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Abstract

T he objective of this research is to study the key elements of augmented reality to promote
experiential marketing, which is derived from the analysis of current situation of augmented reality for
experiential marketing and augmented reality for experiential marketing in the attitudes of entrepreneurs and
innovators. Data collection was conducted by using in-depth interviews with 2 groups of samples consisting of
corporate representatives who have experience in using augmented reality in marketing communications and
innovators in those particular organizations. The results of the study found that main key elements of
augmented reality application for experiential marketing consist of (1) presenting virtual 3D images, (2) innovative
and interesting presentation, (3) merging real and virtual worlds, (4) creating a feeling of fun, (5) creating an inner
feeling, (6) clear details of products or stories, (7) useful information, (8) creating a new experience, (9) creating
a new service, (10) online use, and (11) sharing experience through online media. Moreover, there are support
key elements which promote the effective application of augmented reality technology for experiential
marketing. It consists of (1) creating a desire to engage, (2) having in-depth information, (3) creating a virtual
experience involves trying a real product or getting a real experience, (4) creating virtual experiences from real-
world locations, (5) creating experiences with virtual products in real places, (6) online service enhancement, (7)
creating interactions between consumers, and (8) creating a presentation space. These elements were linked to
the creation of experiential marketing in all five areas, namely, sense marketing, feel marketing, think marketing,
act marketing and relate marketing. Organizations can apply these elements and develop innovations to

promote experiential marketing for achieving organizational goals and fulfilling consumers’ needs.

Keywords: Augmented Reality, Experiential Marketing, Key Elements, Entrepreneur, Innovator
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2.4 minaaaUszaun1salnnsein (Act
marketing)

nsUszgnalfinaluladmnuaiaasuile
nsRaALgIUsEauN1salnIunsnsein Tuiruaives
Huszneunsuaziaiieuinngsy fesdusznaud
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Uszaumsaliasioufiduiegluaniuiiase way (@) ms
Wisszavsammsliuinsooulatd Taganansoagy
AaAnL Rl

1) n1safreuszaunisaliadiouldnaaacldy
HARAuTaTInIalasTuuszaunisalase lneld
walulaganuasaatuwuunslyingdaydnual (Marker
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wiuiu Walnes tievinlvguilaraiiouldsy
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U
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Toyadudunimaiufifialioussassoonuiain
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3349 lnenstdinalulagnnuasuaSuwuussuussy
Afaludieiouiiuguniaifuiidaainaniiew
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P
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ansuvanlvaiuavaynauy Weviiliuslnafidius
wazens NSlTUAAANG ANTINNTE UL UULAY
Aamsundnszneguuuumaiiauesnuiugdee

PNuaNsANINTUszendldinalulagaiy
tuatuiensnaadssraunisalluiauafves
Auszneunswaeaseuinnssuluningin wuit ms
duasunisnatndalszaunisaliniunisnsgiing
psdUsEneuUiimsRauLinfumnian Ussnausg
nsadalszaunisaliadioulannaeddndnduiass
WialasuUsyaunsniase madalssaunsalaiiou
MnanUATe msassUszaunsalialleuiiaudeglu
a01uiia3e wagnmsifinuszansamnigliuinig
ooularl Feosdusznaudnarudunsuansfenisiy
Auaudilamzvaavalulaganuasuasuunldagng
dudnen Ussiuionadudladoddayiivlanis
Uszgndldmalulaganuasuasuluniunisnainlu
Useinalnedaldnovaussniudeinisvesiuilan
Wiiiaas Tegludegduesdnsnguiegieinig
Uszgnaldimaluladnnuasaasuuuy Marker based
AR Waz Web-Based AR Bsanansainnifisidulilog
nstdmalulagninuasaasunuy Marker-less Based
AR leiliguslnalésuussaumsaliatiouiidudney
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Location-based AR wlevilyiguilnaléuuszaunisn]
wflounnaniufiads wall ssdnsansfimsiinsigins
Uszgndldlsimnzaniuinguszasivesesdng titenns
ad1auszaunsalialioudseuiuulniuasnauauas
ANNABINTTVRIRUTINA UagHan1TANYINYUIINISG
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31NNTIATIEARANITANYINITUTEENA LY

wAlulag AU LEs U aN1snaAdsUsraun1sallu
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nsnangsUszaunsallurinuafvesusenaunis
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DosAUsznaundn (Main key elements)
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AUsENaUNSIaLHAS U InNTIY

2) saAUsenauatuayy (Support key
elements) e asAUsEnaUt s UsENOU
wdnlvinsuszyndlfinaluladaiuaiaaiuiiie
nMsnaalasraunisaliivsgansann launeinnis
Ansgiosddszneuiuiianmasiduniluiiagu
suviruARYeUsENBUNMIUALE AT 19U InNTTY

IINMTIATILIHANTANYIANNTDAINUA
aeAUsEnoUd A FaUsznousie asrusznaundn uay
asrUsEnavatvayuveamsUssyndldinalulagaiy

B UeNIIaAUsrauNsal AN 2
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\Humaluladfiadrenmiaioussduguuuuadsiai
Unnguulanass (Realworld) veuldnu lngasianng
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Fodinsuanuilaeidumesidndutladudenles
nsUszgnalfinaluladmnuaiaasuile
duasunisnatadeUszaunisalfiuninuidniy
usnanazsiatiulifuslnadanaynauu fudu uaz
Usgiiulauda Seilosdusznevaduayuiiesdnsnasli
ANudIATY Ae NsaseenuIANUSInAsenilduy
$rudvAanssufiauudanlusuagyinnie iy

Useunuraulalunisinunlglunisasalssaunisal

suuuulmiunguslan lneldsunagnsnisaaiaiioli

VA

AuslnellruaynauuasufduiuS (Enjoyable and

Y

interactive) Fan1seaadiaUsyaunisalildguannnisv
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v

Fuslnaldsulsvaumsaiiuwinsamnnsueaiiuingds
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nsasdinAmaas UA 40 aUUA 3 IGoufusngu- SUnAU 2565..19

milsdstadeiidudesidumsliusnsiinguilaalsl
a1150lASUUTTAUNITAIA39INNTAURENS 8NAa DY
dulsnilouluaniuniseiasss Funaluladauads
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915318l (Emotional response) N1SADUAUDIADNIT
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ﬂixaumiajﬁmﬁuﬂﬂagu%'vg (Baeck, Yoo, and
Yoon, 2018) é'z’jwizLﬁuﬁmﬁn%ﬁwlﬂgmiuaﬂﬁa
(Word of mouth) Tudsas (Ruyter et al,, 2020) 1ng
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Tutagtuesdnsmanisaanaludsenalyed
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[
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uaduuavnauauaruisansvesausulv ogals
Aeuaziiuladudimaisesdnsaziinsussynd
walilaBmnuaaasalunsdomsiuuilon uasd
nATeTwuImalula e s uansaai iy
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3uasulusunIsnaInitesne Ao seuulaseasng
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a ¢

fumeasiln wiegunsaldealsvesfuilan uas

noAnssulunsveusumnalulagvesfuslnaiunnsing

1y (FTnaunauIneIddnsLarmalulag wieng,
2558) wara1nwan1sfnwinuin n1sussynald
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