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Abstract

This paper focuses on the application of Augmented Reality (AR) technology in mobile applications
and its innovative development in experiential marketing. By merging virtual content with the real
world, AR significantly enhances user interaction, becoming a crucial tool for brand innovation. The
paper analyzes AR technology’s functions and implementation, detailing its impact on user experi-
ence, such as virtual try-ons and product displays. Additionally, it explores AR'’s practical applications
across various marketing scenarios through successful case studies, showcasing its potential in
brand interaction. The paper concludes by discussing AR’s future prospects in experiential marketing,
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addressing challenges such as technological costs and privacy concerns, and proposing strategies
for overcoming these issues. This study aims to provide insights for brands on leveraging AR tech-
nology to enhance user experience and market competitiveness in a highly competitive environ-
ment.
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