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[bookmark: _Toc147574341]Executive Summary 

This is a quantitative study on Augmented Reality Marketing. On this study briefly we have discussed about the Augmented Reality possibilities and can be used as a Marketing tool for the near future. Despite the fact that the term "augmented reality" (AR) was invented in 1990, the technology is just now gaining traction. Pokémon Go's breakout popularity in 2016, as well as Snapchat's unique ad formats, have sparked the imagination of consumers and marketers alike. Marketers in a range of sectors are already experimenting with novel AR applications.  
We have gone through with several research papers to get a reference regarding this topic. Our sole purpose of this study is to know the possibilities outcome of Augmented Reality Marketing in the Bangladesh Market. We have prepared a Questionnaire to better understand of the hypotheses and we have found out Brand Awareness could be an initial point of this global impact.  
Augmented Reality is a key to all possible outcomes, and it ensures a great future for the marketing sectors and as well as in the all-other sector. In this research We tried we impact a total of six hypotheses regarding this topic they are how Brand Awareness, Customer Loyalty, Prepurchasing Decision, User Experience, User Willingness to Buy, Customer Engagement are influenced by the Augmented Reality Marketing. This study is based on Bangladesh perspective. 
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[bookmark: _Toc147574343]1.0 Introduction 
Merchants increasingly deployed advanced technology in both their physical and online stores in the early 2000s to improve both the store environment (i.e., the site where the product is purchased or consumed) and the shopping experience. 2015 (Pantano) This is especially true for 'consumer facing' technology, which refers to technologies and devices with which the consumer directly interacts when shopping in a physical or online store, such as interactive displays, online product presentation and customization, digital signage, and so on. Augmented reality (AR) and virtual reality (VR) are two of these technologies (VR) applications that are fast expanding and becoming more prevalent in retail settings. (Javornik, 2016) Customers' experiences will very definitely alter dramatically in the future as a result of new technology. Consider the following scenario: You want to get yourself some new outfits. RFID chips (Internet of Things (IoT) technology) will help anyone to discover any pertinent data, such as where and how you entered the store and examined various clothing items. The goods were produced, where the fabric was gathered, how to sanitizing the item, and how it can be forwarded to your home. Every AR technology encounter is molded and influenced by digital AR material as well as four additional real-world factors. Active components include AR content, consumers who engage in AR technology (i.e., users), and products that have been augmented with electronic information (i.e., targets). Passive aspects include non-participant spectators (i.e., bystanders), nearby, non-augmented goods, and ambient situations (i.e., background). Although not directly related to augmentation, they can have a substantial influence on how customers perceive and behave to business AR projects. Let us begin with an observation. Consider a customer who wants to learn about stars and planets and be delighted while doing so but does not have access to a celestial telescope. Augmented Reality (AR), a cutting-edge interactive technology, may enable students to educate themselves while also having fun. Augmented reality overlaid computer-generated graphics and virtual information over the real world, and this mix of real and digital data improves users' perceptions. In other words, augmented reality (AR) is a type of educational media that enhances reality by providing digital data such as three-dimensional product images in a variety of shapes, colors, and styles (Lu and Smith, 2007). Kim and Forsythe (2008) a, b. AR has three separate media properties. It "combines the real and the virtual," is "real-time interactive," and is 3-D registered (Azuma 1997, p. 2). The media power of producing a "mixed reality" in which the surroundings is real, but the contents displayed in the environment are virtual distinguishes augmented reality from other contemporary types of Virtual reality (VR) technology (Cho and Schwarz 2010, 2012; Drascic and Milgram 1996). Actual (user's person’s body) and virtual (target goods) parts can coexist on a user's video feed thanks to a web camera (Bell, Feiner, and Höllerer 2001). This enhances a consumer's online purchasing encounter by displaying product representations on product pictures. consumer facial traits (Ma and Choi 2007). From this vantage, it appears that, when compared to formerly used VR-based produced in line with such technologies as AR (image interaction technology), is a higher e-commerce tool. 	 
[bookmark: _Toc147574344]1.2 Objective of the Study:  
Our objective of this specific study is to reach out to our respondents and know about what they are thinking about this innovative idea of the future and also how can it be ensure the future of marketing and the processes of this innovative exploration. We tend to know about the technology in the way how can it sustain in the market of Bangladesh and also in a global perspective. Augmented reality is a whole new experience for the consumer, and it has really great perks in the upcoming era. The objective is to know how it could change the whole process of the user experience and how it encourages the local e-commerce site to pursue Augmented reality. Customer satisfaction is frequently seen via two perspectives: transactional and cumulative. The perception of value that clients obtain after completing a particular transaction is referred to as transaction-specific value. Continuous refers to a client's total evaluation of all contacts with a company's products during the purchase process. AR experience advertising will be regarded to have the highest influence on the pre-purchase stage for the purposes of the study. A lack of research studies on AR experience marketing, inadvertence, uncertainty, and a preference for quantitative approaches are some of the motives for the study attempt.  
[bookmark: _Toc147574345]1.2.1 Broad Objective:  
The broad objective of this report is to find out how Augmented Reality enhancing the marketing experience and can lead to a groundbreaking innovation of the century. 
[bookmark: _Toc147574346]1.2.2 Specific Objective: 
Specific objective supporting the broad objective are: 
1. To understand how the consumer think about Augmented Reality Shopping 
2. To analyze the possibilities of Augmented Reality Marketing in Bangladesh.  
3. To find out the challenges may Augmented Reality face in the market.   
[bookmark: _Toc147574347]1.3 Methodology: 
This study is a quantitative investigation of the influence of Augmented Reality marketing on respondents’ assessment in Bangladesh. Quantitative research is the methodical examination of facts based on the gathering of measurable data and the application of mathematical, statistical, or computer methods. Utilizing sampling techniques and the distribution of online questionnaires, polls, and surveys, quantitative research gathers information from current and potential clients. We employed questionnaires for this particular investigation. The sample size for this study is 50 people. We employ probability sampling as a data collecting methodology. A probability theory is used in probability sampling to filter people from a population and obtain samples. Random selection strategies are used to choose participants for a sample. Structured questionnaires are designed in accordance with the study's objectives. These inquiries help to acquire quantifiable data. Each target entire audience does have an equal probability of being picked for the sample. 
SPSS was used to analyze the data. 	 


[bookmark: _Toc147574348]1.4 Scope and Limitations:  
The scope of this research is not just limited to Bangladesh’s perspective. Rather, the analyses carried out in this report can be used to evaluate the consumer behavior of major developing countries. 
Time frame of the study: The research was carried out during the academic year 2023. It comprised of the four-year full-time BBA from United International University. The action research took place over a 4-month period. 
The limitation of the report: This study may have shortcomings. The model's impact estimates are based on intervention and prospective observational research. As a result, they are vulnerable to biases and confounding that may have impacted our model estimates. Limitations that have been faced while preparing this report are:   
· Insufficient amount of reliable or dependable data. 
· Shortage of time to spend more time on research material to get more reliable data. 
· Sample size is small. 
· Limitation of the sample size causing unreliability in some of the data. 	 
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[bookmark: _Toc147574350]2.0 Literature Review: 
W.D. Hoyer et al. states, the "digital revolution" has had a significant influence on the customer encounter during the last two decades. The internet has enabled new sorts of communication, relationships, and business by providing an entirely new platform and environment. A new sales channel and marketplace made possible by e-commerce enable customers to buy goods from places other than physical stores. User-generated content and consumer social networks are products of social media and its ability to communicate text, photos, and video. The crucial fact that developing technologies will have a significant impact on both the customer/shopper journey and the expansion of customer experience worth is emphasized in their theoretical model (Mashrur et. Al., 2021). Three technological clusters are driving this revolution: IoT, AR/VR/MR, and virtual assistants/chatbots/robots. These innovations, they believe, will bring in a new era of knowledge. On a spectrum ranging from total autonomy (of the technology) to complete control, technology can be regarded independent or controlled by the user (by the user) This raises the question of how much autonomy vs. control consumers value, as well as how this perception dimension of emerging innovations influences the customer satisfaction. Autonomy may also impact the creation of specific sorts of consumer value. Due to anxieties and concerns, new technology may be perceived as spooky or uncanny at times. It will be necessary to investigate the extent to which they are seen as beneficial vs. eerie, as well as how such perceptions may alter the consumer experience. Humans are "mechanistically dehumanized" when they utilize cognitive enhancement goods (likened to a robot). Using new technology to improve the customer experience has two significant management consequences. The first is concerned with the prioritizing of the most important technology. Second, in order to assess the effect of technology, businesses must connect them to use cases. Mapping out all relevant parties may be quite beneficial in offering a better customer experience. Firms must grasp how to leverage digital analytics to develop meaningful consumer insights. They must be able to connect use cases across various digital platforms. Mobile will most likely be significant throughout the pre-transaction stage, while in store is critical during the transaction stage. (Wayne D. Hoyer, 2020)
[bookmark: _Hlk147571762]Scholz, J. and Duffy, K. also states Sephora was chosen as the setting for their multi-method qualitative investigation. They selected this brand because of its vast distribution, excellent omnichannel retail adaptability, and early entry into the AR market (Holson, 2017). Early in 2016, the Sephora mobile app included augmented reality (AR) features to the Digital Designer tool. Within the first 8 weeks, the Digital Designer tool was seen 1.6 million times, and customers utilized the AR capability to try on 45 million cosmetic items (Milnes, 2016). The app employs augmented reality in three ways: goods attempt, preset looks, and digital instruction. By using application consider, users may use and perfect cosmetic goods. Furthermore, the before the appearance feature enables app users to select from a variety of looks. They discover that the Sephora app is used for functionality and convenience, such as experimenting with items and colors using augmented reality, reading product reviews, discovering reward points, and simplifying purchases and customer care. They do, however, observe the emergence of consumer-brand interactions that exceed these usefulness thresholds. The brand relationship that emerges in this private setting differs dramatically from how previous research depicts customer participation with mobile apps in much more public settings. Their consumers form relationships with the organization that are less transactional and much more oriented on recreation habits than conversions. The Sephora app provides an embodied, intuitive user interface that takes advantage of the consumer's actual face and smart phone. It also gives rise to a consumer-brand relationship in which the client is emphasized while a company is relegated to the sidelines. Their research focuses on how users integrate a sponsored application into their own surroundings and sense of themselves. Both components are essential for comprehending how the AR app can foster a depth and meaningful relationship with consumers, as contrasted to the transaction processing and utility-oriented connection that may be more common when AR is used in retail stores and other public locations (e.g., Dacko, 2017; Olsson et al., 2017). Because they are in their personal homes, which are private, familiar, relaxed, and calming, consumers may engage with a company in manners that are private and welcoming of identity and personality. The 'inside-out' impact of the internal context counterbalances the 'outside-in' influence of the larger world. The distance between the two relationship partners is bridged through the incorporation of marketing information with consumers' own facial characteristics as well as other concrete engagements with the application and multimedia item (for example, touch ID). Customer motivations 30 are brought to the forefront in the resulting consumer/brand fusion, while the brand is pushed to the side. The 'outside-in' and 'inside-out' effects both produce a hedonic, private space for a dynamic personality and identity, as well as the acting out of social ties, play, pleasure, and retreat.  (Scholz, 2018) 
(Nejati, 2016) states, Shopper satisfaction is commonly seen via two lenses: commercial and accumulated. The perception of value that clients obtain after completing a particular transaction is referred to as transaction-specific value. Continuous relates to a consumer's total evaluation of all contacts with a company and its products during the purchase process. AR practical advertising will be regarded to have the highest influence on the pre-purchase phase for the purposes of the study. A lack of scientific studies on AR concerned with enhancing, inadvertence, uncertainty, and a desire for quantitative techniques are some of the motives for the study attempt. Since, as earlier, the AR sector is anticipated to develop over the next 4 years, because of “so far we have observed barely five to ten percent of just what AR may be employed for". AR can provide answers to questions like as to how time and cost-effective a consumer application is. How many product features can AR provide? What are the consequences for the client in regard to their overall brand/product satisfaction? Many academics consider pleasure to be one of the most powerful psychological elements (Sweeney and Soutar, 2001), and it is primary factor sought by customers when making a purchase. This is also one of the most critical links between sales performance and consumer satisfaction (Chou, 2009; Yuan and Wu, 2008). There are few options for buying a service or product if the target audience has a negative opinion about the brand (Percy and Elliott, 2005). (Nejati, 2016)
Scholz, J. and Smith, A.N. state Augmented reality is a brand-new marketing tool. As a consequence, some advertisers may pursue a digital approach and engage early to a particular AR platform. Experts recommend that advertisers begin with their aims and intended customer engagement, and then let them guide the development of AR projects. They specifically recommend four methods for AR experiences: (1) define intended audience and intended outcomes (i.e., campaign objectives); (2) ascertain how the AR layer will be enabled for users (i.e., trigger); 
(3) determine how and by who the AR layer will also be provided with benchmarks and AR content (i.e., data contribution); and (4) determine how the AR layer will incorporate with a particular social media platform and structural contexts (i.e., context integration). Digital advertising has a notably significant potential for consumer interaction since mobile devices allow marketers to contact with customers in a wide range of everyday circumstances (e.g., Rohm, Gao, Sultan, & Pagani 2012). Augmented reality, by embroiling promoted information into consumers' social and physical contexts, provides marketers with a dynamic strategy to engaging with consumers and incorporating sponsored content into consumers' dialogues. As a result, the crucial question is how marketers can manage their AR processes to increase client relationships. When the exchanges with both active and passive AR elements are optimized, three types of consumer engagement can occur: consumer participation, user experience, and user feedback. Marketers may typically increase engagement by making little changes to AR content or how consumers interact with AR content, other users, or bystanders. As a consequence, enhancing the engagement potential of an AR campaign and its return on investment may be easier than previously anticipated. Marketers are looking at how augmented reality may be utilized to give services. Combining augmented content with actual background elements, for particular, might communicate data on market items and how they can fit into the lives of individuals (e.g., Ikea catalog). Consumers can be amused with interactive experiences that allow them to choose, change, or respond to advertising or consumer content. (Joachim Scholz, 2016) 
Bonetti, F., Warnaby, G., and Quinn, L. state that Augmented reality (AR) and virtual reality (VR) are two rapidly developing technologies that are being used to enhance the sales process in both physical and digital buying. Stores' uptake of AR and VR technologies is hampered by a lack of knowledge about the projected produced revenues and a reliance on the promise of deployment into the shopping environment. Even though this technology progresses the in-store experience, it is more of a marketing tool than a real in-store solution. Both augmented reality and mobile applications are examples of consumer-led interactions (Magrath and McCormick, 2013). AR can be employed in-store via digitally enhanced mirrors, which can be used for fitting purposes as well as to provide suggestions, tailored offers, and product positioning in the store (Zagel, 2016). Topshop, for example, built AR changing rooms in certain locations for consumers to conduct virtual product trials; Bloomingdale's allows shoppers passing by to digitally try on glasses from the street by aligning eyeglasses on the user's nose (Grinspan, 2012). Sephora, for example, offers in-store virtual cosmetics try-ons to improve the purchasing experience; Headsets have been adopted by select fashion businesses, including Tommy Hilfiger and Dior (Howland, 2016) - the latter having Dior Eyes implemented under certain areas to take consumers to 3D down the runway displays and virtually emphasize the craftsmanship behind the designs. (Bonetti, 2018)
Poushneh, A. and Vasquez, A.Z. states the study included five criteria from popular mobile apps related to leisure activities and two conditions from Ray Ban's webpage related to shopping experience. Participants were randomly assigned to one of seven scenarios, regardless of previous experience with AR gadgets. The findings demonstrated a significant disparity between what consumers expected and what they really experienced when using augmented reality in retail or leisure contexts. Participants expected high-quality augmentation (realistic vision and telepresence), enhanced informativeness, more engagement, and the availability of important utilities (search features, narration, quick response, and need for touch). They felt pleasure, control, and connectivity, but they had low levels of engagement, data, and augment level that was below average. (Poushneh A. a., 2017)
Chylinski, M., Heller, J., Hilken, T., Keeling, D.I., Mahr, D. and de Ruyter, K. states Very little recognized about just how companies may create an Augmented Reality Marketing (ARM) campaign employing several types of embed. Basic questions, such as "what exactly is the purpose of enhancing ARM experiences throughout stages of the customer's purchase journey?" remain unaddressed. They don't know how to differentiate enhancing experiences at the consideration phase (e.g., where marketers could use emotional or mental ARM appeals), juncture of sale (e.g., dynamic ARM promotions), and post purchase (e.g., ARM assembly instructions), or how to use these to achieve divergent marketing objectives such as new customers versus customer loyalty. We also don't know how integrated ARM experiences should improve over time to keep customers interested because the current study only looked at brief user interactions with ARM. The consequences of ARM embedding for the overall marketing approach are uncertain. Dent Reality, for example, might lessen the influence of physical affordances like shop layout (Pizzi & Scarpi, 2016) or eye-level shelf location (Murray et al., 2010), possibly altering how merchants build their revenue models (Vrechopoulos et al., 2004). Likewise, deleting items from view that did not fulfill a specific condition (e.g., Chylinski et al., 2014) may have an effect on the function of physical package displays, influencing assisted brand memory in the business (Scholz & Smith, 2016; van Esch et al., 2016). Study on integrated ARM applications must be spread throughout a customer's purchase process, B2B marketplaces, and marketing strategy to build a business plan. (Chylinksi M, 2020)
Poushneh, A. and Vasquez-Parraga, A.Z. states AR is a collection of tools that integrate real-world and virtual data to enhance a certain experience (Lamantia, 2009). Because of these flaws, some customers refrain from making online transactions, making the procedure risky (Kim and Forsythe, 2008a). AR may deliver meaningful experiences for online shoppers by providing appropriate information about the product that lets users evaluate the targeted goods (Lu and Smith, 2007). (MacIntyre et al., 2001). The effect of AR on UX and its consequences for US and UWB. AR has a significant and positive influence on user experience. AR enhances clients' reality experiences by delivering more 3D product information in a variety of colors and styles. AR also provides users with more detailed product information acquired from both physical and online stores. In online purchasing, for example, AR allows the user to recreate the product's qualities on a webpage (Fiore et al., 2005). Moreover, AR allows individuals to share their unique experiences via social media, increasing fun (Huang and Hsu-Liu, 2014). A more pleasurable AR-enhanced UX allows potential customers to interact with virtual information endlessly. As a result, AR enhanced UX boosts user enjoyment and purchase readiness. By merging virtual and actual information and giving 3D pictures of items in varied shapes, colors, and styles, AR can boost hedonic values, leading to an increase in UWB (Huang and Hsu-Liu, 2014). In terms of the consequences of an AR-enhanced UX in the United States, the research found that an AR enhanced UX allows users to better execute their tasks. (Poushneh A. a.-P., 2017) 
Zanger, V., Meißner, M. and Rauschnabel, P.A. states According to the Affect as Cognitive Science, people prefer to reflect on how they feel about a potential purchase before making a choice (Pham, 1998; Schwarz & Clore, 2007). Goods information is essential, but also data about the platform (or, more specifically, the product presentation format) is used to receive product information. With the growing relevance of AR-based item displays, the number of speeches on the use of AR in marketing research and applications has increased (Dwivedi et al., 2020; Hoyer et al., 2020; Rauschnabel et al., 2022). However, while studies have looked into the possibility of AR to boost sales (e.g., Heller et al., 2019b; Hilken et al., 2017; Kowalczuk et al., 2021; Smink et al., 2020), it has not looked into the potential of VR technology to boost sales. The processes that result in behavioral changes have been thoroughly researched. They are focusing on the combination of two emotional reactions (enjoyment and inspiration), as well as cognitive and behavioral responses, in response to recent calls to address this void (e.g., Kumar, 2021). They observed that AR can increase purchase and word-of-mouth intent, but these advantages are not guaranteed. (Zanger, 2022)
Yim, M.Y.C., Chu, S.C. and Sauer, P.L states the definition of augmented reality (AR) is "the overlay of virtual elements (computer-generated pictures, texts, music, and so on) over the user's actual environment" (Faust et al. 2012, p. 1164). AR is comparable to virtual reality (VR) in that it aims to improve or enhance the viewer's experience. AR presents an overlaying layer of the viewer in the electronically generated environment, in contrast to VR, which electronically generates an image of the full real-world environment (Milgram et al. 1994). Since people can see themselves wearing a variety of virtual things without having to physically try them on in a store, AR is therefore more valuable to both customers and businesses than VR (Verhagen et al. 2014).This approach to augmented reality increases consumers' product knowledge, gives them a positive experience with the products, and reduces their need for transportation and shopping time, all of which may lead to its widespread use in e-commerce (Baek, Yoo, and Yoon 2015; Pantano and Servidio) Despite its acceptance and promise, no evidence has been discovered to demonstrate that augmented reality is a more persuasive tool than the current conventional way of online product displays in providing customers with purchase experiences. Increased interactivity and vividness enable clients to learn knowledge about products more quickly by allowing visual examination of accurately portrayed virtual products (e.g., shape, color, functions) in the context of online shopping (Ariely 2000) The given product is mentally consumed by projecting the viewer's image into anticipated consuming scenarios (Phillips, Olson, and Baumgartner 1995). Consumption of this type enables customers to actively participate in more efficient message information processing. This improves media's perceived utility in retail shopping and purchasing decisions (Bezjian-Avery, Calder, and Iacobucci 1998; Childers et al. 2001; Van Noort, Voorveld, and van Reijmersdal 2012). As a consequence, multimedia utility in this sense refers to how quickly and effectively consumers may search for and obtain relevant information to help in product evaluations and purchase decisions (Kim and Forsythe 2008). They used Gelman and Park's approach to assess the impact of prior media experience (high vs. low) (2009). They classified the data into three groups based on film experience: low, medium, and high. The intermediate group was deleted, resulting in a significant disparity in experience between the two groups. In a series of ANCOVAs, they utilized item involvement as a confounder and each other multimedia feature measurement as the response variable to analyze treatment effects (analysis of covariance). The findings revealed that the two product categories had distinct patterns of independent and covariate variable importance. They discovered that for all measurements, incorporating augmented reality (AR) into product presentations has demonstrated notably higher levels of customer satisfaction in comparison to web-based presentations within both product categories. Regarding the influence of individuals' prior media experience, it was observed that immersion was substantially greater among those with limited previous exposure to various media forms, across both sunglasses and watches. While a significant disparity was noted in media experience, no such differences emerged in other variables. The interplay between media type and prior media exposure yielded diverse outcomes: specifically, for sunglasses, the interaction effect was significant solely in terms of novelty. Conversely, for watches, interaction effects were observed across novelty, immersion, and media enjoyment. This study suggests that augmented reality holds substantial promise as an emerging marketing medium capable of stimulating customer engagement in e-commerce. However, it is essential to acknowledge that the impact of prior media exposure on its overall efficacy can be multifaceted. Potential hurdles may arise when assessing the influence of AR's interactivity and vividness, necessitating resolution before its widespread implementation as an e-commerce tool. As an example, some slow reaction (e.g., "slightly delayed response, lost my attention soon") and unrealistic computer graphics (e.g., "the visuals aren't as genuine looking") were among the criticisms made by participants. That is, while their hypotheses tested in this model demonstrated that AR interactivity and vividness have a positive influence on consumer evaluations, there is still a lot of room for AR to improve in terms of consumer engagement in virtual shopping in order to provide the most satisfactory media option. (Yim, 2017)
Hassan, A. and Ramkissoon, H., states that, with the increase in internal visitor expenditure and the growing number of expatriate Bangladeshis, tourism in Bangladesh is gaining a lot of attention (Bangladesh Sangbad Sangstha, 2015). The desire of tourists to visit a museum is determined by its originality and exceptionality (Hassan, 2013). In terms of museum patrons' embrace of modern technologies, cultural and historical exhibits in Bangladesh can be outstanding. The use of augmented reality (AR) can alter the visitor's experience, and hence their behavioral intents to return and promote to family and friends (Ramkissoon and Uysal, 2011). This is shown by respondents' thoughts, such as: 'Visitors in heritage locations and museums tend to experience the past and would certainly embrace the usage of technologies to achieve better experiences'. One of the guests emphasized the significance of 'Even though I am unfamiliar with AR, I am confident that a technology of this nature might potentially boost tourist experiences,' says one Bangladeshi. Visitors do not necessarily count on comparatively traditional technologies, and AR can become a solid alternative choice in this regard. In reality, opportunities exist in helped popularize digital platforms for augmented reality (AR) in order to provide the optimum visitor experience at a museum. AR is a somewhat unusual medium for expanding visitor experiences. This technology's widespread success may be attributed to its innovative character, which is supported by sophisticated visitors' searches for authenticity and their innate desire to explore new things (e.g., Ramkissoon and Uysal, 2014; Ramkissoon, 2016). 'I can observe big disparities between museums in Europe and here in Bangladesh,' says one expatriate Bangladeshi tourist from the UK. This difference is largely reflected in the usage of technology, and Bangladesh must employ new technologies. (Hassan, 2017)
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Riffat, M., Yasir, A., Naheen, I.T., Paul, S. and Ahad, M.T., states that, (Riffat, 2020) Bangladesh's current traffic congestion costs the economy roughly $12.561 billion. It is projected that an advanced traffic management system with AR capabilities may cut congestion by at least 30%, saving $3.76 billion per year. Developing such a system is anticipated to cost roughly $1.1 billion.  A traffic system based on augmented reality would also reduce the number of traffic police required to maintain and operate the system. Every year, an excess of traffic cops costs our economy around $1.2 billion, which may be reduced by using an AR-based traffic system. The reduction in the amount of traffic cops will need the training of the remaining personnel outfitted with superior technology to really be productive in their task. The AR smart glasses that are utilized in China can be transported and used to improve road safety. According to the current cost of individual units, the anticipated cost would be roughly $23 million for around 10,000 units. If the number of traffic cops is considerably reduced and the remaining officers are outfitted with the new technology, the economy will save over $1 billion. (Riffat, 2020)
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[bookmark: _Toc147574352]3.0 Theoretical Framework 
[bookmark: _Toc147574353]3.1 Theoretical Background: 
The purpose of this research is to determine the effectiveness of Augmented Reality Marketing in impacting Brand Awareness, Customer Loyalty, Pre-purchase Decision, User Experience, User Willingness to Buy, and Customer Engagement. AR has three separate media properties. It 
"Combines the real and the virtual," is "interactive in real time," and is "registered in 3-D." Azuma (1997), page 2. The media power of producing a "mixed reality" where the external landscape is real, but the elements represented in the environment are virtual distinguishes augmented reality from other types of virtual reality (VR) technologies. Extreme and Milgram (1996); Cho and Schwarz (2010). Physical (user's body part) and digital (target product) parts can coexist on a user's video feed thanks to a web camera (Bell, Feiner, and Höllerer 2001). This enhances the online purchase experience of a consumer by displaying product representations on images of the user's physical features (Ma and Choi 2007) 
 
 
 
 
 
H1
 
Brand Awareness 
)
BA
(
 
Pre
-
Purchasing 
Decision (PPD)
 
Customer Loyalty 
(
CL
)
 
User
 
Willingness 
to Buy (UWB)
 
Customer 
Engagement (CE)
 
Augmented Reality 
Marketing (ARM)
 
User 
Experience 
(
UX
)
 
H2
 
H3
 
H4
 
H5
 
H6
 

 
Figure 1.0: How Augmented Reality influencing the marketing experiences. 
[bookmark: _Toc147574354]3.2 Brand Awareness (BA): 
Consumers that purchase online have a greater attachment to a brand (Kim et al., 2008) and are thus indirectly implicated in the company's failures and successes (Ashforth & Mael, 1989). It might be considered that people who purchase online have a good and hopeful attitude regarding a company (Writz et al., 2013). Surprisingly, a consumer's brand involvement may aid raise an organization's revenue as well as their total brand awareness. Customer brand engagement has strong roots in relationship marketing, which stresses the concept of connection and customer experiences (Vivek et al., 2012). According to Mollen and Wilson (2010), consumer brand engagement is defined as an emotive and cognitive commitment to an active relationship with a company. Augmented reality is a viable option for creating Brand Awareness because AR shopping applications that enhance user’s own bodies and faces are likely to influence their own feeling of self as well as give information about the goods. AR is frequently shown through portable gadgets that customers take with them throughout the day (Shankar et al., 2016), which might become extensions of the consumer’s own self-identities (e.g., Belk, 2014; Walsh et al., 2010). To properly comprehend the consumer-brand connections that augmented reality might permit, it is also necessary to investigate how the distinctive qualities of the AR media content (i.e., the augmentations put in physical locations) may give rise to new sorts of self. Consumer brand connection study focuses on how customers perceive congruence between a brand and themselves (e.g., MacInnis and Folkes, 2017). According to this research, the brand becomes ingrained in customers' sense of self as consumer-brand congruency increases (see, for instance, Park et al., 2013, and Reimann and Aron, 2009). In their research of the self-brand congruity literature, MacInnis and Folkes (2017) build on Belk's (1988) ground-breaking work on how consumers view products and brands as extensions of their selves. However, Belk (2013; 2014) notes that because social media and virtual worlds weren't around when he first developed his theory of the extended self, it needs to be updated for today's digital environment. In Belk's (2013; 2014) reformulation of the extended self-concept for the digital era, the erasure of distinctions between consumers, people, things, and brands is a repeating theme. Belk (2013, p. 488), citing Suler (2004), asserts that "cyberspace tends to move or destabilize self-boundary" and that the "distinction between inner-me and outer-other is not as obvious" as it once was before the advent of digital technology. Through a joint effort between a customer and his or her social media contacts, social media, for instance, has given rise to a new sense of aggregated self (e.g., Belk, 2013; Drenton, 2012).
[bookmark: _Hlk147572060]H1: “Augmented Reality Marketing has positive effect on Brand Awareness” 
 
[bookmark: _Toc147574355]3.3 Customer Loyalty (CL): 
According to a recent survey, 63% of shoppers believe that augmented reality would improve their shopping experience. According to consumer psychology, potential buyers want to know that the product they buy will meet their desires and requirements. AR tools allow customers to preview how a product will appear in their environment. An AR experience, for example, will allow customers to view how a certain sofa might look in their real-life environment using their mobile devices. Because of this new technology, consumers have less reservations, and retailers experience a drop in the total number of product returns. In marketing, customer loyalty is most powerful when consumers evaluate products and services in a context that is personally relevant to them (i.e., embed experiences), physically interact with products and services (i.e., embody experiences), choose products and services that are tailored to their preferences and needs (i.e., adaptive experiences), and distribute experiences to other consumers. Through the virtualization technique known as digitizing, which is used by many internet businesses, a physical product is digitally recreated in augmented reality. Amazon, for example, has produced digital reproductions of tangible objects sold in its online shop. Using Amazon's mobile app, these AR holograms may be exhibited in a customer's house (Heller et al., 2019a). Digitizing physical goods shows a higher degree of virtualization than improving ARM since the real product is no longer visible; only its AR hologram is seen. This adds value by assisting buyers in judging the product's relationships in its intended usage environment (for example, an Ikea chair in a customer's living room). Elisa B. Schweiger and Dhruv Grewal states that How technology may be used in retail environments to generate a sense of social presence and improve consumer loyalty. Augmented reality (AR) is being lauded as a next-generation technology that will allow businesses to reimagine their marketing techniques. While research on augmented reality marketing is fast growing, researchers and managers still lack understanding into how AR may assist organizations accomplish the essential marketing goal of establishing client loyalty. This research study conducts to find out how this aspect will incorporate customer loyalty.  
[bookmark: _Hlk147572082]H2: “Augmented Reality will positively influence customer loyalty”

[bookmark: _Toc147574356]3.4 Pre-Purchasing Decision (PPD): 
The prepurchase phase is where AR makes the largest impact. According to the buying decision-making process (Fill, 2009), the consumer is currently weighing their options prior to making a purchase decision. AR has the potential to "put the product in the hands of the users" (Woodsa, 2009, p.37), luring the prospect to invest more time or even prompt a purchase (Owyang, 2010). Tan, Y.C., Chandukala, S.R. and Reddy, S.K. states, after a product has been acquired, AR has the potential to enhance and redefine how consumers experience products. For instance, Lego has recently introduced a series of brick sets designed to seamlessly merge physical and virtual elements. Through an accompanying AR app, animated Lego characters come to life and interact with the physical Lego sets, offering a completely novel playing experience. To address customer inquiries about the quality of its food ingredients, McDonald's has harnessed augmented reality (AR) to enable customers to explore the origins of the ingredients in their purchased meals using immersive storytelling and three-dimensional animations. This innovation is expected to significantly influence consumers' purchasing decisions. 
[bookmark: _Hlk147572116]H3: “Augmented Reality Marketing has positive impact on pre-purchasing decision” 
 
[bookmark: _Toc147574357]3.5 User Experience (UX):  
User experience (UX) considers the user's engagement with a product in a wide sense. UX progresses beyond usability (effective, efficient, and satisfying engagement with the product) to more emotionally attractive interactions between the user and the product. In the last decade, several models and frameworks have been established to define what UX is and how it is generated. As per ISO standards, user experience (UX) is defined as "an individual's perceptions and responses resulting from the utilization and/or anticipated utilization of a product, system, or service." Hassenzahl and Tractinsky provide an elaboration of user experience (UX), framing it as "the product of a user's internal state (such as predispositions, expectations, needs, motivation, mood, etc.), the attributes of the designed system (including complexity, purpose, usability, functionality), and the surrounding context (or environment) in which the interaction takes place (including organizational and social settings, meaningfulness of the activity, and the voluntary nature of use). " Despite the fact that the UX research agenda is still in its early stages, three essential assumptions are broadly accepted: subjectivity, context dependence, and temporality. The range of experiences with interactive items has been extensively studied in previous studies. Desmet and Hekkert divide product experiences into three categories: (3) Emotional experience: feelings brought on by the product's perceived relational meaning, such as happiness and rage. (1) Aesthetic experience: pleasing one or more of our sensory modalities. (2) Experience of meaning: personal or symbolic significance of items. Hassenzahl characterized experience variability in terms of product attributes and pragmatist (goal-oriented) and hedonist (action-oriented) reasons. He has noted three main categories of product characteristics that could lead to satisfying hedonic user experiences. The ability of a product to give the user new impressions, opportunities, and insights is referred to as stimulation. The term "identification" describes how consumers interact with other people and how they display themselves to others by using a product. Evocation refers to the user's capacity to recall pleasant recollections using the product. 
[bookmark: _Hlk147572138]H4: “Augmented Reality has a positive impact on User Experience” 
 
[bookmark: _Toc147574358]3.6 User Willingness to Buy (UWB): 
User Willingness to Buy (UWB) is a consumer's proclivity to acquire specific items in the future and can predict actual purchase behavior (Morrison, 1979). An influence on UWB is also felt. improved user experience with AR. Customers can be given a simulated experience to entice them to buy the goods using AR, such as virtual picture technology (Verton, 2001) (Huang and Hsu Liu, 2014). According to Schlosser (2003), the virtual goods and information that AR provides may enhance user satisfaction and mental imagery, which may enhance UWB (Huang and Hsu Liu, 2014; Kim and Forsythe, 2008a). More 3D product information in a variety of colors and styles helps buyers feel more immersed in reality thanks to augmented reality (AR).   AR also gives the user with richer product information obtained from both a physical and online store. For example, in online buying, AR allows the consumer to replicate the product's characteristics on a webpage (Fiore et al., 2005). Furthermore, AR allows users to share their individualized experiences on social media, which increases playfulness (Huang and Hsu-Liu, 2014). In terms of the influence of an AR-enriched UX on the US, the findings revealed that an AR-enriched UX enables users to better complete their duties and enjoy the product's capabilities. An AR-enhanced UX is more enjoyable and allows potential consumers to interact with virtual content indefinitely. As a result, AR-enhanced UX increases user pleasure and readiness to purchase. AR can improve hedonic values, leading to an increase in UWB (Huang and Hsu-Liu, 2014), by combining virtual and actual information and providing 3D images of objects in various forms, colors, and styles. Furthermore, UX mediated the influence of AR on US and UWB. In terms of moderator effects, the data showed that PV and UIPC had no influence. To date, researchers have been more interested in the interaction between cognitive and behavioral responses than the interaction between emotional and behavioral responses. Users with a positive attitude toward (using) the product presentation format have higher purchase intentions (Yim et al., 2017) and reuse or return intentions (e.g., Daassi & Debbabi, 2021; Holdack et al., 2020; Jiang & Benbasat, 2007; Kim & Forsythe, 2008; Kowalczuk et al., 2021; Pantano et al., 2017; Qin et al.
[bookmark: _Hlk147572157]H5: “Augmented Reality has a positive influence on user willingness to buy” 
 
[bookmark: _Toc147574359]3.7 Customer Engagement (CE): 
Enhanced interactivity and vividness play a pivotal role in facilitating more effective information acquisition for customers. This heightened level of interaction virtually immerses the viewer in anticipatory consumption scenarios, as discussed by Phillips, Olson, and Baumgartner in 1995. Such consumption experiences encourage active participation, thereby enhancing the processing of message information. By enabling visual scrutiny of realistically portrayed virtual products, encompassing aspects like shape, color, and functionalities within the context of online shopping, as elucidated by Ariely in 2000, this approach augments the perceived value of media in the realm of shopping experiences and purchase decisions. This phenomenon has been substantiated by studies such as Bezjian-Avery, Calder, and Iacobucci in 1998, Childers et al. in 2001, and Van Noort, Voorveld, and van Reijmersdal in 2012. When given utilizing IIT's technological elements, for example, IIT that depicts the process of putting on a range of outfits on a 3-D virtual model (i.e., avatar) stimulates customers' mental play and imaginations (Kim, Fiore, and Lee 2007). A range of media aspects can improve consumers' creative creation processes in a variety of ways and to varying degrees (Mashrur et. Al., 2022). As a result, it lets customers to enjoy the thrill of discovering new, similariton-real things without being constrained to variable degrees by the reality of their actual area. As a result, different levels of positive emotional evaluations (i.e., enjoyment) are experienced.
[bookmark: _Hlk147572179]H6: “Augmented reality has a positive impact on Customer Engagement” 

[bookmark: _Toc147574360]Chapter 4  
[bookmark: _Toc147574361]4.0 Main Body:  
In this chapter we will look into the methodology of this research paper, findings and recommendation for the future study purpose:  
 
[bookmark: _Toc147574362]4.1 Methodology:  
The study used a logical methodology, and quantitative methodologies comparable to those used in a few previous studies in the same field. Data was gathered at a single moment in time. As a result, the temporal horizon was cross-sectional. 
[bookmark: _Toc147574363]4.1.1 Population:  
The purpose of the study was to investigate how augmented reality affects Bangladeshi internet shoppers. Consequently, the population was carefully selected with the aim of the study in mind. The study's intended audience was Bangladeshi online shoppers of various product categories. Data was gathered from students and staff members at many public and private institutions in Bangladesh who had purchased online. Data was collected at the researchers' leisure. 
[bookmark: _Toc147574364]4.1.2 Sample Size and sampling technique: 
A sample size of 50-200 is regarded adequate for business research. The sample size for this study was established based on the comprehensiveness of the data as well as time and financial restrictions. For sample identification, the convenience sampling approach was applied.  
[bookmark: _Toc147574365]4.1.3 Instrument: 
A 16-item questionnaire was created for data collecting purposes, containing evaluation scales for the selected factors that were taken from dependable and validated sources. Age, gender, qualification, income level, occupation, marital status, and the type of electronic equipment purchased were the six demographic questions that were asked. Six questions derived from established measures were constructed to evaluate independent and dependent factors. 
[bookmark: _Toc147574366]4.1.4 Data Collection Method: 
The current study's data was gathered via an online questionnaire disseminated by convenience sampling on Facebook and Google groups. Groups collecting data on behalf of various brands were investigated. Because it is more efficient than many conventional methods in terms of time and money, the web survey strategy was chosen for answer gathering. The study's design made an online survey an additional choice. Members of Facebook and Google groups were urged to respond to an online survey by sending it completed forms through private messaging until 50 useful responses were collected. Participation in the online poll was entirely optional, with no monetary or non-monetary incentives given. Participants may only complete the questionnaire once, and no revisions were made. 
	Sample 
Respondents 
	Selection Criteria 
	Consumers who are drawn to Augmented Reality marketing most of the time. Mostly a younger generation of target audience as they are more attracted to these types of technological elements because of the uses of social media ratio.  

	
	Area 
	Dhaka City 

	
	Time 
	August, 2023 

	Sample Size 
	50 

	Scaling Technique 
	Likert scale, Rank order, Paired comparison, Semantic differential scale 


Figure: 4.0
[bookmark: _Toc147574367]4.2 Data Analysis: 
[bookmark: _Toc147574368]4.2.1 Demographic Profile:  
Analyzing the demographic profile reveals a higher representation of male participants in the sample, accounting for 65%, compared to female participants, which constituted 35%. In terms of age distribution, the majority of respondents fell within the 16-25 age group, making up a significant proportion of 69.2%. Within the occupation category, a substantial 73.1% identified as students. In the education category, a majority of respondents, constituting 50%, were pursuing undergraduate degrees, relative to other categories. Assessing the Strength and Significance of Relationships between Constructs, we can draw several observations from the correlation analysis. The strength of correlations varies across different constructs. Notably, behavior exhibits a robust correlation with both attitude and the intention to purchase. The degree of correlation strength among these constructs is visually represented through color-coding in the provided table. 
	Gender 
	
	
	
	

	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	Female (2) 
	21 
	35.0 
	35.0 
	35.0 

	
	Male (1) 
	39 
	65.0 
	65.0 
	100.0 

	
	Total 
	60 
	100.0 
	100.0 
	 


Figure: 4.1


	Age 
	
	
	
	
	

	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	0-15(1) 
	1 
	1.7 
	1.7 
	1.7 

	
	16-25(2) 
	40 
	66.7 
	66.7 
	68.3 

	
	26-35(3) 
	15 
	25.0 
	25.0 
	93.3 

	
	36-45(4) 
	4 
	6.7 
	6.7 
	100.0 

	
	Total 
	60 
	100.0 
	100.0 
	 


Figure: 4.2
 
	Occupation 
	
	
	
	

	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	Business Owner (2) 
	4 
	6.7 
	6.7 
	6.7 

	
	Government 	Employee 
(3) 
	2 
	3.3 
	3.3 
	10.0 

	
	Housewife (5) 
	3 
	5.0 
	5.0 
	15.0 

	
	Private Employee (4) 
	2 
	3.3 
	3.3 
	18.3 

	
	Student (1) 
	49 
	81.7 
	81.7 
	100.0 

	
	Total 
	60 
	100.0 
	100.0 
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	Education 
	
	
	
	

	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	HSC/A levels (3) 
	9 
	15.0 
	15.0 
	15.0 

	
	Masters/MBA/Graduate 
(1) 
	11 
	18.3 
	18.3 
	33.3 

	
	SSC/O Levels (4) 
	1 
	1.7 
	1.7 
	35.0 

	
	Undergraduate (2) 
	33 
	55.0 
	55.0 
	90.0 

	
	Undergraduate (2) 
	6 
	10.0 
	10.0 
	100.0 

	
	Total 
	60 
	100.0 
	100.0 
	 


Figure: 4.4

[bookmark: _Toc147574369]4.2.2 Hypotheses Testing and Results: 
The study seeks to investigate the effect of Brand Awareness, Customer Loyalty, Pre-Purchasing Decision, User Experience, User Willingness to Buy, Customer Engagement on Augmented Reality Marketing. Following Hypotheses were proposed: 
[bookmark: _Hlk147572728]H1: “Augmented Reality Marketing has positive effect on Brand Awareness”
H2: “Augmented Reality will positively influence customer loyalty”
H3: “Augmented Reality Marketing has positive impact on pre-purchasing decision”
H4: “Augmented Reality has a positive impact on User Experience”
H5: “Augmented Reality has a positive influence on user willingness to buy” 
H6: “Augmented reality has a positive impact on Customer Engagement”
The dependent variable (Augmented Reality Marketing) was regressed on predicting variables of Brand Awareness, Customer Loyalty, Pre-Purchasing Decision, User Experience, User Willingness to buy and Customer engagement. The independent variables insignificantly impact on Augmented Reality Marketing, F (6,4.512) =.001 p <.001. Which indicates that the six factors under study have a significant impact on Augmented Reality Marketing. Moreover, the R2= .338 depicts that the model explains 33.8% of the variance in Augmented Reality Marketing. 
Additionally, coefficients were further assessed to ascertain the influence of each of the factors on the criterion variable (Augmented Reality Marketing). The hypothesis tests if Augmented Reality Marketing carries as significant impact on multiple variables like, Brand Awareness, Customer 
Loyalty, Pre-Purchasing Decision, User Experience, User’s Willingness to buy and Customer Engagement. The dependent variable BA was regressed on predicting variable ARM H1, BA significantly predicted ARM F (6, 4.512), p< .001, which indicates that the BA can play a significant role in shaping ARM evaluate the unstandardized co-efficient of (-.450 and t=-4.390 and p=0.001). The dependent variable CL was regressed on predicting variable ARM H2, CL insignificantly predicted ARM F (6, 4.512), p< .596, which indicates that the CL can play unsignificant role in shaping ARM evaluate the unstandardized co-efficient of 0.58 and t=.533 and p=.596. The dependent variable PPD was regressed on predicting variable ARM H3, PPD insignificantly predicted ARM F (6, 4.512), p< .568, which indicates that the PPD can play insignificant role in shaping ARM evaluate the unstandardized co-efficient of .065 and t=.574 and p=.568. The dependent variable UX was regressed on predicting variable ARM H4, UX insignificantly predicted ARM F (6, 4.512), p< .934, which indicates that the UX can play insignificant role in shaping ARM evaluate the unstandardized co-efficient of .010 and t= .083 and p= .934. The dependent variable UWB was regressed on predicting variable ARM H5, UWB significantly predicted ARM F (6, 4.512), p< .056, which indicates that the UWB can play a significant role in shaping ARM evaluate the unstandardized co-efficient of -.223 and t=-1.954 and p=.056. The dependent variable CE was regressed on predicting variable ARM H6, CE insignificantly predicted ARM F (6, 4.512), p< .54, which indicates that the CE can play a insignificant role in shaping ARM evaluate the unstandardized co-efficient of .222 and t= 1.970 and p=.54.  
 
	Model Summary 
	

	Model 
	R 
	R Square 
	Adjusted R Square 
	Std. Error of the 
Estimate 

	1 
	.581a 
	.338 
	.263 
	.539 

	a. Predictors: (Constant), CE, BA, UX, UWB, CL, PPD 
	


Figure: 4.5
	ANOVAa 
	
	

	Model 
	Sum of Squares 
	df 
	Mean 
Square 
	F 
	Sig. 

	1 
	Regression 
	7.861 
	6 
	1.310 
	4.512 
	<.001b 

	
	Residual 
	15.389 
	53 
	.290 
	 
	 

	
	Total 
	23.250 
	59 
	 
	 
	 

	a. Dependent Variable: ARM 
	
	

	b. Predictors: (Constant), CE, BA, UX, UWB, CL, PPD 
	
	


Figure: 4.6
	Coefficientsa 
	
	

	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	1 
	(Constant) 
	5.618 
	.944 
	 
	5.952 
	<.001 

	
	BA 
	-.450 
	.102 
	-.512 
	-4.390 
	<.001 

	
	CL 
	.058 
	.109 
	.063 
	.533 
	.596 

	
	PPD 
	.065 
	.113 
	.074 
	.574 
	.568 

	
	UX 
	.010 
	.118 
	.010 
	.083 
	.934 

	
	UWB 
	-.223 
	.114 
	-.225 
	-1.954 
	.056 

	
	CE 
	.222 
	.113 
	.254 
	1.970 
	.054 

	a. Dependent Variable: ARM 
	
	



[bookmark: _Toc147574370]4.3 Findings:  
The result/findings section of this paper is to report the findings of the study on the basis of the hypotheses testing,  
The first hypotheses were H1: “Augmented Reality Marketing has positive effect on Brand Awareness” For this we had prepare a question for our respondents “Augmented Reality (AR) shopping applications enhances user’s experience as well as give information about the goods.” To this our respondent response is positive. They think that Augmented Reality Marketing can create a good impression on customers more appealing towards the brand. Because the information and the method of trying the product virtually was very appealing which attracts the customer impression towards the brand.  
Apparently, the hypotheses H2“Augmented Reality will positively influence customer loyalty” was not justified with the respondent. For this we had to prepare a questionnaire AR Technology Provides Convenient Store Experiences to Consumers. In that response the respondent had a different view, they thought that the traditional method of dealings will be more loyal, and this aspect will not change the way of shopping experience.  
Next, in the hypotheses H3: “Augmented Reality Marketing has positive impact on pre-purchasing decision” In that respond we asked the respondent that, “It is easier to purchase a product with adequate information.” The respondent had given a mixed judgment about that. Some of them had a judgment like it surely gives information but not that it can assure the quality of the product. But there was another type of response like, this will save a lot of time for the shoppers because they can purchase any product at any time period. 
In the fourth hypotheses H4: “Augmented Reality has a positive impact on User Experience” On this regard, respondents had shared their view as this will be costly item to get access at this moment at least but there are some responds like it will make a remarkable impact on the experience part of the shopping journey.  
Then the fifth hypotheses H5: “Augmented Reality has a positive influence on user willingness to buy” at these hypotheses the respondent had a positive impact on them. The respondent has agreed with these hypotheses because it can attract the customer, and this will give the customer assurance of the fittings also improve the online shopping experience. 
Lastly the sixth hypotheses “H6: “Augmented reality has a positive impact on Customer Engagement” for these hypotheses we have tested our respondent by a question “Through AR customers can more efficiently acquire information by permitting visual analysis of products.” From this question the findings were negative, and respondent has mentioned that the augmented reality will not build a communication bridge through the organization and consumer.  
[bookmark: _Toc147574371]4.4 Recommendation:  
The utilization of augmented reality (AR) is increasingly being recognized as a transformative force within the realm of marketing. This presents a distinct potential for firms to transform their marketing strategies through the provision of immersive and engaging experiences to consumers. This article aims to examine the potential of augmented reality (AR) technology in optimizing consumer engagement, boosting sales, and transforming conventional marketing strategies.
Augmented reality (AR) marketing is an emerging discipline that is seeing significant growth and offers substantial opportunities for marketers. This technology enables individuals to develop compelling and interactive encounters that have the potential to cultivate brand loyalty and enhance customer engagement. In order to optimize the utilization of augmented reality (AR) marketing, it is imperative to take into account certain crucial techniques and factors.
Gaining a comprehensive comprehension of one's target audience is a fundamental prerequisite for achieving efficacy in augmented reality (AR) marketing endeavors. To ensure relevance and resonance, it is essential to customize augmented reality (AR) experiences according to the tastes and interests of the users. Generate Engaging Content: The creation of captivating content holds paramount importance in the realm of augmented reality marketing. Develop compelling and educational augmented reality (AR) content that enhances the overall experience of your consumers by providing valuable information and entertainment. It is imperative to ensure that virtual stores, product demonstrations, and interactive games are in accordance with the aims of one's brand. Utilize Data-Driven Insights: Capitalize on the potential of data to create well-informed judgments. Conduct an analysis of user behavior and preferences inside augmented reality (AR) experiences in order to enhance the effectiveness of marketing campaigns and enhance consumer engagement. Efficient Dissemination: Engage in strategic deliberation over the manner and location of disseminating your augmented reality material. Social media platforms such as Snapchat and Instagram provide extensive avenues for the display of augmented reality advertisements, enabling businesses to effectively reach a larger and more diverse audience while fostering engagement. User Interaction Tracking: Incorporate comprehensive analytics technologies to monitor and record user engagement inside augmented reality campaigns. The aforementioned data possesses the potential to offer significant insights that can be utilized to refine and optimize marketing strategies. A/B Testing: Conduct experiments utilizing various augmented reality approaches in order to determine the most effective approach that aligns with your brand and target demographic. The utilization of A/B testing can assist in the refinement of methods to achieve optimal outcomes.
Augmented reality (AR) technology possesses the capacity to alter marketing practices through the provision of tailored and interactive experiences to consumers. In order to optimize its efficacy, it is imperative to formulate a meticulously planned strategy, employ consumer data judiciously, and comprehend the manner in which one's target audience engages with augmented reality (AR) material. Furthermore, it is worth considering the investigation of the incorporation of artificial intelligence (AI)-based technologies such as natural language processing (NLP) and computer vision (CV) in order to augment customer interaction and offer more captivating augmented reality (AR) encounters. Augmented reality (AR) is a highly potent instrument that empowers marketers to craft intriguing and personalized customer experiences. This technology enables users to visualize products inside their actual physical environment and engage in interactive brand engagements, hence enhancing the overall marketing strategy. By adhering to these prescribed principles and maintaining a proactive approach, enterprises can fully exploit the inherent capabilities of augmented reality within their marketing initiatives.
[bookmark: _Toc147574372]Conclusion:  
In the dynamic world of marketing, the emergence of augmented reality (AR) has presented compelling opportunities for fostering meaningful interactions with prospective clientele. Augmented reality (AR) technology facilitates the seamless integration of digital content into the physical environment, so providing users with a heightened sense of immersion and enjoyment. This capability can be harnessed by enterprises for marketing endeavors. The utilization of augmented reality (AR) marketing encompasses a wide array of applications, spanning from interactive displays within physical retail spaces to the implementation of dynamic outdoor billboards. Prior to initiating an augmented reality (AR) marketing campaign, it is imperative to assess the level of acceptance and responsiveness of the intended audience towards this novel methodology. The younger cohorts exhibit a greater propensity for technological proficiency and a higher degree of receptiveness towards novel technologies, rendering them more inclined to actively interact with augmented reality (AR) marketing in contrast to older age groups. The proficient utilization of augmented reality has the ability to differentiate enterprises in a highly competitive market. However, it is imperative to practice prudence in order to prevent potential clients from being overwhelmed by the novelty aspect. In the context of an ever-evolving digital marketing environment, enterprises are consistently seeking novel and innovative methods to establish meaningful connections with their intended consumer base. Augmented reality (AR) provides a unique opportunity for marketers to effectively interact with consumers through innovative and appealing means. Augmented Reality (AR) provides a highly engaging user experience by superimposing digital content onto the physical environment. This technology may be utilized in diverse settings, such as providing product information within brick-and-mortar businesses or facilitating participatory brand experiences during events. There are numerous benefits associated with the integration of augmented reality into marketing tactics. This capability enables firms to differentiate themselves from competitors, elevate levels of engagement, and eventually stimulate sales. Nevertheless, before to wholeheartedly adopting augmented reality (AR) as a marketing instrument, it is important to evaluate prospective obstacles, such as the financial implications linked to the creation of AR content and the requirement for users to possess compatible devices. When appropriately utilized, augmented reality (AR) can serve as a useful asset to any marketing plan. One of the methods via which augmented reality (AR) can be effectively utilized in the field of marketing involves the provision of clients with augmented information pertaining to products within a physical store environment. For example, during the process of furniture purchasing, consumers have the option to employ their smartphones to present an augmented reality (AR) overlay. This overlay effectively demonstrates the integration of a certain furniture item inside their existing living environment. This holistic experience offers prospective consumers a more comprehensive understanding, potentially resulting in heightened sales for the establishment. Additionally, augmented reality (AR) possesses the potential to serve as a formidable tool for businesses in providing interactive experiences within the context of events and exhibitions. Organizations have the capability to utilize augmented reality (AR) technology as a means to furnish event participants with comprehensive details pertaining to their respective products or services. Participants have the opportunity to avail themselves of product demos, acquire further knowledge about the brand, and even arrange meetings with sales personnel. This fosters a more interactive and enlightening encounter, which has the potential to result in heightened sales for the organization. In brief, augmented reality possesses significant promise as a marketing tool that can enhance user engagement, stimulate sales, and enhance brand exposure. When utilized in a deliberate and purposeful manner, augmented reality (AR) has the potential to seamlessly integrate with and amplify various marketing strategies.


Questionnaire:  
Section A: Demographic Profile 
 
1. Gender 
(a) Male (b) Female 
2. Age group 
(a) 0-15  	(b) 16-25  	(c) 26-35  	(d) 36-45  	(e) 46 and above 
3. Occupation 
(a) Student 	(b) Business Owner 	(c) Government Employee 	(d) Private Employee (e) Housewife  
(f) Others (Please specify) ________________ 
4. Education 
(a) Masters/MBA/Graduate         (b) Undergraduate           (c) HSC/A levels                  (d) SSC/ O levels           (e) Others (Please specify) ________________ 
5. Average monthly income (BDT) 
(a) 10,000 or below            (b) 10,001-20,000           (c) 20,001- 30,000            (d) 30,001-40,000           (e) 40,000 or above 
6. Marital status 
(a) Married        (b) Unmarried         (c) Divorced           (d) Widowed 
 
Section B: Psychographic Profile 
 
7. What matters to you most while shopping online? 
(a) Quality            (b) Informative 	(c) Fashionable            (d) Fittings            (e) Others (Please specify) ________________ 
8. Why do you buy products/services through online? 
(a) Discounts           (b) Trust        (c) To save money (d) Recommendations           (e) Others (Please specify) ________________ 
9. What sort of products/services do you buy from e-commerce sites? 
(a) Clothing           (b) Food         (c) Electronics  (d) Online services           (e) Others (Please specify) ________________ 
 
10. How often do you buy products/services from e-commerce sites? 
(a) 2/3 times a year           (b) Once a month           (c) Once a week                  (d) 2/3 times a week           (e) Never 
 
[Please put your level of agreement with the following statement in the 5-point Likert Scale and put a tick (✓) mark on your respective answer.] 
 
	 
	Statement 
	 
	Strongly 
Agree 
(5) 
	Agree 
(4) 
	Neutral 
(3) 
	Disagree 
(2) 
	Strongly 
Disagree 
(1) 

	11. 
	Augmented Reality (AR) shopping applications enhances user’s experience as well as give information about the goods. 
	BA 
	 
	 
	 
	 
	 

	12. 
	AR Technology Provides Convenient Store 
Experiences to Consumers. 
	CL 
	 
	 
	 
	 
	 

	13. 
	It is easier to purchase a product with adequate information 
	PPD 
	 
	 
	 
	 
	 

	14. 
	Augmented Reality provides effective, efficient and satisfying engagement through its interface. 
	UX 
	 
	 
	 
	 
	 

	15. 
	Actual information and providing 3D images of objects in various forms, colors, and styles influences purchasing decision. 
	UWB 
	 
	 
	 
	 
	 

	16. 
 
	Through AR customers can more efficiently acquire information by permitting visual analysis of products. 
	CE 
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