR) technology should focus on unique strengths
compared to competitors, design apps that are easy to use, develop functions that meet customer needs, and
consider user privacy. Designing augmented reality (AR) services using design thinking to develop
shopping assistant apps that educate consumers about the benefits of augmented reality (AR).

b) Virtual reality (VR) technology should focus on using virtual reality (VR) to
create an immersive brand experience, design virtual reality (VR) environments that promote consumer
engagement, and develop sustainable marketing strategies focusing on the strengths of augmented reality
(AR), such as simplicity, user control, and responsiveness. However, there should also be improvements in
enhancing augmented reality (AR) to address the limitations of virtual reality (VR), such as eye strain, by
increasing the realism and efficiency of virtual reality (VR).

2) Challenges and suggestions for augmented reality (AR), virtual reality (VR), and
mixed reality (MR) technology in the present day.

When using augmented reality (AR) and virtual reality (VR) technologies, there are
various technical limitations as well as ethical considerations regarding data privacy and the development
of effective marketing strategies. Even issues such as responsible platform governance and accessibility for
all users need to be addressed. Symptoms of motion sickness, limitations of voice assistant technology, and
security concerns are also challenges that need to be addressed.

Furthermore, a review of the literature reveals that research on augmented reality
(AR), virtual reality (VR), and mixed reality (MR) primarily concentrates on presenting information
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on augmented reality (AR) and virtual reality (VR), with limited discussion on mixed reality (MR)
technology. Future research may need to delve deeper into the realm of mixed reality (MR)
technology. Additionally, further studies may be required to enhance understanding of augmented
reality (AR) and virtual reality (VR) technologies.

(1) The study focuses on the impact of augmented reality (AR) and virtual reality
(VR) on various aspects of user experiences, the completeness of media, attitudes towards AR, the
design of effective marketing strategies, and accessibility for all users.

(2) User-influencing factors, including those that influence product involvement,
flow experience, and user satisfaction.

(3) Aspects of digital transformation, including its influence on retail business
models, the use of digital technology, the significance of deep data, the development of new
partnership models, customer engagement, security challenges, and decision-making processes.

Conclusion and Discussion of Results
Based on a systematic literature review of 37 research papers from 2022 to 2024, this study
provides comprehensive insights into the application of augmented reality (AR), virtual reality (VR),
and mixed reality (MR) technologies in retail businesses.
1. Summary of Key Findings
1.1 Augmented Reality (AR) Technology Impact
The systematic review reveals that AR technology significantly enhances customer
experiences across the entire consumer journey. The findings demonstrate that AR applications
effectively increase product awareness, enhance customer engagement, and improve purchase
decision-making processes. AR technology enables customers to visualize products in realistic
contexts, compare products virtually, and access comprehensive product information before making
purchasing decisions.
1.2 Virtual Reality (VR) Technology Impact
VR technology shows substantial potential in creating immersive brand experiences
and facilitating pre-purchase product evaluation. The research indicates that VR applications are
particularly effective in tourism retail, product design development, packaging evaluation, and
employee training programs. VR environments allow customers to experience products and services
in simulated realistic settings before actual purchase or usage.
1.3 Mixed Reality (MR) Technology Potential
The literature review reveals limited research on MR technology compared to AR and
VR. However, existing studies suggest that MR combines advantages of both AR and VR
technologies, creating unique customer experiences that blend real and virtual worlds seamlessly.
2. Discussion of Results
2.1 Theoretical Implications

The findings support Schmitt's (1999) experiential marketing framework,
demonstrating how AR, VR, and MR technologies create experiences across five dimensions: Sense,
Feel, Think, Act, and Relate. This aligns with contemporary consumer behavior models, particularly
Kotler et al.'s (2017) 5A's customer journey model (Awareness, Appeal, Ask, Act, Advocate), where
immersive technologies influence each stage of the decision-making process.

The research validates Jung's (2019) assertion that reality technologies integrate real
and virtual worlds effectively, transforming traditional retail communication into interactive media
experiences. This supports the Technology Acceptance Model (TAM) and Unified Theory of
Technology Acceptance and Use (UTAUT/UTAUT?2) frameworks identified in the literature, where
ease of use, aesthetic appeal, and engaging experiences drive technology adoption.

2.2 Practical Implications

The findings corroborate Chen et al.'s (2022) systematic review conclusions that AR
technology in retail focuses on research areas including customer experience enhancement, brand
loyalty building, and competitive advantage creation. The study supports Dwivedi et al.'s (2023)
metaverse marketing perspective, indicating that immersive technologies will significantly shape
future consumer research and practice.
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Kumar's (2022) findings on AR in online retailing align with this study's results,
confirming that AR applications improve customer satisfaction and shopping experiences. Similarly,
Arghashi's (2022) research on shopping with augmented reality supports the conclusion that AR
creates ‘“wow-effects” that positively influence consumer purchasing equations.

The research validates Billewar et al.'s (2022) observations about the rise of 3D e-
commerce during COVID-19, where AR and VR technologies bridge the gap between physical and
digital shopping experiences. This supports Habil et al.'s (2024) findings on leveraging AR for novel
customer experience creation in the metaverse era.

2.3 Consumer Behavior Insights

The study confirms existing research on consumer acceptance factors for immersive
technologies. The identified five key acceptance factors - ease of use, aesthetic appeal, engaging
experiences, personalization, and innovation perception - align with established technology
acceptance theories and support findings from multiple studies in the reviewed literature.

The research validates that AR and VR technologies positively impact all stages of
the consumer decision-making process, from initial awareness through post-purchase advocacy,
supporting the evolution from traditional AIDA models to contemporary 5A's frameworks.

2.4 Research Gaps Identification

Consistent with the systematic review methodology, this study identifies significant
gaps in MR technology research, ethical considerations, and long-term impact assessments. The
limited discussion on data privacy and security concerns echoes broader concerns in the technology
adoption literature about responsible innovation and consumer protection.

Suggestions
1. Recommendations from This Study

Based on the systematic analysis of 37 research articles, this study provides the following
key recommendations:

1) Strategic Implementation: Implement AR, VR, and MR technologies strategically with
focus on competitive advantages, user-friendly design, and customer privacy protection through
phased implementation approaches.

2) Address Limitations: Proactively resolve technical limitations such as motion sickness
and system efficiency while developing ethical frameworks for privacy and security concerns.

3) Enhance Customer Experience: Utilize immersive technologies to create engaging
brand experiences throughout the entire customer journey, emphasizing personalization and
innovation perception.

4) Industry Collaboration: Establish partnerships between stakeholders to develop
industry standards, best practices, and standardized measurement frameworks for technology
effectiveness.

2. Future Research Recommendations

Based on the research gaps identified from this systematic review, future research should
focus on:

1) Mixed Reality Technology Research: Conduct comprehensive studies on MR
applications, as this review found significantly limited research compared to AR and VR
technologies.

2) Long-term Impact Assessment: Examine sustained effects of immersive technology
adoption on consumer behavior and business performance, as current research primarily focuses on
short-term outcomes.

3) Ethical and Privacy Framework Development: Address ethical considerations and data
privacy implications, which were inadequately explored in the reviewed literature.

4) Cross-cultural and Demographic Studies: Investigate technology acceptance variations
across different cultural contexts and demographic groups to ensure inclusive implementation
strategies.

5) Real-world Implementation Studies: Conduct field studies in actual retail
environments rather than controlled laboratory settings to enhance ecological validity of findings.
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Abstract

The advancement of communication technology and the emergence of Artificial
Intelligence (Al) have significantly driven transformational changes in the branding and digital
marketing landscape in Thailand. This article presents an analytical study on the integration
of Al'in branding and digital marketing within the Thai context, utilizing data from The Global
Al Index 2024 report and field studies from leading organizations.

The findings reveal that Thailand has an Al adoption rate of 71.8% in organizations,
with strengths in government strategy and infrastructure, but limitations in talent
development, research, and innovation. Al applications in Thai businesses can be
categorized into three main forms: analyzing consumer data from Big Data, designing
marketing communications tailored to specific target groups, and real-time communication
strategies through chatbots and automated systems. However, Thai brands face three critical
challenges: Al ethics and PDPA compliance issues, digital divide between urban and rural
areas, and over-reliance on technology that neglects emotional intelligence. Creating a
balance between Al efficiency and preserving human values, understanding local cultural
contexts, and maintaining emotional connections with customers will be the key to helping

Thai brands achieve competitive advantages and sustainable success in the digital era.
Keywords: Artificial Intelligsence, Digital Marketing, Branding, Thailand, Al Ethics
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Abstract

This academic article examines the phenomenon of Mutelu in the cultural context of
communication and development of belief-based businesses in the digital era, including its
potential to be promoted as Thailand's Soft Power. The study found that Mutelu beliefs
have adapted to the digital age through the use of technology and online platforms for
communication, giving rise to “digital Mu” behaviors that enable easier access to products
and services through social media platforms. Mutelu has evolved into a significant traditional
and cultural tourism phenomenon, connecting with beliefs, narratives, legends, and
supernatural phenomena that align with local traditions and culture in various regions. The
promotion of traditional and cultural tourism through Mutelu encompasses various
approaches, including the development of tourist sites, organization of religious activities
and ceremonies, utilization of online media for public relations, and creation of marketing
campaigns to attract tourists. The research findings indicate that Mutelu businesses play a
crucial role in positioning Thailand's Soft Power, with the potential to generate economic
circulation, create National Branding, and attract both domestic and international tourists.
The government has demonstrated interest and commitment to promoting this as a key
strategy for developing a creative economy that harmoniously integrates Thai identity with

globalization trends in a sustainable manner.

Keywords: Mutelu, Belief-based businesses, Digital marketing communication, Soft Power,
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