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ABSTRACT 

In an increasingly competitive and digital-centric business environment, immersive technologies—

particularly Augmented Reality (AR) and Virtual Reality (VR)—are transforming how brands build equity 

and engage with consumers. This literature review examines the impact of AR and VR on brand equity through 

five key dimensions: Customer Experience, Marketing, Purchase Intention, Social Media, and Customer 

Satisfaction. These factors were analyzed in relation to five brand equity outcomes: Customer Loyalty, Brand 

Awareness, Actual Purchase Behavior, Social Activism, and Competitive Advantage. 

Through systematic review of over 300 academic publications spanning 2013-2025, this study employs 

thematic synthesis grounded in Keller's (1993) Customer-Based Brand Equity (CBBE) model. Findings reveal 

that all five dimensions significantly influence brand equity outcomes, with Social Media emerging as the 

most dominant factor in contemporary AR/VR branding. The research demonstrates that brand equity in the 

AR/VR era develops through real-time, interactive, and socially validated immersive experiences, with new 

drivers including immersion, telepresence, usability, privacy, and digital trust. This review provides scholars 

and marketers with an empirically supported framework to leverage immersive technologies for building 

competitive brand equity. 

 

KEYWORDS: Brand equity, augmented reality, virtual reality, customer experience, social media, customer 

satisfaction, CBBE model, literature review 

 

INTRODUCTION 

The contemporary business landscape is characterized by intensifying competition and accelerating digital 

transformation. Brands face mounting pressure to deploy innovative technologies that differentiate their 

offerings and forge stronger connections with target audiences. Among the most transformative innovations 

are immersive technologies—specifically Augmented Reality (AR) and Virtual Reality (VR)—which 

fundamentally reshape brand-customer interactions and brand equity formation mechanisms. 

 

The global AR/VR market demonstrates remarkable growth, projected to expand from $30.7 billion in 2021 

to $296 billion by 2025. This exponential growth reflects increasing recognition of immersive technologies' 

potential to transform consumer engagement and brand building strategies. 

 

Augmented Reality (AR) is software-based technology augmenting real-world environments with digital 

information including images, sounds, and interactive media through devices such as smartphones, tablets, or 

AR glasses. Applications are prevalent in retail, cosmetics, and fashion sectors, where consumers virtually try 

products before purchase. Research by Deloitte (2022) reveals that 71% of consumers believe AR enables 

them to learn more about product features, with AR experiences enhancing user interaction levels by up to 

70% compared to traditional digital formats. 

 

Virtual Reality (VR) is immersion technology whereby users experience simulated environments and interact 

within three-dimensional digital space via headsets and motion controllers. Unlike AR which augments reality, 

VR creates entirely alternative virtual worlds. Brands leverage VR for exclusive experiences including virtual 

tours, product simulations, and interactive storytelling. According to PwC (2023), VR increases purchase 
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confidence by 25% and brand recall by over 30%. 

 

Brand equity represents the differential effect that brand knowledge has on consumer response to marketing 

activities. Following Aaker (1991) and Keller (1993), brand equity encompasses the value a brand holds in 

customers' minds and its ability to command price premiums. In the digital age, immersive technologies offer 

unprecedented opportunities to build and strengthen this equity through engaging, memorable experiences. 

Despite growing industry adoption by organizations such as IKEA, Nike, Sephora, and Marriott, systematic 

empirical research examining how AR and VR specifically impact brand equity remains limited. This study 

addresses this gap by examining how AR and VR influence brand equity through five key factors: Customer 

Experience, Marketing effectiveness, Purchase Intention, Social Media engagement, and Customer 

Satisfaction. 

 

The present study addresses five research questions: 

 How do AR/VR technologies enhance customer experience and impact brand equity? 

 How can strategic AR/VR integration into marketing enhance brand equity? 

 What relationship exists between AR/VR, purchase intentions, and brand equity? 

 How do AR/VR-enabled social media activities influence brand equity? 

 How does customer satisfaction mediated by AR/VR contribute to brand equity? 

 

RESEARCH OBJECTIVES 

Based on comprehensive literature review, this study pursues the following objectives: 

1. To examine the relationship between Customer Experience in AR/VR environments and brand equity 

outcomes 

2. To investigate how Marketing strategies utilizing AR/VR technologies influence brand equity 

3. To analyze the impact of Purchase Intention shaped by AR/VR experiences on brand equity dimensions 

4. To assess the role of Social Media integration with AR/VR in driving brand equity 

5. To evaluate the influence of Customer Satisfaction derived from AR/VR interactions on brand equity 

 

THEORETICAL FRAMEWORK 

A. Literature Review Methodology 

The literature review was conducted using multiple academic databases including Science Direct, Research 

Gate, Google Scholar, ProQuest, and EBSCOhost. Journals examined included Journal of Marketing, 

International Journal of Professional Business Review, Sustainability, Journal of Retailing and Consumer 

Services, and Journal of Business Research. 

 

The review encompassed over 300 academic articles, with 90% of research sourced from publications between 

2013-2025. Search terms included combinations of AR, VR, brand equity, customer experience, marketing, 

purchase intention, social media, and customer satisfaction. Inclusion criteria focused on peer-reviewed 

empirical studies, conceptual papers, and systematic reviews published in English with clear relevance to 

AR/VR and brand equity dimensions. 

 

B. Customer-Based Brand Equity Model 

This study employs Keller's (1993) Customer-Based Brand Equity (CBBE) model as its theoretical foundation. 

The CBBE framework conceptualizes brand equity as existing in consumers' minds, structured as a four-level 

pyramid: Brand Identity (awareness), Brand Meaning (associations), Brand Response (quality perceptions), 

and Brand Resonance (loyalty). 
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Figure 1: Keller's CBBE Model Applied to AR/VR Context 

 

The CBBE model adapted for AR/VR contexts reveals fundamental shifts: 

 Brand Awareness: Enhanced through AR filters, VR storytelling, and immersive brand experiences 

creating memorable first impressions 

 Brand Associations: Emotional connections developed through telepresence, gamification, 

interactive demonstrations, and personalized virtual experiences 

 Perceived Quality: Quality perceptions formed through interactive features, usability of AR/VR 

interfaces, seamless user experience, and digital trust 

 Brand Loyalty: Deep loyalty developed through satisfying immersive experiences, social activism, 

community engagement, and ongoing interactive relationships 

This theoretical framework provides the foundation for understanding how AR/VR technologies accelerate 

consumer progression through the brand equity hierarchy, with immersive experiences simultaneously 

impacting multiple levels and compressing traditional brand-building timelines. 

 

C. Research Variables 

Based on comprehensive literature review, the study developed a conceptual model incorporating five 

independent variables and one dependent variable with five outcome indicators. 

 

Table I: Independent Variables and Sub-Variables 

Variable Sub-Variables Key Literature Sources 

Customer 

Experience (CE) 

Immersion, Adoption, Loyalty, Familiarity, 

Customer Behavior 

Rose, Nam & Chen (2018); Bonetti et al. 

(2019); Hudson et al. (2019) 

Marketing (MA) 
Customer Journey, Engagement, 

Generation, Metaverse, Telepresence 

Hinsch, Felix & Rauschnabel (2020); 

Rainoldi et al. (2018) 

Purchase Intention 

(PI) 

Advertising, Demographics, E-commerce, 

Gender, Trust 

Tsai et al. (2020); Syed et al. (2021); 

Alnasser (2024) 

http://www.periodicos.ulbra.br/index.php/acta/
https://www.periodicos.ulbra.org/index.php/acta/article/view/588


         ISSN: 2178-7727 

 

105 

 

 

Acta Sci., 27(1), 2026 

DOI: 10.22178/acta.27.1.9 

 

Variable Sub-Variables Key Literature Sources 

Social Media (SM) 
Design, Emotions, Games, Health, 

Technology 

Nirmala et al. (2024); Harley et al. (2016); 

Thakkar et al. (2023) 

Customer 

Satisfaction (CS) 

Personality Traits, Privacy, Sale, Usability, 

User Experience 

Thorp et al. (2023); Poushneh (2018); Saab 

et al. (2018) 

 

Customer Experience (CE) encompasses the holistic quality of consumer interactions with AR/VR brand 

touchpoints, including immersion depth, technology adoption, loyalty formation, familiarity, and observable 

behavioral responses. 

 

Marketing (MA) captures strategic deployment and effectiveness of AR/VR in marketing communications 

across customer journey stages, engagement quality, generational differences, metaverse opportunities, and 

telepresence sensations. 

 

Purchase Intention (PI) reflects consumer propensity to purchase following AR/VR brand exposure, 

examining advertising effectiveness, demographic variations, e-commerce integration, gender differences, and 

trust building. 

 

Social Media (SM) examines integration of AR/VR experiences with social platforms, including design 

elements, emotional responses, gamification, health applications, and platform technological capabilities. 

 

Customer Satisfaction (CS) measures overall contentment with AR/VR brand interactions, considering 

personality traits, privacy concerns, purchase satisfaction, usability, and holistic user experience quality. 

 

Table II: Dependent Variable - Brand Equity Outcomes 

Outcome Indicator Description 
Key Literature 

Source 

Customer Loyalty (OM1) 
Repeat engagement and brand commitment through 

AR/VR 
Bajpai & Islam (2022) 

Brand Awareness (OM2) Recognition and recall via immersive experiences Lupinek et al. (2021) 

Actual Purchase (OM3) Conversion of intention to transaction through AR/VR Ahmed et al. (2023) 

Social Activism (OM4) Brand advocacy and word-of-mouth driven by AR/VR Silva et al. (2022) 

Competitive Advantage 

(OM5) 

Differentiation and superior positioning through 

AR/VR 

Mardatillah et al. 

(2024) 

The dependent variable "Effects of AR/VR on Brand Equity" (OM) is operationalized through five outcome 

indicators that collectively capture the multidimensional nature of brand equity in immersive technology 

contexts. 
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D. Conceptual Research Model 

 
Figure 2: Conceptual Research Model 

 

The conceptual model illustrates hypothesized relationships between independent variables (Customer 

Experience, Marketing, Purchase Intention, Social Media, Customer Satisfaction) and the dependent variable 

(Brand Equity Outcomes), incorporating both direct and mediating effects. The model structure reflects the 

theoretical proposition that AR/VR technologies influence brand equity through both direct pathways and 

indirect mechanisms mediated by consumer-centric factors. 

 

E. Research Hypotheses 

Based on literature review and theoretical framework, 13 hypotheses were developed examining direct and 

indirect relationships: 

 

Direct Effect Hypotheses: 
 H1: Customer Experience in AR/VR environments positively influences Brand Equity (Schultz & 

Kumar, 2024; Vo et al., 2022) 

 H2: Marketing utilizing AR/VR technologies positively influences Brand Equity (Rejeb, Rejeb, & 

Treiblmaier, 2023; Söderström et al., 2024) 

 H3: Purchase Intention formed through AR/VR experiences positively influences Brand Equity 

(Leung et al., 2019; Liu & Napitupulu, 2022) 

 H4: Social Media integration with AR/VR positively influences Brand Equity (Sinha & Srivastava, 

2022; Kumar & Agarwal, 2023) 
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 H5: Customer Satisfaction from AR/VR interactions positively influences Brand Equity (Fiorentino et 

al., 2022; Enyejo et al., 2024) 

  

Mediating Effect Hypotheses: 
 H6: Customer Satisfaction mediates the relationship between Customer Experience and Brand Equity 

 H7: Customer Experience mediates the relationship between Marketing and Brand Equity 

 H8: Purchase Intention mediates the relationship between Marketing and Brand Equity 

 H9: Customer Satisfaction mediates the relationship between Marketing and Brand Equity 

 H10: Customer Experience mediates the relationship between Social Media and Brand Equity 

 H11: Marketing mediates the relationship between Social Media and Brand Equity 

 H12: Purchase Intention mediates the relationship between Social Media and Brand Equity 

 H13: Customer Satisfaction mediates the relationship between Social Media and Brand Equity 

 

METHODOLOGY 

A. Research Philosophy and Approach 

This study employs a systematic literature review methodology grounded in interpretive philosophy. The 

research follows a deductive approach, moving from theoretical framework to empirical evidence synthesis. 

The review strategy utilizes thematic synthesis, selected for its ability to systematically integrate findings from 

multiple studies while preserving contextual richness. 

 

B. Research Design 

The study employs a comprehensive literature review design, examining publications from 2013-2025 to 

capture the evolution of AR/VR branding scholarship. This temporal scope enables analysis of both 

foundational research and emerging trends while acknowledging that consumer perceptions and AR/VR 

technologies represent a "moving target" in this rapidly evolving domain. 

 
Figure 3: Research Process Flow 
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The systematic research process ensures methodological rigor from conceptualization through analysis and 

interpretation, following established scientific inquiry protocols including: problem identification, literature 

search, screening and selection, data extraction, thematic analysis, and synthesis. 

 

C. Data Extraction and Thematic Analysis 

An Excel spreadsheet systematically catalogued literature according to author(s), publication year, research 

methodology, geographic context, key constructs, main findings, theoretical frameworks, and limitations. The 

study employed thematic synthesis proceeding through: (1) familiarization with selected articles, (2) line-by-

line coding of findings related to the five key dimensions and brand equity outcomes, (3) grouping codes into 

descriptive themes, (4) organizing themes into the conceptual model structure, and (5) integrating findings to 

address research questions. 

 

The analysis employed Keller's (1993) CBBE model as the primary theoretical lens, examining how existing 

literature supports or extends this framework in AR/VR contexts. Additional theoretical perspectives included 

experiential marketing theory, technology acceptance models, and social influence theories. 

 

LITERATURE SYNTHESIS AND FINDINGS 

A. Customer Experience and Brand Equity 

Literature reveals substantial consensus that customer experience in AR/VR environments fundamentally 

shapes brand equity outcomes through multiple mechanisms. 

 

Immersion as Core Experience Dimension: Rose, Nam, and Chen (2018) establish immersion as the 

foundational element of AR/VR customer experience, defining it as the depth of psychological engagement 

consumers achieve with virtual environments. Mitrović et al. (2024) extend this understanding by examining 

how AR-induced flow states enhance brand experience quality, indicating that brands achieving high 

immersion levels benefit from stronger emotional connections and differentiated positioning. Schultz and 

Kumar (2024) argue that immersion enables brands to compress traditional brand-building timelines by 

delivering concentrated experiential value. 

 

Technology Adoption and Familiarity: Consumer familiarity with AR/VR technologies emerges as a critical 

moderator of brand experience quality. Gong and Park (2023) demonstrate that prior exposure enhances 

subsequent brand interactions by reducing cognitive load, while Fares et al. (2024) identify adoption readiness 

as a key determinant of effectiveness, revealing that early adopters experience significantly stronger brand 

equity effects compared to reluctant users. 

 

Loyalty Formation Through Immersive Engagement: Mohaghegh et al. (2022) examine how repeated 

AR/VR brand interactions cultivate loyalty through habit formation and psychological attachment, with their 

longitudinal analysis revealing that consumers who regularly engage with brand AR/VR experiences 

demonstrate 40% higher repurchase intentions. Bonetti et al. (2019) identify emotional satisfaction as the 

mediating mechanism linking AR/VR experiences to loyalty outcomes. 

Synthesis: Literature converges on the proposition that customer experience in AR/VR environments 

positively influences brand equity (H1). This relationship is strongest when experiences achieve deep 

immersion, align with consumer technology readiness, and deliver satisfaction that translates into loyalty 

behaviors. 

 

B. Marketing Strategies and Brand Equity 

Scholarly examination reveals AR/VR technologies fundamentally transform marketing effectiveness across 

the customer journey while introducing novel strategic considerations. 

 

Customer Journey Integration: Kostyk and Sheng (2023) demonstrate that AR/VR deployment across 

multiple customer journey stages generates synergistic brand equity effects, identifying optimal applications 
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at each stage: awareness (immersive storytelling), consideration (virtual trials), purchase (visualization tools), 

and post-purchase (usage tutorials and community engagement). Brengman et al. (2022) provide evidence that 

brands employing AR/VR at three or more journey stages achieve 65% stronger brand equity outcomes 

compared to single-touchpoint implementations. 

 

Engagement and Interactivity: Interactive engagement emerges as the primary mechanism through which 

AR/VR marketing builds brand equity. Rejeb, Rejeb, and Treiblmaier (2023) establish that AR/VR's unique 

value lies in transforming passive message reception into active brand co-creation. Söderström et al. (2024) 

demonstrate that engagement intensity predicts brand equity outcomes more accurately than simple exposure 

metrics, while Hinsch, Felix, and Rauschnabel (2020) identify a curvilinear relationship where moderate 

complexity maximizes engagement. 

 

Telepresence and Virtual Environments: Hyun and O'Keefe (2012) introduce telepresence—the sensation 

of "being there" in virtual brand environments—as a distinctive AR/VR marketing capability, demonstrating 

that telepresence intensity directly correlates with brand attitude formation and purchase intention strength. 

Maziriri et al. (2023) examine generational differences, finding younger consumers particularly susceptible to 

virtual environment influence. 

 

Metaverse Marketing Opportunities: Hennig-Thurau et al. (2022) position the emerging metaverse as the 

next frontier for AR/VR brand building, enabling persistent virtual brand presence, user-generated content 

integration, and community-based equity formation through virtual storefronts, branded virtual goods, and 

sponsored virtual events. 

 

Synthesis: Research strongly supports the proposition that marketing utilizing AR/VR technologies positively 

influences brand equity (H2). Strategic deployment across customer journeys, design for engagement, creation 

of telepresence sensations, and early metaverse positioning emerge as key success factors. 

 

C. Purchase Intention and Brand Equity 

The relationship between AR/VR-influenced purchase intentions and brand equity represents a critical 

commercial outcome examined extensively in recent literature. 

 

Advertising Effectiveness: Tsai et al. (2020) demonstrate that AR/VR advertising significantly outperforms 

traditional formats, with experimental comparisons revealing 45% higher purchase intention scores for AR-

enabled product presentations versus static imagery. The advertising advantage stems from experiential 

learning where consumers develop product understanding through virtual interaction. Lupinek et al. (2021) 

examine VR in-game advertising, finding immersive brand placements generate both immediate purchase 

intentions and delayed brand equity through positive associations. 

 

E-commerce Integration: Syed et al. (2021) identify AR/VR as transformative technologies for e-commerce 

by addressing the fundamental limitation of online shopping: inability to physically examine products. Virtual 

try-on applications, 3D product visualization, and virtual showrooms enable consumers to approximate 

physical retail evaluation processes in digital environments, with Ahmed et al. (2023) confirming that fashion, 

cosmetics, furniture, and automotive categories experience the strongest conversion rate improvements. 

 

Trust and Perceived Risk Reduction: Alnasser (2024) establishes trust as the critical mediator linking 

AR/VR experiences to purchase intentions, with immersive product demonstrations reducing information 

asymmetry. Liu and Napitupulu (2022) identify a reciprocal relationship where AR/VR experiences build trust 

that facilitates purchase intentions, while successful purchases strengthen brand trust for future transactions. 

 

Demographic Considerations: Abbott (2021) reveals significant gender differences with female consumers 

demonstrating stronger responses to virtual try-on applications while male consumers respond more intensely 
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to technical demonstrations. Andersen and Schreck (2018) examine demographic variations, finding younger 

consumers (18-35) exhibit greater willingness to base purchase decisions on AR/VR experiences. 

 

Synthesis: Literature comprehensively supports the proposition that purchase intention formed through 

AR/VR experiences positively influences brand equity (H3). The mechanism operates through enhanced 

product understanding, risk reduction, trust building, and confidence generation. 

 

D. Social Media Integration and Brand Equity 

The intersection of AR/VR technologies with social media platforms emerges as perhaps the most powerful 

brand equity driver in contemporary literature, characterized by viral amplification, community validation, 

and user-generated content proliferation. 

 

Design and Visual Appeal: Nirmala et al. (2024) establish that visual design quality of AR filters and VR 

social experiences fundamentally determines sharing behavior and viral potential, with aesthetically 

sophisticated, Instagram-worthy AR effects generating exponentially higher user-generated content volumes. 

The design imperative reflects social media's visual nature: users share AR/VR experiences primarily to 

project desired identities and entertain networks rather than for functional utility. 

 

Emotional Resonance and Shareability: Harley et al. (2016) identify emotional intensity as the primary 

sharing motivation for AR/VR social content, with experiences generating strong emotions triggering social 

broadcasting behaviors that amplify brand reach through network effects. Kumar and Agarwal (2023) 

demonstrate that user-generated AR/VR content produces stronger brand equity effects than brand-created 

content, as peer-generated material carries implicit endorsement and authenticity signals. 

 

Gamification and Interactive Elements: Thakkar et al. (2023) establish gamification as a critical success 

factor for social AR/VR experiences, with game-like elements dramatically increasing engagement duration 

and return frequency. Sinha and Srivastava (2022) identify viral game mechanics—challenges easily 

replicated and shared across networks—as particularly effective brand equity builders, generating organic 

participation waves that substantially exceed branded hashtag campaigns. 

 

Technology Platforms and Accessibility: Jurgenson (2012) examines how platform technological 

capabilities constrain or enable social AR/VR brand experiences, with smartphone-based AR proving most 

accessible due to universal device availability. Platform selection involves reach-depth tradeoffs: mobile AR 

maximizes audience size but delivers lighter experiences, while VR headsets restrict audiences but enable 

transformative engagement. 

 

Health and Wellness Applications: Hilty et al. (2020) identify health and wellness as emerging categories 

for social AR/VR brand experiences, with fitness challenges, meditation environments, and mental health 

support applications generating particularly strong community engagement and brand affinity through 

authentic value delivery. 

 

Synthesis: Literature provides overwhelming support for the proposition that social media integration with 

AR/VR positively influences brand equity (H4). This emerges as the dominant relationship in contemporary 

AR/VR branding, driven by viral amplification mechanics, peer validation effects, user-generated content 

proliferation, and community formation dynamics. 

 

E. Customer Satisfaction and Brand Equity 

Customer satisfaction derived from AR/VR interactions represents a fundamental antecedent of brand equity, 

operating through both direct attitudinal effects and behavioral reinforcement mechanisms. 

 

Usability and Interface Design: Saab et al. (2018) establish usability as the primary determinant of AR/VR 

http://www.periodicos.ulbra.br/index.php/acta/
https://www.periodicos.ulbra.org/index.php/acta/article/view/588


         ISSN: 2178-7727 

 

111 

 

 

Acta Sci., 27(1), 2026 

DOI: 10.22178/acta.27.1.9 

 

satisfaction, with interface intuitiveness, navigation ease, and technical reliability fundamentally shaping user 

contentment. The usability imperative reflects cognitive load principles: seamless, intuitive interfaces enable 

focus on brand messaging rather than operation mechanics. Dirin and Laine (2018) demonstrate satisfaction-

usability relationships strengthen with user diversity, as mainstream consumers require effortless operation to 

achieve satisfaction. 

 

User Experience Quality: Fiorentino et al. (2022) conceptualize user experience as holistic interaction quality 

encompassing functional performance, aesthetic pleasure, emotional resonance, and goal achievement, 

revealing user experience explains greater satisfaction variance than individual feature evaluations. Enyejo et 

al. (2024) identify user experience consistency as critical for satisfaction maintenance, with brands required 

to deliver reliable quality across repeated interactions. 

 

Privacy and Data Security: Poushneh (2018) highlights privacy concerns as significant satisfaction inhibitors 

in AR/VR contexts, with consumers expressing discomfort regarding data collection extent, usage 

transparency, and security adequacy. The privacy challenge stems from AR/VR's inherent data intensity, 

capturing behavioral, biometric, and environmental information exceeding traditional digital interactions. 

 

Purchase Satisfaction: Mbonigaba Celestin et al. (2024) examine satisfaction with AR/VR-facilitated 

purchases, finding that accurate virtual product representations matching physical reality generate high 

satisfaction and brand trust, while mismatches create dissatisfaction and equity damage. Purchase satisfaction 

creates positive feedback loops where satisfied customers develop confidence in AR/VR evaluation methods. 

 

Personality Trait Moderators: Thorp et al. (2023) identify individual personality differences as significant 

satisfaction moderators in AR/VR contexts, with traits including openness to experience, sensation seeking, 

and technology optimism predicting satisfaction levels even when controlling for objective experience quality. 

 

Synthesis: Literature consistently supports the proposition that customer satisfaction from AR/VR interactions 

positively influences brand equity (H5). Satisfaction formation depends critically on usability, holistic user 

experience quality, privacy protection, purchase accuracy, and personality-technology alignment. 

 

F. Mediating Mechanisms 

Beyond direct relationships, literature extensively examines indirect pathways through which AR/VR factors 

influence brand equity via mediating mechanisms. 

 

Customer Experience as Mediator: Research demonstrates customer experience mediates relationships 

between marketing strategies and brand equity outcomes. Schultz and Kumar (2024) show effective AR/VR 

marketing generates brand equity primarily through enhanced customer experience quality rather than direct 

exposure effects. Similarly, customer experience mediates social media effects, with Vo et al. (2022) 

demonstrating social AR/VR content generates equity through improved experience quality that users 

subsequently share. 

 

Purchase Intention as Mediator: Purchase intention mediates marketing and social media effects on brand 

equity by providing concrete behavioral validation of brand preference. Leung et al. (2019) reveal intention 

formation itself contributes to equity by increasing brand consideration set inclusion, attention allocation, and 

information processing depth, creating sustained attention advantages. 

 

Customer Satisfaction as Mediator: Customer satisfaction mediates multiple relationships in AR/VR brand 

equity formation. Liu and Napitupulu (2022) demonstrate marketing effectiveness depends substantially on 

satisfaction delivery, while Fiorentino et al. (2022) identify satisfaction as particularly critical for converting 

social media engagement into brand equity, with satisfying experiences producing enthusiastic word-of-mouth 

amplifying equity effects. 

http://www.periodicos.ulbra.br/index.php/acta/
https://www.periodicos.ulbra.org/index.php/acta/article/view/588


         ISSN: 2178-7727 

 

112 

 

 

Acta Sci., 27(1), 2026 

DOI: 10.22178/acta.27.1.9 

 

Integrated Pathway Model: Contemporary literature increasingly recognizes AR/VR brand equity formation 

as multi-pathway phenomena operating through complex interaction networks. Enyejo et al. (2024) propose 

integrated models where independent factors influence equity both directly and through multiple mediating 

chains simultaneously, implying successful strategies must optimize multiple mechanisms concurrently. 

Synthesis: Literature provides substantial support for mediating relationship hypotheses (H6-H13). Customer 

experience, purchase intention, and customer satisfaction mediate effects of marketing and social media on 

brand equity through distinct but complementary mechanisms, with successful AR/VR strategies recognizing 

and optimizing these pathways simultaneously. 

 

THEORETICAL IMPLICATIONS 

A. Evolution of Brand Equity Formation 

The synthesis of AR/VR branding literature reveals fundamental evolution in brand equity formation 

mechanisms compared to traditional marketing paradigms. While Keller's (1993) CBBE model provides 

valuable theoretical foundation, it requires extension to accommodate immersive technology transformations. 

 

Accelerated Brand Building Timelines: Traditional brand equity formation follows gradual accumulation 

through repeated exposure and incremental preference building. AR/VR literature demonstrates immersive 

technologies compress these timelines by delivering concentrated experiential value creating strong brand 

associations through single encounters. Mitrović et al. (2024) document cases where memorable AR/VR brand 

experiences generate loyalty levels previously requiring years of customer relationship cultivation. 

 

From Passive Reception to Active Co-Creation: Traditional brand equity models assume passive consumer 

reception of brand communications. AR/VR literature reveals brand equity increasingly forms through active 

consumer participation where users co-create brand meaning through immersive interactions. Rejeb, Rejeb, 

and Treiblmaier (2023) argue this shift from communication to collaboration fundamentally alters brand equity 

composition, with consumers perceiving brands they actively engage with as personally relevant partners. 

 

Social Validation as Equity Amplifier: Traditional brand equity models emphasize individual consumer 

perceptions with social influence acknowledged but not central. AR/VR literature elevates social validation to 

primary importance, with social media integration emerging as the dominant equity driver. Sinha and 

Srivastava (2022) demonstrate contemporary consumers forming brand perceptions primarily through peer 

experiences and recommendations rather than corporate communications. 

 

B. Extended CBBE Framework for AR/VR 

Building on identified transformations, the literature synthesis supports an extended CBBE framework 

specifically adapted for AR/VR contexts: 

 

Table III: CBBE Model Extension for AR/VR Context 

CBBE 

Dimension 
Traditional Context AR/VR Context Shift Supporting Evidence 

Brand 

Awareness 

Exposure through marketing 

communications 

Immersion via AR/VR 

experiences + Social Media 

amplification 

Rose, Nam & Chen (2018); 

Nirmala et al. (2024) 

Brand 

Associations 
Brand image via messaging 

Telepresence sensations + 

Gamification elements 

Hyun & O'Keefe (2012); 

Thakkar et al. (2023) 

Perceived 

Quality 

Functional excellence 

evaluation 

Usability + User Experience 

assessment 

Saab et al. (2018); 

Fiorentino et al. (2022) 

Brand Loyalty Repeat purchase behavior 
Satisfaction-driven loyalty + 

Social Activism 

Mohaghegh et al. (2022); 

Bajpai & Islam (2022) 
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New CBBE Antecedents in AR/VR Contexts: The literature identifies several novel brand equity 

antecedents specific to immersive technology contexts: Immersion Depth (psychological engagement 

intensity), Telepresence Quality (sensation of "being present" in virtual environments), Interface Usability 

(seamless operation as essential quality dimension), Privacy Protection (data security as critical trust 

foundation), Social Shareability (ease and motivation for sharing determining viral amplification), and  

 

Digital Trust (consumer confidence in AR/VR evaluation accuracy). 

 

C. Theoretical Contributions 

This literature synthesis makes several theoretical contributions to brand equity scholarship: 

 

Framework Extension: The study extends Keller's CBBE model for the immersive technology era by 

identifying new equity antecedents and transformed traditional antecedents, demonstrating that AR/VR-

adapted frameworks better explain and predict outcomes than direct application of traditional frameworks. 

 

Mechanism Specification: The synthesis clarifies mechanisms through which AR/VR builds brand equity, 

demonstrating that effects operate through both direct pathways and multiple mediating chains, enabling more 

precise strategic intervention. 

 

Relative Importance Hierarchy: By synthesizing diverse empirical findings, the review establishes 

preliminary hierarchies of factor importance, with social media integration, customer satisfaction, and user 

experience emerging as primary drivers, providing strategic prioritization guidance. 

 

Integration with Experiential Marketing Theory: The AR/VR brand equity literature aligns closely with 

experiential marketing theory emphasizing consumer experience quality over product features. Schmitt's 

(1999) experiential marketing framework identifies five experience dimensions—sensory, emotional, 

cognitive, physical, and social—all of which AR/VR technologies can simultaneously engage. Pine and 

Gilmore's (1998) experience economy framework receives strong validation, with their progression from 

commodities to goods to services to experiences accurately describing brand equity evolution in immersive 

technology contexts. 

 

PRACTICAL IMPLICATIONS 

The literature synthesis yields actionable insights for practitioners seeking to leverage AR/VR technologies 

for brand equity enhancement. 

 

A. Strategic Imperatives 

Prioritize Social Integration Over Technical Sophistication: Literature consistently demonstrates social 

media integration drives brand equity more powerfully than technological sophistication. Managers should 

design AR/VR experiences with inherent shareability, social connectivity, and viral amplification potential as 

primary objectives, requiring collaboration between technical developers and social media strategists from 

project inception. 

 

Design for Usability Above All: Interface usability emerges as the primary satisfaction determinant and 

critical equity foundation. Brands must invest in extensive usability testing across diverse devices and user 

skill levels, refining interfaces until operation feels effortless, as simple, reliable experiences outperform 

complex, glitch-prone alternatives. 

 

Optimize for Mobile AR Accessibility: Given smartphone dominance as AR delivery platform, brands 

should prioritize mobile AR development over headset-based VR unless targeting niche enthusiast segments, 

maximizing reach while delivering sufficient immersion for most brand building objectives. 
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Build Trust Through Privacy Transparency: Privacy concerns inhibit AR/VR adoption and satisfaction 

among significant consumer segments. Brands must implement transparent data practices, meaningful consent 

processes, and robust security measures while clearly communicating privacy protections, positioning brands 

as consumer advocates rather than data exploiters. 

 

B. Investment Prioritization Framework 

Given resource constraints requiring strategic allocation decisions, the literature suggests the following 

prioritization: 

1. Mobile AR with Social Integration - Highest equity return potential due to combining accessibility, 

engagement, and amplification; suitable for most brands 

2. E-commerce AR Tools - Strong ROI for retail brands through conversion facilitation; particularly 

effective for fashion, cosmetics, furniture, and automotive 

3. Branded Social AR Filters - Lower development cost with high viral potential; suitable for brands 

targeting younger demographics 

4. VR Brand Experiences - Higher development cost with limited reach but stronger immersion; suitable 

for premium brands and experiential products 

5. Metaverse Presence - Emerging opportunity requiring early positioning but facing platform 

uncertainty 

 

C. Risk Mitigation 

Literature identifies several risks requiring proactive management: Technology Obsolescence (mitigate 

through platform-agnostic development and modular architecture), Privacy Backlash (mitigate through 

conservative data collection and transparent communication), Experience Quality Variation (mitigate 

through baseline standards and graceful degradation), and Competitive Imitation (mitigate through 

continuous innovation and ecosystem integration). 

 

LIMITATIONS AND FUTURE RESEARCH 

A. Study Limitations 

Geographic Concentration: The synthesized literature demonstrates concentration in developed markets and 

specific APAC countries, particularly India, constraining generalizability to other regions including Africa, 

Latin America, and Middle East. 

 

Demographic Skew: Reviewed studies predominantly examine young, technology-engaged populations (18-

35 age range), with literature addressing older demographics, technology-reluctant segments, and 

socioeconomically disadvantaged populations remaining sparse. 

 

Temporal Limitations: As cross-sectional studies dominate the literature, longitudinal understanding of 

AR/VR brand equity evolution remains underdeveloped, with questions regarding novelty effect persistence 

and long-term equity sustainability requiring temporal examination. 

 

Industry Variation: Literature concentrates on certain sectors (retail, tourism, cosmetics, gaming) while 

examining others minimally (healthcare, education, financial services, B2B), with industry-specific 

mechanisms potentially varying more substantially than current literature reveals. 

 

B. Future Research Directions 

Longitudinal Studies: Research tracking AR/VR brand equity effects over extended periods (3-5 years) 

would illuminate whether initial equity gains persist as technologies become mainstream, how repeated 

engagement influences brand relationships, and what factors determine sustainable versus temporary 

competitive advantages. 

 

Cross-Cultural Comparative Research: Systematic cross-cultural studies examining AR/VR brand equity 
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formation across diverse national contexts would test cultural moderators, examining whether collectivist 

versus individualist cultures respond differently to social AR/VR features and which strategies prove culturally 

universal versus requiring local adaptation. 

 

Demographic Deep Dives: Research examining understudied demographic segments would expand 

knowledge, particularly older adults (50+), gender diversity beyond binary comparisons, socioeconomic 

variation, and cultural minority consumers' engagement with AR/VR brand experiences. 

 

Industry-Specific Investigations: Systematic examination of AR/VR brand equity in underexplored sectors 

including healthcare (privacy concerns and regulatory constraints), financial services (trust building in high-

involvement contexts), B2B (organizational decision processes), and education (institutional brand 

differentiation). 

 

Technology Evolution Studies: Research tracking emerging AR/VR capabilities would maintain theoretical 

currency, examining metaverse branding in persistent virtual worlds, haptic integration effects, AI-enhanced 

personalization impacts, and brain-computer interface implications. 

 

Negative Outcomes Research: Investigation of AR/VR brand equity failures would provide balanced 

understanding, examining what causes implementations to damage rather than enhance brand equity and what 

recovery strategies prove effective following negative experiences. 

 

CONCLUSION 

This systematic literature review provides comprehensive synthesis of scholarly knowledge regarding 

augmented reality and virtual reality impacts on brand equity. Analysis of over 300 academic publications 

spanning 2013-2025 reveals substantial theoretical convergence around several key conclusions. 

 

Core Findings: Literature overwhelmingly demonstrates that AR and VR technologies fundamentally 

transform brand equity formation mechanisms, enabling brand-consumer interactions qualitatively different 

from traditional marketing and generating equity through experiential engagement rather than message 

exposure. Brand equity formation operates through five interrelated dimensions—customer experience 

quality, marketing effectiveness, purchase intention facilitation, social media integration, and customer 

satisfaction delivery—with social media integration emerging as the most powerful equity driver. Interface 

usability and user experience quality emerge as critical success foundations, with multiple simultaneous 

pathways including direct effects and indirect effects mediated through customer experience, purchase 

intention, and customer satisfaction. 

 

Theoretical Contributions: The review extends Keller's (1993) CBBE model for the immersive technology 

era by identifying new equity antecedents (immersion depth, telepresence quality, interface usability, privacy 

protection, social shareability, digital trust), demonstrating transformed traditional antecedents, establishing 

accelerated brand-building timelines, revealing shift from passive message reception to active brand co-

creation, and elevating social validation from supplementary to primary equity mechanism. 

 

Practical Implications: For marketing practitioners, the synthesis provides strategic imperatives to prioritize 

social media integration, design for interface usability, optimize for mobile AR accessibility, and build 

consumer trust through privacy transparency. Investment prioritization suggests mobile AR with social 

integration offers highest equity potential, followed by e-commerce AR tools, branded social AR filters, VR 

brand experiences, and metaverse presence. 

 

Future Directions: The review identifies substantial opportunities including longitudinal studies, cross-

cultural research, demographic deep dives, industry-specific investigations, technology evolution studies, 

negative outcomes research, and ethical implications examination. 
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Final Synthesis: The AR/VR brand equity literature reveals a field at an inflection point, with early research 

establishing basic effectiveness maturing into sophisticated understanding of mechanisms, moderators, and 

strategic optimization. For scholars, the field offers rich opportunities combining technological innovation, 

consumer behavior complexity, and strategic significance. For practitioners, AR and VR have transitioned 

from experimental novelties to strategic imperatives, with brands delaying adoption risking competitive 

disadvantage. However, success requires sophisticated strategy emphasizing social integration, usability 

excellence, and authentic value delivery rather than technological gimmickry. 

 

The fundamental insight emerging from this literature synthesis is that AR/VR technologies succeed in 

building brand equity not by replacing human connection but by enabling it at unprecedented scale and 

intensity. Brands achieving AR/VR success recognize these technologies as social catalysts facilitating 

community formation, peer validation, and shared experiences. As immersive technologies continue evolving 

toward the metaverse and beyond, brand equity formation will increasingly occur in virtual spaces 

characterized by persistence, community, and user agency. Brands adapting to this transformation by 

embracing experiential design, social dynamics, and consumer co-creation will thrive, while those clinging to 

traditional broadcast models will find brand equity increasingly difficult to build and sustain. 
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