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Analysis of Factors Augmented Reality Experiential Marketing through
Marketing Communication Campaigns
Abstract

The objectives of this research were to analyze augmented reality experiential
marketing through marketing communication campaigns and study trends of
implementing augmented reality experiential marketing in experiential marketing in the
future. The data compilation for this qualitative research was divided into two main parts.
First, qualitative content analysis, the sample group comprised ten advertising campaigns
from the “Best Ads from Cannes Lions 2015” combining augmented reality with marketing
communication for the purposes of conducting analysis of marketing mix and experiential
marketing factors. Second, in-depth interview was semi-structured interviews. The
informants consisted of eight marketing and advertisement executives, specialists, non-
profit organization, and relevant persons. They involved in the augmented reality (AR).

The findings indicated that:

1. The results of contents research showed that the two major factors of
marketing factors which applied augmented reality through marketing campaigns were
marketing mix factors and experiential marketing. The analysis on marketing mix factors
found that most of marketing campaigns were campaigns for consumer products and
technology, including advertisement, public relations and sales promotion, for marketing
promotion. Meantime, the analysis on experiential marketing revealed that the campaign
was mostly acknowledged by sense and feeling, followed by thought, act and relation,
respectively.

2. The results of in-depth interviews revealed that the possible trends of
technology arising out of various factors which can be divided into four main issues:
application of augmented reality in marketing communication, development augmented
reality and reducing its limitation in experiential marketing, acknowledgment of augmented
reality in marketing communication, and possible trends of using augmented reality in

marketing communication in the future.

Keyword: Augmented reality experiential marketing, marketing communication campaigns
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