Simon Hortreiter

The Strong Potential of Augmented Reality
for Experiential Marketing

An Empirical Examination of the Impact of Augmented
Reality Brand Experiences on Consumer-Brand
Relationships

Bachelor Thesis




YOUR KNOWLEDGE HAS VALUE

- We will publish your bachelor’s and
master’'s thesis, essays and papers

- Your own eBook and book -
sold worldwide in all relevant shops

- Earn money with each sale

Upload your text at www.GRIN.com
and publish for free

GIRINIS



Bibliographic information published by the German National Library:

The German National Library lists this publication in the National Bibliography;
detailed bibliographic data are available on the Internet at http://dnb.dnb.de .

This book is copyright material and must not be copied, reproduced, transferred,
distributed, leased, licensed or publicly performed or used in any way except as
specifically permitted in writing by the publishers, as allowed under the terms and
conditions under which it was purchased or as strictly permitted by applicable
copyright law. Any unauthorized distribution or use of this text may be a direct
infringement of the author s and publisher s rights and those responsible may be
liable in law accordingly.

Imprint:

Copyright © 2020 GRIN Verlag
ISBN: 9783346219312

This book at GRIN:
https://www.grin.com/document/901013



Simon Hortreiter

The Strong Potential of Augmented Reality for Experi-
ential Marketing

An Empirical Examination of the Impact of Augmented Reality Brand
Experiences on Consumer-Brand Relationships

GRIN Verlag



GRIN - Your knowledge has value

Since its foundation in 1998, GRIN has specialized in publishing academic texts by
students, college teachers and other academics as e-book and printed book. The
website www.grin.com is an ideal platform for presenting term papers, final papers,
scientific essays, dissertations and specialist books.

Visit us on the internet:

http://www.grin.com/
http://www.facebook.com/grincom

http://www.twitter.com/grin_com



University of Applied Sciences Landshut

Faculty of Business Administration

Bachelor Thesis

“The Strong Potential of Augmented Reality for Experiential Marketing”

An Empirical Examination of the Impact of Augmented Reality Brand
Experiences on Consumer-Brand Relationships

Bachelor Thesis to Obtain the Following Academic Degree:
Bachelor of Arts in International Business at the University of Applied Sciences Landshut

Submitted by
Simon Hoértreiter, Landshut

January 2020



Abstract

As traditional marketing approaches are losing their effectiveness, brands have
recently started to apply augmented reality (AR) for staging powerful brand
experiences that will differentiate them from competition. However, despite proving an
innovative way to captivate consumers’ attention, research within the field of AR brand
experiences has been relatively scarce, resulting in reluctant adoption as marketers
are unaware of the technology’s direct brand-related outcomes. Since several scholars
indicate a possible connection between AR brand experiences and consumer-brand
relationships, this thesis aims to extend the scarce literature and subsequently further
entice adoption by examining the impact of AR brand experiences on consumer-brand

relationships.

This study applied a mixed method research approach, consisting of a survey as the
predominant method to assess the hypotheses as well as expert interviews to validate
the quantitative results and gain further in-depth insights. The questionnaire sampled
millennial consumers in Germany who recently encountered an AR brand experience.
Overall, quantitative data analysis included exploratory factor analysis and multiple
regression analysis for hypotheses testing, while a thematic analysis was applied on

the gathered qualitative data.

The results of this thesis demonstrate that AR brand experiences have a positive
impact on consumer-brand relationships. Furthermore, the key relationship drivers of
AR were identified as sensory experiences incorporated through visualization and
immersion, affective experience staged by storytelling and co-creation, as well as

behavioral experiences crafted through location-based AR.

This thesis contributes further knowledge to the augmented reality marketing literature,
consumer-brand relationship literature and experiential marketing literature, as well as
suggests directions for future research. Moreover, the findings of this research facilitate
marketers’ endeavors to successfully develop AR brand experiences that foster

consumer-brand relationships.

Keywords: augmented reality, experiential marketing, brand experience, consumer-

brand relationship



Table of Contents

List of Abbreviations..........cccciimmmmii s ———————— Vv
= o) B T 10 =T Vi
L= o) B I o = Vi
1. INTrOAUCTION.....ceeee e 1
1.7 BACKGIOUNG ...ttt e e et e e e e e 1
1.2 ProbIem SEA@MENT...........ccoo ettt a e 2
T.B PUIMDOSE ...ttt e e e e e et e e e e e e e 3
T4 SHUCHUIE ...ttt ettt e e et e e e sneeaeaans 3

2. Literature ReVIEW........ceeeiiiiiiiieeien s s e e nnnnn e 5
2.1 Experiential MArkEING ............oooooo oottt 5
2.1.1 Driver of Experiential Marketing: The Rise of the Experience Economy................. 5
2.1.2 Key Concept of Experiential Marketing............ccoouiiiiiiiii e 6
2.1.3 Brand EXPEeriE€NCE ........cooiuiiiiiieei ettt 6
2.1.4 Term DefiNitioN .......ooooi e e e 9

2.2 Consumer-Brand RelatioNSRIP ...............oeioiuiieiiiee e 11
2.2.1 Conceptual FOUNdatioNS........coouuiiiiiiiie e 11
2.2.2 Measuring Consumer-Brand Relationships............cooiiiiiiiiieec e, 12
2.2.3 The Attachment-Aversion Relationship Model..............oooooiiiiiiiiiiee 13
2.2.4 Consumer-Brand Relationship and Experiential Marketing.............cccooeeeeeinineenn. 14
2.3AUGMENTEA REAIIY ...t 15
2.3.1 Augmented Reality Marketing..........cccuuueiiiiiiiiiieec e 15
2.3.2 The Potential of Augmented Reality for Experiential Marketing ...........ccccceeevinees 16
2.3.3 Prior Research on Augmented Reality Marketing............cccovvevieiiiiiiiiiiieeee s 18

2.4 CONCIUSION ...ttt e e ettt e e et e e et e e e s nstn e e e e s 19

R T 1V 1= 4 T T Lo o T N 20
3.1 Conceptual Model and Hypotheses Development ................ccoccccveeeeeeeeeessiiiiienaaaenaanns 20
3.2 Research Approach @nd DESIgN.............ccccuuumeeeieiiiieeeeee e 21
3.3 DALIA SOUICES ...ttt ettt e st a e e e e e 22
3.3.1 SECONAAIY Data.....ccoueeiieiiiiee e 23
3.3.2 PriMary Dal@........coeeiiiiiiiiie et 23

3.4 DALA CONOCHON ...ttt e et e e e st e e 24
3.4.1 EXPErt INTEIVIEWS ..ottt e e e e e e e e e 24
B2 SUIMVEY ...ttt ettt ettt e e a bt e e e e a et e e e bt e e e e e s te e e e e e nb e e e e e nnnaeeas 25

B8 MEASUIES ...ttt ettt ettt e e e e e et e e e e e e e e e et e e e et e et et 27
3.5.1 Independent Variable.............oooo i 28
3.5.2 Dependent VariabIe .............uueiiiiiiii e 29

BB SAMPIE ...ttt 29
.7 DALA ANGIYSIS.....cccceeeieeeeee ettt a e 31
3.7.1 QUANtTAtIVE Dat@......cueeiieiiieiee e 31
3.7.2 QUANItALIVE DA ....eeiiiiiiiie ittt 33



4. Empirical FiNdiNgs .....ccoooemiiiiiiiiieeimssiinnnssssss s nisssss s s s sssss s s s nans 35

4.1 QUANHTATIVE DALA........cccooeeieeeee et 35
4.1.1 DemographiC CharacCteriStiCs..........cuouiuiiiiiiiiie e 35
4.1.2 Reliability TeST .....eeeeiiiiiiiie e e 36
4.1.3 Validity TEST ...t e e e e e 37
4.1.4 Exploratory Factor ANAIYSIS.........oouiiiiiiiiiiee e 37
4.1.5 Multiple Regression ANAIYSIS.........ooocuuiiiiiieeeieeiee et 38

R O N 112 11 = D L - R 41
2 WAV AU =Y [ 2 11T o T 42
2 11 0] 1= =7 o o 42
e S (o] oY/ (=11 1o Vo RO PPPRP 43
A o L O (Y- 1110 o [T PP PP 44
4.2.5 Location-Based AR........ooo i 45

L L= o U= o o 47
& 07 o T 11T ' o 50

B. 7 IMPIICAIONS ...ttt e e e e et e e e e e ananns 51
6.1.1 Theoretical IMPlICAtIONS ........coiiiiiiiieeie e 51
6.1.2 Managerial IMPlICAtIONS ........coiiiiiiiiee e 52

6.2 LIMMUIALIONS ...ttt ettt e e e e e a e e e e 53

6.3 FUIUIE RESEAICH ...ttt 53

2 LT (=T = o= ViI
[IE=Y Qo) Y o o =T g T Lo XX
Y o 0 T=T T LD N ST T = XXI
Appendix B: SUrvey RESUILS .......cccciiiimmiiimnirnnme s s s s s snssnnns XXVI
Appendix C: EMail INQUITY ....cceiiiimiiimrinsss s snsssss s s s sssss s s sssss s ssssss s ssnns XXX
Appendix D: Interview GUIde..........coecccccecmmeriiincscssscees s ssssssssssssss s s sssssssssssss s s sesssssssnnnes XXXI



List of Abbreviations

AR Augmented Reality

VR Virtual Reality

Sense Sensory Experience

Feel Affective Experience

Think Cognitive Experience

Act Behavioral Experience

EFA Exploratory Factor Analysis
MRA Multiple Regression Analysis

All of the above abbreviations were adopted from extant literature.



