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Abstract

Consumers have recently received two-way interactive ads with augmented reality on their mobile devices.
Augmented Reality (AR) is the way appealing to users’ direct involvement of Ads with rich interactivity. AR
indeed integrates three major features, i.e. click and mortar, real-time interactive, and 3D environment which
epitomizes the best user experience (Azuma, 1997), compared to traditional advertisements.

Thus, AR has widely been applied with interactive advertisements, which has transformed 2D
advertisements into embedded 3D and virtual environments accompanied with the real world.

AR allows consumers to responsively enhance their media experiences. In this study we attempt to
introduce and discuss up-to-date cases on how creative and effective interactive advertisements can be presented
with AR.

The study findings suggest that interactive ads with AR easily associate consumers with informative
product materials and enhanced purchase intentions, and lead to a better brand attitude. We may conclude that
interactive ads with AR tend to demonstrate effective advertising effects in attracting consumers’ attention.
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