
                               © 2024 IJNRD | Volume 9, Issue 1 January 2024| ISSN: 2456-4184 | IJNRD.ORG 

  

IJNRD2401296 International Journal of Novel Research and Development (www.ijnrd.org) 
 

 

c760 

IMPACT OF IMMERSIVE TECHNOLOGIES ON 

MARKETING 

Thatipally Snehanjali 

Student, Department of Management Studies 

Vardhaman College of Engineering(A), Shamshabad, Telangana 

 

Chandresh Chakravorty 

Assistant Professor, Department of Management Studies 

Vardhaman College of Engineering(A), Shamshabad, Telangana 

ABSTRACT: 

This paper explores how immersive technologies like Augmented reality (AR), Virtual reality (VR), Mixed 

reality (MR) and Extended reality (XR) are revolutionizing modern marketing tactics. The use of immersive 

technologies becomes essential to alter the marketing landscape as companies look to customize and engage 

with customers in more appealing ways. This study focuses on numerous ways that immersive technologies are 

influencing marketing strategies. It looks at how these technologies set businesses apart and offer useful 

information for well-informed decision-making. It explores how immersive technologies affect how products 

are visualized so that buyers may engage with them in virtual environments and feel more comfortable about 

their purchases. It examines how immersive advertising strategies helps produce brand interactions that are 

memorable. The report emphasizes the importance of immersive technology in creating in-store and event 

experiences, as well as their integration with social media platforms for greater reach. Understanding and 

utilizing immersive technology in marketing is essential to stay ahead in cutthroat industries. 
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INTRODUCTION: 

In the fast-paced world of modern marketing, where attention spans are short and customer expectations are 

always shifting, the incorporation of immersive technologies has emerged as a driver for dramatic change. 

Virtual reality (VR), augmented reality (AR), and mixed reality (MR) are more than just buzzwords; they are 

transformative tools that have pushed the boundaries of traditional marketing techniques. As consumers demand 

more personalized, engaging, and memorable experiences, marketers must balance innovation with consumer 

expectations.  

This paper investigates the intricate and multidimensional impact of immersive technologies on current 

marketing. In this ever-changing landscape, the immersive experience is not just an option; it is a must-have for 

brands looking to capture audiences in an era defined by connectivity, interactivity, and the seamless merging 
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of the physical and digital worlds. This investigates the several ways in which immersive technology have 

become a vital part of the marketing toolkit. 

LITERATURE REVIEW: 

 Talukdar, N., & Yu, S. (2021)- The study explores elements such as the design of virtual environments, 

user interaction, and the level of immersion to understand how these factors contribute to breaking down 

psychological barriers and fostering a sense of novelty. By examining user satisfaction, the research 

aims to offer insights into the effectiveness of immersive VR in delivering engaging and satisfying 

experiences. 

 Anupama Ambika, Hyunju Shin, Varsha Jain, 2023- surveys and synthesizes scholarly literature 

spanning two decades to comprehensively examine the relationship between immersive technologies 

and consumer behavior. Employing a rigorous systematic review methodology, Ambica analyzes a 

diverse range of studies to uncover overarching trends, patterns, and key findings. 

 Namho Chung, 2008- Chung presents and analyzes data collected from participants engaged in the 

virtual shopping experience, highlighting key patterns, preferences, and challenges. Additionally, the 

research may explore implications for businesses adopting virtual reality in the retail sector, considering 

potential opportunities and obstacles. 

 Jurica Katicic, Angel Bachvarov, Steffen Walter, David Hrabal,2011- Jurica Katicic's study, "Emotional 

Customer Feedback on Virtual Products in Immersive Environment," investigates the emotional 

responses of customers interacting with virtual products within an immersive environment. The research 

aims to provide a nuanced understanding of how users emotionally engage with virtual products, 

offering valuable insights for businesses and developers seeking to enhance user experiences. 

 Mohammed Mostafa Refaat Moharam,2023- Utilizing a combination of quantitative and qualitative 

methods, the study assesses key factors such as user satisfaction, emotional responses, and overall 

happiness during immersive shopping experiences enhanced by AR and VR technologies. Mmoharam's 

research seeks to identify the specific elements of these technologies that contribute to or hinder 

customer happiness. 

 Nicola Bellini, Massimo Bergamasco, Rémi Brehonnet, Marcello Carrozzino, Joëlle Lagier,2018- This 

paper examines the implications of its findings for the development and enhancement of virtual cultural 

experiences, providing insights that can guide practitioners and designers in creating more engaging and 

satisfying virtual cultural content. 

 Jihye Park 2020- This paper explores various facets, including the design and implementation of 

immersive displays, user engagement, and the perceived value of incorporating such technologies in the 

exhibition setting. By collecting and analyzing data on attendee satisfaction, Park aims to uncover 

insights into the effectiveness of immersive technologies in enhancing the overall exhibition experience. 

 Mark Yi-Cheon Yim, Shu-Chuan Chu, Paul Sauer Canisius.2017- The authors likely adopt a multi-

faceted approach, employing both quantitative and qualitative methods to evaluate user experiences with 

AR technology in the e-commerce domain. Parameters such as interactivity - the level of engagement 

and interaction facilitated by AR, and vividness - the richness and realism of the augmented experience, 

are likely examined in detail. 

 Ryan Yung, Catheryn Khoo,2017- The paper may categorize and synthesize the identified literature 

based on themes, methodologies, and outcomes, offering readers a structured overview of the evolving 

landscape of VR and AR in tourism research. Through this, Yung and Khoo-Lattimore aim to contribute 

insights that could guide future research directions and practical applications in the tourism industry. 

 Ioanna Lampaki and Athanasios Tsipis,2023- The authors investigated the design and functionality of 

prototypes, considering elements such as augmented reality, virtual try-ons, and interactive features. 

Through an analysis of user responses and feedback, the research aims to provide preliminary insights 
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into the potential appeal and effectiveness of immersive technology as a novel aspect of the e-commerce 

experience. 

TYPES OF IMMERSIVE TECHNOLOGIES: 

1. AUGUMENTED REALITY 

Augmented reality extends our physical world with layers of digital information. This means that 

AR tend to show direct view of an existing environment and superimposes noises, films, and 

visuals over it, altering one's experience of reality. 

Examples- Google Street View, Snapchat, Pitch Map on Cricket 

2. VIRTUAL REALITY 

Virtual Reality (VR) is intended to create fully digital environments that surround the user and 

make them feel as if they are in another location. VR technology typically requires head-mounted 

displays (HMDs) and includes additional hardware, such as controllers or gloves for interaction. 

These immersive experiences have a wide range of applications. 

Examples- Google Expeditions, VR Museum of Fine Art, Mondly 

3. MIXED REALITY 

Mixed Reality (MR) combines elements of VR and AR to create a hybrid experience in which 

digital objects interact with the physical world. This form of immersive technology provides 

improved interactions by allowing the user to interact with both virtual and physical elements at 

the same time. 

Examples- Microsoft HoloLens, Windows Mixed Reality 

4. EXTENDED REALITY 

Extended Reality (XR) is a collective term that encompasses all immersive technologies such as 

AR, VR and MR. It depicts the continual growth and integration of various technologies, as well 

as potential future improvements that could erase the line between reality and digital experiences. 

APPLICATIONS OF IMMERSIVE TECHNOLOGIES: 

 Gaming 

 Virtual Trials in E-Commerce 

 Vehicle Design and Development 

 Surgical Plans in Healthcare 

 Enhancing Learning Experiences in Education 

 Virtual Tours in Real Estates 

 Tourism 

CONCLUSION: 

In conclusion “The impact of immersive technologies on marketing” highlights that impact of immersive 

technologies on marketing is significant and far-reaching. As consumers want more personalized, interactive, 

and memorable experiences, brands that leverage the power of AR, VR, MR, and XR find themselves at the 

forefront of innovation. As technology advances, integrating immersive technologies becomes not just a 

strategic benefit but also a crucial step for organizations aiming to succeed in the ever-changing landscape of 

marketing. 
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