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ABSTRACT

This study examines the diverse applications and consequences of augmented reality (AR) on customer 
behavior in a range of businesses. AR improves surgical accuracy and medical training in the healthcare 
industry, and it makes virtual try-​ons and interactive buying easier in the retail sector. Virtual property 
tours are beneficial to the real estate industry, and interactive information improves learning results in 
the classroom. AR is used in manufacturing for quality control and training, and in gaming and enter-
tainment for immersive narrative. AR has a significant impact on customer behavior, influencing buying 
decisions and boosting engagement. Notwithstanding obstacles like privacy issues and technological 
limitations, augmented reality (AR) promises to continue evolving and finding new uses in the future, 
drastically altering how customers engage with goods and services.



1. INTRODUCTION

As a promising next-​generation display, augmented reality (AR) provides an attractive new way for 
people to perceive the world (Smith, 2020). Unlike conventional display technologies, such as TVs, com-
puters, and smartphones that place a panel in front of the viewer, AR displays are designed to revolutionize 
the interactions between the viewer, display, and surrounding environment (Johnson, 2021). Industry 
requirements change every year as the global competition drives continual technological advancement. 
AR is among the leading technological applications in various domains (Williams & Lee, 2022). AR is 
computer-​generated virtual information superimposed onto the actual scene called rendering, which is 
the process of displaying digital information in a realistic manner such that it appears to be a part of the 
actual environment (Davis et al., 2023). Recent reports note that the immersive technologies market size 
is expected to reach US$100bn by 2026 (Global Tech Report, 2024), which highlights the importance 
of these technologies for the future development of society. Recently, there has been groundbreaking 
development in the field of AR, and it has been widely adopted in many industries, including tourism, 
restaurants, and marketing (Chen & Zhang, 2023). However, the existing literature on this topic is still 
in its early stages, and researchers and practitioners emphasize the importance of studying AR technol-
ogies (Garcia & Patel, 2022). This paper aims to synthesize previous studies to analyze AR's role across 
various industries such as tourism, restaurants, and marketing.

Methodology

The researchers concentrate on a thorough analysis of the pertinent literature and research (Miller, 
2021; Thompson & Reed, 2022). That are currently available in this section of a study that examines 
the influence of AR on various businesses and how it affects customer behavior. With the use of this 
method, we can synthesize current knowledge and pinpoint areas in need of more investigation (Nguyen 
et al., 2023; Wang, 2024), thereby advancing our understanding of how AR affects various businesses.

2. LITERATURE REVIEW

2.1 The Effect of Augmented Reality on the Tourism Industry

Studies argued that a person always needs a place to release pent-​up energy and tourism is one of the 
factors that give people Psychological comfort by permitting them to live a new journey far from their 
routine life such as using Disney land which provides a kind of augmented reality (Daoud, Alqudah, 
Al-​Qeed, & Al Gasawneh, 2023). It is considered that the tourism industry is one of the best fields that 
achieved income for countries, it is one important factor that affects countries’ economies. Augmented 
reality technology helped to develop this industry because of the great potential offered by this technology 
to tourists (Chung, Han, & Joun, 2015). Augmented reality technology provides tourist with an experi-
ence they cannot ignore, tourist can use this technology to see the place he is planning to visit before by 
using an application that produces virtual objects in the real world so the tourist lives in the real world 
(Cranmer, tom Dieck, & Fountoulaki, 2020). Based on previous literature it is found that augmented 
reality increases the growth in the tourism industry in many ways such as by enhancing the capability 
of tourists to learn and explain the data introduced to them moreover augmented reality improve the 
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engagement between tourists and tourism area (Özkul & Kumlu, 2019). In addition, augmented reality 
technology produces many chances by takings the tourism industry to a special place by adding value, 
providing tourists with a creative way to explore and discover places unknown to them also related the 
real-​life tourist with the virtual environment he looks to discover (Cibilić, Poslončec-​Petrić, & Tominić, 
2021). Augmented reality technology affects the attitude of customers in general and deciding and find-
ing knowledge of tourists in particular (Althewaynee, Hamood, & Hussein, 2022), tourist find it well to 
use their mobile augmented reality applications to join incredible experiences (Özkul & Kumlu, 2019). 
Previous studies also showed that augmented reality technology’s extra benefit to the background for 
tourism of cultural heritage keeping this contemporary and up-​to-​date will increase the interest people 
the fresh markets (Akram & Kumar, 2017).

2.2. The Impact of Augmented Reality on the Restaurant Industry

The restaurant field is one of the sectors that affected by augmented reality positively (Huang, Lin, 
Wang, & Chen, 2022). For example, restaurants always searching for new technologies to conduct be-
cause technology will reduce costs, increase relations with customers, and it could enhance customer 
experience before and after buying restaurant services (Batat, 2021). Many studies ensure a positive 
relationship between technology such as augmented reality applications and customer satisfaction with 
products and services. In addition, many studies found that augmented reality applications have become 
very important for the restaurant industry in many functions such as providing digital catalogs, ordering 
meals, and letting customers live incredible experiences (Pamuru, Khern-​am-​nuai, & Kannan, 2021). 
Furthermore, when restaurants use augmented reality technology customers will be able to see virtual 
catalogs, and meals, and discover the physical restaurant virtually so they will have live restaurant details 
before making reservations or ordering any food (Huang, Lin, Wang, & Chen, 2022). Augmented real-
ity technology influence the whole restaurant experience which affects customers ‘logic and emotions 
“factors (Jagtap, Saxena, & Salonitis, 2021). Based on previous research it is found that people who use 
augmented reality technology experience will be more related to products and firms such as the restau-
rant industry which benefits from this technology to retain, increase and satisfy their customers at the 
same time (Çöl, İmre, & Yıkmış, 2023). Moreover, many studies suppose that enhancing the restaurant’s 
experience needs to focus on new technology that meets customers’ logical and emotional perspectives 
(İmre & Yıkmış, 2023). Along with this food service provider used many kinds of technologies such 
as VR and AR, and intelligent dishes…etc. to increase consumer-​eating encounters. In addition, many 
studies indicated that technology such as augmented reality applications can increase the customer expe-
rience by raising the meal sense mentally and emotionally, also augmented reality could increase people 
using restaurant services, especially those who looking for a healthy meal (Nayak, 2020). Also, (Batat, 
2021) stated that using augmented reality increase customer meal enjoyment and wonderful experience.

2.3 The Effect of Augmented Reality Technology on Purchasing Sustainability

The term sustainability doesn’t reflect only the use of friendly environment products but also focuses 
on the creation and recyclability of products that do not harmful to the environment (Alghizzawi, Ahmed, 
Al-​Gasawneh, & Alhawamdeh, 2024). Recently technology has influenced the whole customer’s life such 
as augmented reality technology. Based on many types of research and reports it was shown that people 
prefer to buy healthy products and services which is effects positively to the environment if buying should 
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not result in extra prices which consist of money and efforts needed to find sustainable products (AL 
Hilal, 2023). In addition, the data about sustainable brands always appears on the products themselves 
or on the rack which reduces the ability for the customer to see this information (Daoud, Alqudah, Al-​
Qeed, & Al Gasawneh, 2023). Upon these limitations, sellers suggest helping customers encounter this 
problem by using technology that can be useful in both online and offline purchasing (Aboalganam, 
Alhanatleh, Al-​Okaily, Alghizzawi, Khaddam, & Almajali, 2024). Augmented reality technology per-
mits customers to live wonderful shopping experiences virtually related to a real environment and at the 
same time augmented reality gives customers information about sustainable products that could help 
them to take decisions (Alhanatleh, Alghizzawi, Alhawamdeh, Alkhlaifat, Alabaddi, & Al-​Kasasbeh, 
2024). Moreover, many studies show that people have a good image of sustainable products and brands 
which achieve long-​term environmental objectives (Mukattash, Alghizzawi, Hmeidan, Alrousan, Al 
Khasawneh, & Al-​Gasawneh, 2024). Furthermore, most buyers always looking for a simple way to use 
and buy sustainable products that do not need more cost and provide complete information about it, by 
using several technologies such as augmented reality applications (Abu-​Allan & Alghizzawi, 2024). Many 
researchers found that augmented reality technology helps customers to take more information about 
products without the need to be physically in the shop which could decrease the cost of operations and 
the uncertainty of purchasing sustainable products (Alghizzawi, Ahmed, Ezmigna, Ezmigna, & Omeish, 
2024). on the other hand, it is noticed that sustainability affects other kinds of cost by using augmented 
reality technology such as alleged financial loss or uncertainty about sustainable brands (AL Hilal, 2023).

2.4. The Impact of Augmented Reality on the Sports Marketing Sector

As we mentioned before augmented reality affects all business and marketing fields and the sports 
field is one of these sectors that augmented reality influences which enhances fun and amazement for 
customers particularly the electronic sports that show positive growth by connection with augmented 
reality technology (Goebert, 2020). Thus, augmented reality helps people to know better than they were 
by increasing their environmental view for instance augmented reality help car driver to see more. And 
to get rid of borders that could forbid driver to continue to their target by producing applications related 
to the sports sector and at this same time create strategies that have positive reflections on the marketing 
sports sector (Sawan, Eltweri, De Lucia, Cavaliere, Faccia, & Moşteanu, 2020). Moreover, many studies 
found that many people who represent sports supporters criticize the use of such kinds of technology 
in sports because they admit that sports players need to be active (Alghizzawi, Habes, Hailat, Safori, & 
Angawi, 2024). Both mentally and bodily which means that players need to move rather than depend on 
applications while augmented reality present opportunity to develop marketing sports sector by creating 
application enhancing the training techniques and enable trainers to analyze competitors (Rauschnabel, 
Babin, tom Dieck, Krey, & Jung, 2022) (B. K. Lewis & M. C. Sims, 2024). In addition, studies show that 
many sports channels begin to use augmented reality technology as a marketing tool that could enhance 
the watcher experience (K. A. Phillips & L. E. Boucher, 2024). Augmented reality facilitate collecting 
information from watcher while they watch the game and it would be useful to use in the future like Sky 
sports channel which use augmented reality technology to make analyses for the game and the teams 
which rising the service level for the audience and then reflect on the channel revenues (JINGA, 2024) 
(L. J. Turner & K. M. Ford, 2024).
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2.5. The Influence of Augmented Reality on Customer Engagement

Nowadays companies understand that keeping customers’ needs efforts and work, moreover satisfied 
customers is the initial way to help companies to save their market share so they do everything to enhance 
customer engagement (J. R. Harris, 2024) (J. M. Lee & T. K. Lyles, 2024). Along with this augmented 
reality plays a big role when it converts the customer’s virtual experience to a real relationship with 
the company and other customers (Jessen et al., 2020). Augmented reality technology leads customers 
with happy interaction and satisfaction which increases customer engagement with products and brands 
(R. F. Howard et al., 2024) (McLean & Wilson, 2019). In addition, augmented reality technology helps 
customers to rearrange their way of expenses which increases customer engagement with products and 
services this will occur when augmented reality permits the customers to test products and services be-
fore they buy (Enyejo, Obani, Afolabi, Igba, & Ibokette, 2024). Furthermore, augmented reality to see 
products and services virtually by linking them to the real environment and this will reduce the customer 
endeavor to think more about an object that looks which raises customer engagement (Bajpai & Islam, 
2022). Many studies show that augmented reality helps customers to think outside of the box when they 
decide to buy products and services with less effort and work which leads to customer engagement (Ba-
jpai & Islam, 2022). This was suggested by many studies by indicating that augmented reality not only 
affects customer intention to buy products and increases interaction and engagement with firms, but it 
also influences positively customers in terms of convenience and enjoyment (Islam, 2020). Moreover, 
as we saw in many reports augmented reality technology helps customers to convert their consumption 
habits by both searching for products and testing them before purchase.

2.6. Augmented Reality and Customer Trust

Augmented reality one of the tools the helping retailers to build customer trust and brand trust by 
allowing the customer to test the products before purchasing decision (Kang, Kim, Lee, & Lin, 2023). 
May studies investigate the relationship between the using tools such as words, video, pictures and the use 
of avatars to sell online (a kind of synthetic intelligence such as augmented reality technology) (Hussain, 
2023). And they found that using avatars in the online process will increase trust and building positive 
relationships with products because this kind of augmented reality deal with customers without bias and 
customers will not influence by their speaking as they will do when there is a human salesman (Bilgili, 
Özkul, Koç, & Ademoğlu, 2019). Moreover, many studies show that after researcher’s test what kind of 
avatar characters they should use to increase trust, interaction, and attention with customers. They found 
that animal’s characters and unfamiliar characters would be less to achieve previous animals but if the 
augmented reality producers produce avatar characters preferable and familiar with customers this will 
facilitate online sales and enhancing customer trust (Alimamy & Gnoth, 2022). In addition, many reports 
indicate that the use of avatar augmented reality technology as a sales force in online selling increased 
customer intention to buy, customer trust, and the connection between customers and firms (Alimamy 
& Gnoth, 2022). On the hand, avatar augmented reality technology could make negative sense toward 
firms’ products and services if the customer feels a kind of fear and is unconvinced when the characters 
are unfamiliar or when there is a technical problem, based on this the trust will be decreased (Huang, 
Mathews, & Chou, 2019).
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2.7. Augmented Reality and Social Media

Recently people depend rapidly on social media communications. Statistics indicate about 37% of 
the population used social media applications and this motivates firms to rely on social media (Hussain, 
1988). Customers on social media with augmented reality technology can see many different products 
and brands with the ability to make comparisons before buying and this enhances customer satisfaction 
(Ibáñez‐Sánchez, Orus, & Flavian, 2022). The world was changed from using the term word of mouth to 
electronic word of mouth, which is, could be as a picture, video, comment, or anything else that expresses 
the customer’s situation (Hussain, 1988). In addition, social media applications introduce for customer’s 
other customers’ experience of brands with a high level of trust rather than the firms (Flavián, Ibáñez-​
Sánchez, & Orús, 2021). Along with this many studies shows that augmented reality bridge the gap of 
information lack that could be generated of using social media applications (Manuri & Sanna, 2016). 
Based on this, many kinds of literature indicate that augmented reality technology consists of two primary 
elements the first one is a website that depends on geography and the second one uses computer vision 
to find indicators and then show information (Arena, Collotta, Pau, & Termine, 2022). Moreover, many 
studies show that augmented reality technology permits customers to do such things they never had the 
ability to do previously (Ibáñez‐Sánchez, Orus, & Flavian, 2022). Augmented reality technology walk side 
by side with social media application, it is considered an integration tool that helps social media users to 
increase joy and decrease uncertainty when buying products and services (Cardoso, 2019). Along with 
this many studies show that relationship between augmented reality glasses and social media especially 
its impact on electronic word of mouth and this determinist in three components (Brahmi, Hussain, & 
Khan, 1988). First of all, studies show that people look at augmented reality glasses as an amusement 
tool that could take individuals far from shopping bothers and effort. The second one, the amusement 
tool is related to augmented reality it is originally taken from amusement literature and researchers could 
expect the impact of this kind of tool on the products that appear on social media. Third, augmented 
reality glasses are primarily used for joy and that is what leads people to use these kinds of instruments 
(El-​Shamandi Ahmed, Ambika, & Belk, 2023).

2.8. Augmented Reality, Metaverse and Brand Advocacy

Moreover, studies show that integration between social media applications such as (Facebook and 
Instagram) and Metaverse augmented reality application from one side and the interaction between users 
of precious applications by giving feedback, sharing, and producing content lead to increase relationships 
with brands and brands advocacy at all (Kumar, Tuli, Singh, Arya, & Srivastava, 2024). In addition, 
the worldwide spread of mobile is a high degree between individuals and striving firms to develop 
their strategy in a way that enhances customer engagement, brand love, and brand advocacy (Bousba & 
Arya, 2022). Furthermore, many studies conducted to test the relationship between augmented reality 
technology and its impact on internet buyers, the studies found that consumers who support brands and 
products in the virtual world help to rise to interact with other people and take a positive image toward 
brands which lead to brand advocacy (Nie, 2023). According to many studies scholars define brand ad-
vocacy as positive word of mouth that comes from satisfied and loyal consumers by talking good about 
products and brands and at the same time encouraging anyone else to try them (Rauschnabel, Babin, 
tom Dieck, Krey, & Jung, 2022).
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3. CONCLUSION AND DISCUSSION

Metaverse is one of the augmented reality instruments that will let social media users test all kinds 
of products with no bias depend on male or female and developed or developing countries which means 
all people will take their chance to use this technology (Ibáñez‐Sánchez, Orus, & Flavian, 2022). As we 
mentioned before the 3D technology helps customers to see the products with more details but at the 
same, it cannot give them the benefits they could get while using. Metaverse augmented reality technology 
because it combines virtual reality and augmented reality with the ability to make a kind of combination 
between the virtual object and real environment (Arena, Collotta, Pau, & Termine, 2022). Augmented 
reality is not new technology because it presented many years ago. The first use for this technology was 
in the cinema field and then this technology developed over the years until it becomes a useful player in 
the whole field of profit and non-​profit organizations. As we notice in our research augmented reality 
effect positively on the marketing industry by helping firms to increase their sales and decrease costs. 
Moreover, augmented reality helps firms to enhance engagement and customer experience. Furthermore, 
augmented reality helps firms to deal with e marketing and e-​commerce at a high level of confidence 
and trust. Metaverse become one of the most important creative tools, which presented by the owners 
of the Facebook social media company to facilitate the customer’s life.

369



REFERENCES

Aboalganam, K., Alhanatleh, H., Al-​Okaily, M., Alghizzawi, M., Khaddam, A., & Almajali, D. (2024). 
Examining antecedents’ factors influencing the customer co-​creation value using open-​sooq app in 
Jordan. Uncertain Supply Chain Management, 12(3), 2005–2022. DOI: 10.5267/j.uscm.2024.2.005

Abu-​Allan, A., & Alghizzawi, M. (2024). Environmental Uncertainty Awareness and Organisational 
Performance: A Review and Suggestions for Future Research. Oppor. Risks AI Bus. Dev., 1, 345–355. 
DOI: 10.1007/978-​3-​031-​65203-​5_31

Akram, W., & Kumar, R. (2017). Study on role and applications of augmented reality in tourism: Its chal-
lenges and future prospects. Int. J. Adv. Res. Comput. Sci, 8(8), 168–172. DOI: 10.26483/ijarcs.v8i8.4633

Al-​Bashayreh, M., Almajali, D., Al-​Okaily, M., Masa’deh, R., & Samed Al-​Adwan, A. (2022). Evaluat-
ing Electronic Customer Relationship Management System Success: The Mediating Role of Customer 
Satisfaction. Sustainability (Basel), 14(19), 12310. DOI: 10.3390/su141912310

Al-​Ramahi, N., Kreishan, F. M., Hussain, Z., Khan, A., Alghizzawi, M., & AlWadi, B. M. (2024). 
Unlocking Sustainable Growth: The Role of Artificial Intelligence Adoption in Jordan Retail Sector, 
Moderated by Entrepreneurial Orientation. International Review of Management and Marketing, 14(6), 
143–155. DOI: 10.32479/irmm.16843

Al Shibly, M. S., & Alghizzawi, M. (2024). The Impact of Using AI in Human Resources Management-​A 
Comparison Approach. International Conference on Business and Technology, 1–10. DOI: 10.1007/978-​
3-​031-​67444-​0_1

Alameri, J., Masadeh, R., Hamadallah, E., Ismail, H. B., & Fakhouri, H. N. (2020). Students’ Perceptions 
of E-​learning platforms (Moodle, Microsoft Teams and Zoom platforms) in The University of Jordan 
Education and its Relation to self-​study and Academic Achievement During COVID-​19 pandemic. J. 
ISSN, 2692, 2800.

Alghizzawi, M. (2024). The Big Data Analysis and Digital Marketing. In Opportunities and Risks in AI 
for Business Development: Volume 2. Springer.

Alghizzawi, M., Ahmed, E., Al-​Gasawneh, J. A., & Alhawamdeh, Z. M. (2024). Corporate Governance 
Paradigm in Developing Country. Theoretical Overview. AI Revolut. Driv. Bus. Innov. Res., 2, 897–907. 
DOI: 10.1007/978-​3-​031-​54383-​8_68

Alghizzawi, M., Ahmed, E., Alhawamdeh, Z. M., & Almhaisen, F. (2024). A Key Factor in Leadership 
Style with Employee Performance: A Comparative Analysis. In The AI Revolution: Driving Business 
Innovation and Research: Volume 2. Springer. DOI: 10.1007/978-​3-​031-​54383-​8_66

Alghizzawi, M., Ahmed, E., Ezmigna, I., Ezmigna, A. A. R., & Omeish, F. (2024). The Relationship 
Between Artificial Intelligence and Digital Marketing in Business Companies. In The AI Revolution: 
Driving Business Innovation and Research: Volume 2. Springer. DOI: 10.1007/978-​3-​031-​54383-​8_67

Alghizzawi, M., Al Shibly, M. S., Ezmigna, A. A. R., Shahwan, Y., & Binsaddig, R. (2024). Corporate 
Social Responsibility and Customer Loyalty from a Literary Perspective. In Artificial Intelligence and 
Economic Sustainability in the Era of Industrial Revolution 5.0 (pp. 1083–1094). Springer.

370



Alghizzawi, M., Habes, M., Hailat, K. Q., Safori, A., & Angawi, M. (2024). Understanding the Effec-
tiveness of Digital Media Marketing on Sports Brand Loyalty: A Review. Bus. Anal. Capab. Artif. Intell. 
Anal. Appl. Challenges Digit. Era, 1, 215–225. DOI: 10.1007/978-​3-​031-​56015-​6_17

Alghizzawi, M., Omeish, F., Abdrabbo, T., Alamro, A., Al Htibat, A., & Ghani, M. A. (2024). Future 
Trends of Smartphone Application Intention to Use: Expansion of the Technology Acceptance Model. 
Int. J. Interact. Mob. Technol, 18(20), 16–36. DOI: 10.3991/ijim.v18i20.49517

Alhanatleh, H., Alghizzawi, M., Alhawamdeh, Z., Alkhlaifat, B., Alabaddi, Z., & Al-​Kasasbeh, O. 
(2024). Public value of using fintech services’ mobile applications: Citizens’ perspective in a Jordan 
setting. Uncertain Supply Chain Management, 12(2), 1317–1330. DOI: 10.5267/j.uscm.2023.11.005

Alimamy, S., & Gnoth, J. (2022). I want it my way! The effect of perceptions of personalization through 
augmented reality and online shopping on customer intentions to co-​create value. Computers in Human 
Behavior, 128, 107105. DOI: 10.1016/j.chb.2021.107105

Alnaser, F., Alghizzawi, M., Abualfalayeh, G., Omeish, F., Alharthi, S., & Al Koni, S. R. (2024). The 
Impact of Social Media Marketing Activities on Purchase Intention. International Review of Management 
and Marketing, 14(6), 288–300. DOI: 10.32479/irmm.16839

Alqurashi, D. R., Alghizzawi, M., & Al-​Hadrami, A. (2024). The Role of Social Media in Raising 
Awareness of Cybersecurity Risks. In Opportunities and Risks in AI for Business Development (Vol. 1, 
pp. 365–376). Springer. DOI: 10.1007/978-​3-​031-​65203-​5_33

Althewaynee, H. B., Hamood, M. M., & Hussein, H. A. (2022). A systematic review of using augmented 
reality in tourism between 2017 and 2021. Res. J. Anal. Inven., 3, 18–45.

Aravamudhan. (2024). The Impact of Digital Marketing on Electronic Businesses from a Supply Chain 
Perspective. Academic Press.

Arena, F., Collotta, M., Pau, G., & Termine, F. (2022). An overview of augmented reality. Computers, 
11(2), 28. DOI: 10.3390/computers11020028

Arif, M., Sultan, R., & Hussain, Z. (2022). Role of Islamic Microfinance in Socio-​economic Develop-
ment: A Case Study of Prime Minister Interest-​Free Loan Programme of Pakistan. International Journal 
of Emerging Issues in Islamic Studies, 2(2), 11–21. DOI: 10.31098/ijeiis.v2i2.1001

Bajpai, A., & Islam, T. (2022). Impact of augmented reality marketing on customer engagement, behavior, 
loyalty, and buying decisions. Cardiometry, (23), 545–553.

Batat, W. (2021). How augmented reality (AR) is transforming the restaurant sector: Investigating the 
impact of ‘Le Petit Chef’ on customers’ dining experiences. Technological Forecasting and Social 
Change, 172, 121013. DOI: 10.1016/j.techfore.2021.121013

Bilgili, B., Özkul, E., Koç, E., & Ademoğlu, M. O. (2019). An investigation of augmented reality applica-
tions from the perspectives of brand trust and purchase intentions of customers. In Contemporary issues in 
behavioral finance (pp. 53–64). Emerald Publishing Limited. DOI: 10.1108/S1569-​375920190000101005

371



Bousba, Y., & Arya, V. (2022). Let’s connect in metaverse. Brand’s new destination to increase consum-
ers’ affective brand engagement & their satisfaction and advocacy. J. Content, Community Commun., 
15(8), 276–293. DOI: 10.31620/JCCC.06.22/19

Brahmi, M., Hussain, Z., & Khan, A. (1988, May). Driving Success: Examining the Influence of In-
novation Culture on Artificial Intelligence Adoption and Firm Performance in Asian SMEs. In Annual 
International Conference on the Theory and Applications of Cryptographic Techniques (pp. 89-​105). 
Cham: Springer Nature Switzerland

Bretos, M. A., Ibáñez-​Sánchez, S., & Orús, C. (2024). Applying virtual reality and augmented reality to 
the tourism experience: A comparative literature review. Spanish Journal of Marketing -​ ESIC, 28(3), 
287–309. DOI: 10.1108/SJME-​03-​2023-​0052

Cardoso, A. L. (2019). Augmented Reality. Int. J. Eng. Manag. Sci., 4(3), 1–9.

Chung, N., Han, H., & Joun, Y. (2015). Tourists’ intention to visit a destination: The role of augmented 
reality (AR) application for a heritage site. Computers in Human Behavior, 50, 588–599. DOI: 10.1016/j.
chb.2015.02.068

Cibilić, I., Poslončec-​Petrić, V., & Tominić, K. (2021). Implementing augmented reality in tourism. 
Proceedings of the ICA, 4, 21. DOI: 10.5194/ica-​proc-​4-​21-​2021

Çöl, B. G., İmre, M., & Yıkmış, S. (2023). Virtual reality and augmented reality technologies in gas-
tronomy: A review. eFood, 4(3), e84. DOI: 10.1002/efd2.84

Cranmer, E. E., tom Dieck, M. C., & Fountoulaki, P. (2020). Exploring the value of augmented reality 
for tourism. Tourism Management Perspectives, 35, 100672. DOI: 10.1016/j.tmp.2020.100672

Daoud, Alqudah, Al-​Qeed, & Al Gasawneh. (2023). Exploring the Effectiveness of Augmented Reality 
in Enhancing Brand Engagement: A Study of Digital Marketing Strategies. Qual. to Success, 24(196).

El-​Shamandi Ahmed, K., Ambika, A., & Belk, R. (2023). Augmented reality magic mirror in the ser-
vice sector: Experiential consumption and the self. Journal of Service Management, 34(1), 56–77. DOI: 
10.1108/JOSM-​12-​2021-​0484

Enyejo, J. O., Obani, O. Q., Afolabi, O., Igba, E., & Ibokette, A. I. (2024). Effect of Augmented Reality 
(AR) and Virtual Reality (VR) experiences on customer engagement and purchase behavior in retail 
stores. Magna Sci. Adv. Res. Rev., 11(2), 132–150. DOI: 10.30574/msarr.2024.11.2.0116

Flavián, C., Ibáñez-​Sánchez, S., & Orús, C. (2021). User responses towards augmented reality face fil-
ters: Implications for social media and brands. In Augmented Reality and Virtual Reality: New Trends 
in Immersive Technology (pp. 29–42). Springer. DOI: 10.1007/978-​3-​030-​68086-​2_3

Goebert, C. (2020). Augmented reality in sport marketing: Uses and directions. Sport. Innov. J., 1, 
134–151. DOI: 10.18060/24227

Hilal, N. S. H. A. L. (2023). The impact of the use of augmented reality on online purchasing behavior 
sustainability: The Saudi consumer as a model. Sustainability (Basel), 15(6), 5448. DOI: 10.3390/
su15065448

372



Huang, T.-​L., Mathews, S., & Chou, C. Y. (2019). Enhancing online rapport experience via augmented 
reality. Journal of Services Marketing, 33(7), 851–865. DOI: 10.1108/JSM-​12-​2018-​0366

Hussain, Z. (1988, May). Enhancing Transparency and Accountability in Sadaqah Crowdfunding 
Platforms: Leveraging Blockchain Technology for Optimal User Experience. In Annual International 
Conference on the Theory and Applications of Cryptographic Techniques (pp. 351-​367). Cham: Springer 
Nature Switzerland.

Hussain, Z. (2022). The role of social entrepreneurship in Pakistan: A preliminary analysis. Journal of 
Entrepreneurship Education, 25, 1–9.

Hussain, Z. (2023). A Study of Employees’ Perceptions on Industry Revolution 5.0 and Its Advantages: 
A Case Study of the Manufacturing Industry of Pakistan. Business, Technology and Finance, 25.

Hussain, Z. (2023). The Use of Web 3.0 in University E-​learning, Quality Assurance, and Knowledge 
Management. In Advances in Distance Learning in Times of Pandemic (pp. 155-​176). Chapman and 
Hall/CRC.

Hussain, Z. (2023). Examining the impact of green marketing strategies on organizational performance 
and competitive advantage. NUST Business Review, 5(1), 1–18. DOI: 10.37435/NBR23053002

Hussain, Z. (2023). Green entrepreneurial practices among small and medium enterprises in Karachi, 
Pakistan. In Entrepreneurship and Green Finance Practices: Avenues for Sustainable Business Start-​Ups 
in Asia (pp. 47-​76). Emerald Publishing Limited.

Hussain, Z. (2024). The Role of Metaverse in Women Entrepreneurship and Economic Complexity: 
Evidence from Pakistan. Journal of Entrepreneurship and Business Venturing, 4(1).

Hussain, Z., & Khan, A. (2024). Investigating the Determinants and Consumer Preferences of Sustain-
able Consumption and Production Adoption Among Fast-​Moving Consumer Goods Manufacturers. In 
Sustainable Development Goals: The Impact of Sustainability Measures on Wellbeing (Vol. 113, pp. 
79-​92). Emerald Publishing Limited. DOI: 10.1108/S1569-​37592024000113A005

Hussain, Z., Majeed, M. U., & Khan, A. (2024). The Impact of Visual Content Marketing on Customer 
Purchasing Behavior: Evidence from Pakistan’s Fashion Industry. International Journal of Marketing, 
Communication and New Media, (14).

Hussain, Z., & Mari, A. K. (2023). Legal Protection of Customer Privacy on E-​commerce: A compara-
tive study of Iranian and American Law. International Journal of Marketing, Communication and New 
Media, (12).

Hussain, Z., Mari, I. H., & Rind, A. A. (2022). Exploring The Barriers of Artificial Intelligence Adoption 
in Digital Marketing Landscape. ULIL ALBAB: Jurnal Ilmiah Multidisiplin, 1(4), 824–835.

Ibáñez‐Sánchez, S., Orus, C., & Flavian, C. (2022). Augmented reality filters on social media. Analyz-
ing the drivers of playability based on uses and gratifications theory. Psychology and Marketing, 39(3), 
559–578. DOI: 10.1002/mar.21639

373



İmre, M., & Yıkmış, S. (2023). The Use of Augmented Reality in the Food Industry: Enhancing the Din-
ing Experience. In Impactful Technologies Transforming the Food Industry (pp. 135–155). IGI Global. 
DOI: 10.4018/978-​1-​6684-​9094-​5.ch009

Islam, A. (2020). The impact of augmented reality advertisement on customer engagement in the era of 
connnected consumers. In Handbook of Research on Innovations in Technology and Marketing for the 
Connected Consumer (pp. 289–314). IGI Global. DOI: 10.4018/978-​1-​7998-​0131-​3.ch014

Jagtap, S., Saxena, P., & Salonitis, K. (2021). Food 4.0: Implementation of the augmented reality systems 
in the food industry. Procedia CIRP, 104, 1137–1142. DOI: 10.1016/j.procir.2021.11.191

Jessen, A., Hilken, T., Chylinski, M., Mahr, D., Heller, J., Keeling, D. I., & de Ruyter, K. (2020). The 
playground effect: How augmented reality drives creative customer engagement. Journal of Business 
Research, 116, 85–98. DOI: 10.1016/j.jbusres.2020.05.002

Kang, J.-​Y. M., Kim, J.-​E., Lee, J. Y., & Lin, S. H. (2023). “How mobile augmented reality digitally 
transforms the retail sector: Examining trust in augmented reality apps and online/offline store patronage 
intention,” J. Fash. Mark. Manag.International Journal (Toronto, Ont.), 27(1), 161–181.

Khan, A., Hamid, A. B. A., Saad, N. M., Hussain, Z., & Arif, A. R. (2023). Effectiveness of artificial 
intelligence in building customer loyalty: Investigating the mediating role of chatbot in the tourism sector 
of Pakistan. International Journal of Academic Research in Business & Social Sciences, 13(9), 657–671. 
DOI: 10.6007/IJARBSS/v13-​i9/18895

Khan, A., Hussain, Z., Majeed, M. U., & Padhi, A. (2024). Analyzing the Effectiveness of Influencer 
Campaigns in Driving Customer Acquisition and Retention: Perspectives from Unilever Pakistan. In 
Advances in Data Analytics for Influencer Marketing: An Interdisciplinary Approach (pp. 241–256). 
Springer Nature Switzerland. DOI: 10.1007/978-​3-​031-​65727-​6_15

Kumar, H., Tuli, N., Singh, R. K., Arya, V., & Srivastava, R. (2024). Exploring the role of augmented 
reality as a new brand advocate. Journal of Consumer Behaviour, 23(2), 620–638. DOI: 10.1002/cb.2227

Manuri, F., & Sanna, A. (2016). A survey on applications of augmented reality.ACSIJ Adv. Comput. 
Sci. an Int. J., 5(1), 18–27.

Mari, I. H., & Hussain, Z. (2021). Climate Change in Pakistan: Govt Efforts to Reduce the Climat Change 
Threats. European Journal of Innovation in Nonformal Education, 1(1), 1-​5.

Marto, A., Gonçalves, A., Martins, J., & Bessa, M. (2019). Applying UTAUT Model for an Acceptance 
Study Alluding the Use of Augmented Reality in Archaeological Sites. In VISIGRAPP (Vol. 2, pp. 
111–120). HUCAPP.

Masa’deh, E. Y., Mufleh, M., & Alrowwad, A. (2017). The impact of ERP system’s usability on enterprise 
resource planning project implementation success via the mediating role of user satisfaction. Journal of 
Management Research, 3, 49–71.

McLean, G., & Wilson, A. (2019). Shopping in the digital world: Examining customer engagement 
through augmented reality mobile applications. Computers in Human Behavior, 101, 210–224. DOI: 
10.1016/j.chb.2019.07.002

374



Megdadi, Y., Al-​Ghalabi, R. R., Alghizzawi, M., Al Hawamdeh, T., Banyhamdan, K., Alsheikh, G. A. 
A., Megdad, Z., & Haddad, R. (2024). The relationship effect of innovation on online organizational 
learning applications and employees engagement in Jordanian public sector. J. Infrastructure, Policy 
Dev., 8(12), 6434. DOI: 10.24294/jipd.v8i12.6434

Mukattash, I. L., Alghizzawi, M., Hmeidan, T. A., Alrousan, M. K., Al Khasawneh, M., & Al-​Gasawneh, 
J. A. (2024). Consumer perception towards electric cars, an inductive study with specific reference to 
the Jordanian market. J. Infrastructure, Policy Dev., 8(8), 4690. DOI: 10.24294/jipd.v8i8.4690

Nayak, S. (2020). From electronic word of mouth to virtual and augmented reality: A case study of the 
restaurant sector in Pune, Maharashtra, India. In Managerial Challenges and Social Impacts of Virtual 
and Augmented Reality (pp. 193–210). IGI Global. DOI: 10.4018/978-​1-​7998-​2874-​7.ch012

Nie, H. (2023). Virtual Augmented Reality Advertising Based on Metaverse Platform. Inf. Syst. Econ., 
4(4), 77–81.

Özkul, E., & Kumlu, S. T. (2019). Augmented reality applications in tourism. Int. J. Contemp. Tour. 
Res., 3(2), 107–122. DOI: 10.30625/ijctr.625192

Pamuru, V., Khern-​am-​nuai, W., & Kannan, K. (2021). The impact of an augmented-​reality game on 
local businesses: A study of Pokémon Go on restaurants. Information Systems Research, 32(3), 950–966. 
DOI: 10.1287/isre.2021.1004

Rauschnabel, P. A., Babin, B. J., tom Dieck, M. C., Krey, N., & Jung, T. (2022). What is augmented 
reality marketing? Its definition, complexity, and future. In Journal of business research (Vol. 142, pp. 
1140–1150). Elsevier. DOI: 10.1016/j.jbusres.2021.12.084

Saprikis, V., Avlogiaris, G., & Katarachia, A. (2020). Determinants of the intention to adopt mobile 
augmented reality apps in shopping malls among university students. Journal of Theoretical and Applied 
Electronic Commerce Research, 16(3), 491–512. DOI: 10.3390/jtaer16030030

Sawan, N., Eltweri, A., De Lucia, C., Pio Leonardo Cavaliere, L., Faccia, A., & Roxana Moşteanu, N. 
(2020). Mixed and augmented reality applications in the sport industry. Proceedings of the 2020 2nd Inter-
national Conference on E-​Business and E-​commerce Engineering, 55–59. DOI: 10.1145/3446922.3446932

Yassine, F. L. Y. A., Maaitah, T. A., Maaitah, D. A., & Al-​Gasawneh, J. A. (2022). Impact of COVID-​19 
on the university education system in Jordan. Journal of Southwest Jiaotong University, 57(1), 649–663. 
DOI: 10.35741/issn.0258-​2724.57.1.58

375




