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Abstract

This research investigated the impact of Augmented Reality (AR) on brand equity and informed decision-
making among consumers using a mixed-methods approach. In the qualitative phase, data were gathered through
semi-structured interviews with 13 participants and thematic analysis was employed to interpret the findings. In
the quantitative phase, a questionnaire based on the qualitative results was distributed to 384 university students
familiar with AR technology.

The qualitative findings identified 3 primary categories: psychological, technological, and marketing factors.
Psychological factors included interactive pre-purchase experiences, trust, and emotional connections.
Technological factors involved realistic product simulations and integration of advanced technologies.
Marketing factors emphasized simplifying the purchasing process, personalizing customer experiences, and
mitigating purchase risks.

In the quantitative phase, Structural Equation Modeling (SEM) was utilized to assess the impact of the
mentioned factors on brand equity and informed decision-making. The results indicated that psychological,
technological, and marketing elements associated with AR significantly enhanced informed decision-making and
customer support for brands. Evaluations of both measurement and structural models confirmed the substantial
influence of AR on the research variables.

The findings suggested that brand managers had to leverage AR to enrich customer experiences, foster
stronger emotional connections, and enhance brand equity. Providing interactive experiences and transparent
information could streamline customer decision-making and increase loyalty. Additionally, investing in AR
technologies and analyzing interaction data had to be integral to the digital strategies of brands.
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Introduction

The rise of immersive digital technologies has reshaped consumer engagement, transforming how brands
connect with users. Among these innovations, Augmented Reality (AR) stands out as a crucial tool that overlays
virtual elements onto real-world environments, offering consumers richer and more interactive experiences. This
dual-layer engagement allows brands to connect with consumers on emotional, cognitive, and functional levels.
With projected market growth exceeding $90 billion by 2029, AR has proven particularly effective in sectors, such
as fashion and cosmetics, where sensory interaction is vital. While previous studies have examined the role of AR
in marketing, limited research has focused on its integrative function in shaping brand value and facilitating
informed decision-making. Additionally, there is a lack of understanding regarding AR reception in culturally
nuanced markets like the Middle East, where digital literacy and user expectations differ significantly. This study
aimed to fill these gaps by presenting a comprehensive conceptual framework that combined the psychological,
technological, and marketing dimensions of AR. By integrating consumer psychology and branding strategies with
immersive technology, the research sought to uncover how AR could significantly influence brand perception and
enhance informed customer decision-making. The findings were anticipated to provide managers and digital
marketers with practical strategies for implementing AR in experience-driven environments.

Research Background

AR integrates virtual content into real-world environments, fundamentally transforming how consumers
experience and evaluate products. By providing multisensory engagement through visual simulations,
personalization, and real-time interactions, AR can enhance brand value and mitigate the perceived risks
associated with online purchasing. Research indicates that AR positively impacts brand image, consumer trust,
and purchase intent by enriching both functional and hedonic values. However, most previous studies have
examined these dimensions in isolation, neglecting the synergistic interaction between psychological
responses—such as trust and emotional connection—technological usability—Ilike responsiveness and realism—
and marketing strategies, including personalization and digital storytelling. Consumer decision-making
influenced by cultural context, social norms, and individual traits benefits from the ability of AR to facilitate
product understanding and reduce ambiguity. Despite its transformative potential, the long-term psychological
effects and cross-industry applications of AR remain underexplored, especially in emerging economies.
Additionally, while AR fosters immersive and emotionally engaging experiences, an over-reliance on its
technological appeal may lead to diminished interpersonal interactions and increased dependence on mediated
environments. This study introduced new constructs—such as "cognitive guidance AR", "smart decision-making
ecosystem"”, and "synergistic AR experience"—to address these gaps and provide a multidimensional
perspective. These contributions aimed to enhance our understanding of the holistic impact of AR on brand value
creation and decision quality.

Materials & Methods

This study employed a mixed-methods design to thoroughly analyze how AR influenced brand value and
informed customer decision-making. In the qualitative phase, semi-structured interviews were conducted with 13
experts in AR, digital commerce, and Artificial Intelligence (Al). Thematic analysis facilitated by Atlas.ti
software identified 3 core themes: psychological, technological, and marketing factors that shaped AR effects.
This phase ensured construct validity by integrating diverse perspectives. For the quantitative phase, a
questionnaire was crafted based on the thematic findings and distributed to 361 university students familiar with
AR. Data analysis was performed using Structural Equation Modeling (SEM) with SmartPLS 3.0. Reliability and
validity were established through Cronbach’s alpha (>0.7) and Average Variance Extracted (AVE>0.5). Path
analysis was utilized to assess the impact of the three AR dimensions on brand value and decision-making.
Additionally, model fit indicators, such as SRMR and R2 values, were examined to validate the model structure.
This dual-phase approach facilitated a comprehensive understanding by merging rich qualitative insights with
empirical validation. It enabled researchers to explore complex interrelations and develop a robust conceptual
model, addressing gaps in the existing AR literature and providing actionable strategies for digital branding.

Research Findings

The qualitative findings revealed that psychological factors (trust, emotional connection, perceived control),
technological features (realistic simulation, interactive interfaces), and marketing strategies (customization,
gamification, risk reduction) significantly shaped AR impact on brand value and decision-making. In the
guantitative phase, SEM confirmed strong positive effects: psychological factors influenced decision-making
(B=0.262, p<0.000) and brand value (p=0.347, p<0.000); technological factors affected decision-making
(B=0.245, p<0.000) and brand value (B=0.118, p=0.049); marketing factors showed significant effects on both
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decision-making ($=0.310, p<0.000) and brand value ($=0.269, p<0.000). Interestingly, the direct impact of
brand value on smart decision-making was not statistically significant (3=0.040, p=0.455), suggesting a potential
mediating effect or cultural variance in value perception. Model fit was acceptable (SRMR=0.076) and R? values
demonstrated strong explanatory power (R2=0.574 for decision-making, R2=0.442 for brand value). These results
underscored the role of AR as both a cognitive guide and emotional anchor in enhancing purchase decisions.
Additionally, cultural sensitivity emerged as a significant moderator, with localized content and visual identity
enhancing user engagement. The findings highlighted the importance of context-aware AR strategies to
maximize impact in culturally diverse markets.

Discussion of Results & Conclusion

This study highlighted the transformative role of Augmented Reality (AR) in shaping brand value and enabling
smarter customer decisions. By integrating psychological, technological, and marketing factors, AR created
emotionally resonant and cognitively enriching user experiences. It enhanced pre-purchase confidence, fostered
brand trust, and facilitated personalized consumer journeys. Although brand value alone did not directly
influence decision-making, the interplay of AR core dimensions proved crucial in guiding consumer choices.
Managers were encouraged to adopt user-centric AR strategies that emphasized personalization, transparency,
and emotional storytelling. Future applications should focus on investments in culturally adaptive AR designs
and Al-powered recommendations. The mixed-methods approach of the study enhanced its theoretical and
practical contributions by providing validated models and introducing new constructs, such as “cognitive
guidance AR” and “synergistic AR experience”. However, limitations included a geographically narrow sample
and a restricted cross-industry scope. Future research should investigate the long-term impact of AR on
consumer loyalty across diverse cultural contexts and its integration with other emerging technologies. Overall,
AR is not just a digital enhancement; it is a strategic asset for creating memorable, meaningful, and intelligent
interactions between brands and consumers.
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Table 3: Summary of Theme Analysis Report
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Figure 1: Conceptual Model (Source: Research Findings)
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Table 4: Demographic Information of the Sample Population (N = 361)
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Figure 2: The structural model of the research in the mode of coefficient estimation
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Figure 3: The structural model of the research in the significance mode of the coefficients
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