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Abstract

With the continuous development of Augmented Reality (AR) technology, its application in consumer
scenarios has attracted widespread attention. This article first reviews the history and develop-
ment of AR technology, especially in the application process in the consumer field, and then ana-
lyzes the specific application of AR technology in consumer scenarios, including image recognition
and object tracking, space perception and deep sensor, motion tracking and gesture recognition. In
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addition, the article uses Norman's three-level user experience model to conduct an in-depth anal-
ysis of AR’s influence on user experience, revealing its unique value in the instinct layer, behavior
layer, and reflection layer. Finally, the challenges and future development trends facing AR in the
field of consumption are designed to provide reference for related research to promote the further
application and optimization of AR technology.
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1. 518

5 IS (Augmented Reality, AR) & —Fuls i 4E B 5 B so t BTl RE AR, TTZIEHT £
Wk = AERRAEL, ST PRER M. RREAS H MRS SRR TF B, B ENUE R S B =4
B, B R PSS B ME B S, MBI ESC , BRE R kh 7, AT SEBRT 31 st
T “HE5R7 [1].

AR HAR P R T 20 4D 60 AR, HIFENLEEZR T « 755 22 (lvan Sutherland) T & 1 26—
Gk ER A (HMD) . #EA 21 tHhad, BEER GEFHLINE SRR 3h B FRGE R, AR HARTT U
AN KAALEF . 2009 4, AR I U 88 B FE 7 40 Layar [ H, {8 7 RERS @ FHLERAG LB BI85 i B sk
GE, TFR T AR EIARTE Y T AR H 18T e 2

2013 4, AAKHEH Y Google Glass ¥ AR 7 N 1 A ZF i & 4, SR H iR IR W wil, H4
JE4E: AR B R BIRL T HELL. 2016 4, (EREMMN CRZEE GO ke A Bkt P 5|
KT, JERT AR HORLEW MR AE R A 78 /7. X IR B 2 A oGTE AR R 9. B, HE
2NN o

VAR, BEA THEAE MR T AR FRR T HM &, AR BRI FHYEEIABY A, MR
N SRR YIRS, AR IETEE BT E SUH 3 AR AE HJ7 3. AR, B 5G ZEREAR T ER,
AR 15 EE ST o R PRS- DAEh HAE TR A R R

2. AR HAREHEIARPHN A

RN, AR BORIEE 2R OCRBORIAL &, M Bt 7 R ash. JURAM AR, LI
T LML BOR B BAR R AR

2.1. E&IRA SYERER

AR ] DU I TR SRR ERBLSC IR (= it Al Z4E695E), BT R &
INEILSE A b, H R i AR I R A AL & 2% S SRS [ 2]

EFEG R, AR BORTT DGR S 03, il FHLECHRES f s B0 d i RIS S,
e IR PR B R B, T SR R AR R R AT AR KR AL A ORI A AT
Ly A D SRR
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77 it o
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AL AP T IS S s T AR, SR TR RS A, B AT DOd I R AR S A BT
5B N A BE[4].
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AR FIH] GPS. Wi-Fi. B EFRAEEMLEOR, #iE I HAL B IR AL T A0 B A s I s2 A 2

R, AR SRURTHE S SR EB P 75 05 40 s 55 i, SETH I (ERIE . thah, —e% s
A AR fif “ 7 IE3h, R E A B ST, e T R EE S 5.

AR BRI ZYE LRG0 T BB I AR bs 83 P IR RIA 5, 815 AR BN T — M
ROVE R TR, MU TE R Y] AR [IZ T REXIVY 948 (@ AT J97= A4 T AR 2 [5]. AR 12 1914
AT LAREH 22N SN AR 7 s st R RERE SR T 93 (K R [6] -

3. ETRPFEREN AR HBRAR S

JH P K58 (User Experience, UX) & fi& FH 7 7 {5 A1 U0 Y7 i R 55 16 T 7 A AT I SORE - 1 JR B AT
BT AR A RSSO S P dh EE R P S SN R AR, e T
R RERRAN I L Fbm . RAF T ARG B RERS A B T LA /NS5 03RS BRI WC s, [ I 38 5o
P ARSI . PRI I R B R 2%, W R N AT AR AN T, 2
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3.1. AP TRipiEA

P RIS PSR FORCR AR £ E, BN « %2 (Donald Norman) 7t (15L& H) — il T
FH PARES 18 = 2 VR A7 (The Three Levels of Design), AR ZE. 1T NEMKEBIZ[8], ARG HH
PRIGAN IR FIhEE, EEFEEEA BZ M E. Jesse James Garrett 78 (FH ARG Z R ) FhHEH T A
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RS ) 112 K R (The Elements of User Experience), G138k E. JUHEZE. 4502 HEREMENE
FANER[O], 43 Skt L FRSS BE T H AN R B AR 28, 2 F P AR SS T H I 48 38 2 — . Benyon 2
T RS R A IS AR Y (Contextual User Experience Model), %R\ Jy FH F 4456 52 15 45 bR 25 1 TR 20
Wi, GO IE] . M #EARCIREEAE[10]. BRULZ AL, A OCH PRSI B AR ARUA A S Hassenzahl £ H (1 DU 4
F A B# (Four Dimensions of User Experience). Aarron Walter £ H (1175 &% 145 %! (Emotional Design
Model) &4,
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2 =R P AR R AR B L AT NERNRIBIR, B R RO BIORTE A 1 LW
JERAZ L AR AR B R A AR T0: DL A (R EMA RIS . AR AR P BB R EL S AR I
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=2 RER M, X AR LRI B 5P I P AR AT IR AN 73T o

321 FEER: F—EIREBRERHK
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78 AR P A, WLSEAR B8 MIITUIR B P AR 6 (A% 00 o 191 40, 78 351425 AR R P H1 (11 Y ouCam Makeup),
F P AT DL I A% Sk SR ARG A b R L 2, ST BRI SRAS RN R 5 AR R R 2 AU R
I P R T, A AR B B B 7 A UK

HZKM AR FKJEA BN IKEA Place fo v F PO R BB N BB SR BT o, Wi B 2 5% H
55 A A UCECRE o @3t v BE LR 3D JE Y, F P AT AEFHLR B BIR AR B,
ST ELIRLSE et 77, A0 S e St A S D DA A A

322 1TARE: BRIEEELSTIE

AT RIERIE WA b AL A P LR b A Th BEPE A SE I, B P AE SR i I IO AR, B 1
THREw L ARt P/ .

AR BORIAT NI KB SNBSS, ZORBAEEI. W R R .

FEF NSRRI, Google (1 AR AT SATDIREN M - R4t 7 B A S/ e ) EATE
FIE I AR R AT DASEI B BB N 7 A S AAR L, AT SRS B SR A, X AMESE 3
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(155 TR A DA K 7 et it R P A 3 (A K B R
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A LVE B FIEA RIS N IR, R8I B [F12 337 5 10 B A RIS I 7= St R Ag . FH P TE
PR IIE 37 S SRR BIX — RIS, M OSBRI S IER R R
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4. SHarkak

Bt 5 1 SR SE(AR)BORFE T P R 2B B, AR P B0 5 T (R8s /i B, (BB R Je A
S2BR R A A I 2 Pk AR R FARIRAEROR . AR AR AIBEFASE ZANT7 BB AE R 29 R, 10
TSR R BRSBTS (R . i RIS BRSO R R AR FERRIVA RIS, 2
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SR Je A2 (R (R A 5, B AR AR USRI R AE, SEBUHRIRI T . BlanfE Tl
FIEAT R MR 3D YA, ATRE SRR WU B AR L, S S LA L . AR Skt
HoloLens. Magic Leap &%, J&B& R LUH R B iR EAESRE AL R8s, (BE AR & RBREOR, R
Re 2 e, BONREA: A — KOS A3t AR FIFARER, AR 7R EHETH B & I 45 M Alis B B
(I PR AR AT, (453 i AR PRI SN S
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Hk, WRARS P BT R R 25T AR SR IR — A E EPE . AR A8 T8 5
¥ RE UL B A R R AE LB, DK P (TR AR E T R . SR, BT B AR A IR AR A
e HLAERS, [FI 3D @A, M. S FSEEOR TSRS A I EXT B RE ZORE S . T s AR
P T RAARAEAL I P BT RIVE, V2 A AR ST AT KRR 482 A6 PA 2 ST T T s PR o B, 24T
1 AR X HTHEAFE AL A — . RIRRAEAE T 22 1 . e HAE R sh Bl LI T3 84k
Af Rz, SRZ B SABE, AEA P ARMEAE R SE AR R AT . BRI, OROR T EETT A A S A P R A B T
H, FRZFMARMNZETT A, wisE ], Ragess, MBIt AR Byl FTERM - A58 K
FEE,

4.3. BURRFLS R LR

SEAh, Bl FER AN 2 A B RN AR SRR A — KBk, BT AR N 2 1 P A
Pl A BEE SRRV, KBRS T AN NG S, 30 T Bl 0 . TR
F ) b B BT BOEAE M AR BT, F ok Z B0 (Ry N 22 R A A BRI, T RES 51 RRAL
R s S L. BEAh, AR RIS 5P KA A T RERE R A B NBEAL, Bl e A 33 g St
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