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The Application of Augmented RealityinExperiential Marketing.
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Abstract

This article aims to study the application of augmented reality in experiential
marketing.Because augmented reality is a technology that can be integrated the real
world with the digital virtual world together, therefore it is a very outstanding innovation
in creating consumer experiences.The study was operated by collecting and analyzing
information from various related documents, including books, articles, research, and
websites. The results of the study showed that the application of augmented reality in
experiential marketing has 5 forms, including 1) Sense experiential 2) Feel experiential 3)
Think experiential 4) Act experiential 5) Relate experiential which can be categorized
according to the nature of the technology in 5 forms; which are1) Using augmented real-
ity applications on electronic communication devices (Smart Devices) with objects. 2)
Using augmented reality applications on electronic communication devices (Smart
Devices) in conjunction with Location-based.3)Using augmented reality applications on
electronic devices (Smart Devices) with real-world locations. 4) Applying augmented reality
to on-site devices.5) The use of augmented reality on online networks.In addition, the
use of augmented reality technology in experiential marketing is largely a form of open
innovation, which combines knowledge both inside and outside the organization, to
achieve the objectives set.

Keywords: Augmented Reality / Experiential Marketing
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3.4 U39 wawds $110 new) 1 Layarluswnsuuswesnilily Location-
pased ldinaluladenuaiaaulivulnsdwidlede ietielunisiumdeyalasinisves
U3E vneulafidieaduien vmviend idlunganmamiuas wasidlpgldndesinamnse
Tt (Smart phone) dadlugasumisilassnisisey s usanuazmnlignélidumdoya
Tasamsneairswesuieniteguinalndifssiugnimieussydoiauediuansiasiuiisiudm
ddny qikeeguinaiuilndideuieligndlfifudoyatsznaunisdnduladende

v

DAINTUNSTNIVBIUSEN (USE wauds 910m (Umvu), 2553)
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3.5 Tarad.com §liu3n15 E-Commerce sglngjuating ihlusunsu Layar 14
welulaBanusiaaiuiftetisgnédummunsfinedudmneauduassyosmassarisgnin
fuitiasusumsiitensdsoanuaziduisUssmelng, 2560)

3.6 TUsudidlnomadafmueundinduiumaniuiivhnislusedlidusnalng
e Inglnaluladaiiuasaasuuuu Location-based wgsldlnsAnvilotadoluusnuseu

9 syuufingusingivihinisluseddlufidnsg g (Inesg, 2560)

4. MIHAATIUTTAUN TN NABAINAIDNIINTEYN (Actexperiential)fin Uszaunisal

MAYIVRITUNGANTTUNNEANUAZN I SHAUNATUNGANTTUYDIYAABAUTATINNTAAIA TS

3
2

esuUszaunsaliumslivsensuslarduivesngutnane lngarnnsfingmunisussynd
Tmaluladanuasaaiuiiensnainidaszaunmsaimsnenimvidenisnsgii o

4.1 vneassnduAn Lawson loiasinisdninalulagainuaseeasuuililunis
adsUszaumsninsasadernliiuignén Tuau annduuns U 2559 Tnsatsesnondeiation
(Virtual Fitting Room) Adnefintinnueiaiiousisnestismiognilunisassdoiuuiaiiou
9349 (Brandinside, 2559)

4.2 U3EMBIAe (KEA) vhimAlulaBaesaadunliiiteignénannsadonto
weosiweseaulalimunzivaladiulutluvesdieanadan wiwineitum, 2559) Inglainnis
Warnuasmaenlngld Marker viegaileguulesiweslunthuanmdonismslifoliitlanti
wanavosineslinndudaweundinduiilfinaluladausiaety (AR) vuainalnuvdo
wiuidntnedl Marker vosmiiuanmieniufazusngguiesinesiutudunmiadonuy
senmlasuunteeannsafirieguriuanseazBonvesduduuntaslfuiudivo
Srtatirornuanmaenatufisililumsunmueunaiadudassunnuaiiufivase$ines
sy vsnBiReTaliimemenuiiasiaunmsssandldineluladiasuasdviissansam
wnBatufioasssaumsniiafiounsdiuaguilon TnsnsWmuuoundiady IKEA Place s
Huueundinduiildimaluladnnueiaaiudensuanimanimaiiouaiandilumsusiaiiu lay
IFvhanusaudiefuuisnueuida (Apple Inc.) Wiomuueundindunissiaeanosiwedea 4
Y0aUTBIRY (IKEA) wuuiaiiousds Wignévaassmnamesimosfiaulatonelutu de
wallaBmuadaasuilamuu 3 17 fusundinduldonde uadudainthaefanansans
amdrassaiiouriewearesinesaduuinuiifeanislfikea, 2560)

4.3 msthmaluladanussaaduntilunsdeasnismann dsuuuuilidedd
weUndiduanilefioitu Sephora wusuFiedasEo i Aiitededlilivssendldinalula
ARsaasaiIInsyan 3§ (30 mironivihlignianunsaveassududduuuluniilsshenis

Liavthaefielinmaassasesdredluiiu Sephora ildeeesinGe azann uazidduds

1%
=

Ju lngnsrantiazhedassnmluniliinsesiesvegniduliegnAioundufvessi
JUNUIUARDINITUSMARRIMAVUNSEANLER TP AT AU Tund e lalaegnAnay
anusalfeudifionnasduiduluiliodsmnduasaynauu
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4.4 msihweluladrnuadeasuanldiivssifuiiunaulade L oreal leusznie
ANuInTiesvezeiumaln(Facebook) Tunisadrelsyaunisallaeldimalulagainuasasy
wuulmsiinuledn Tnelviguslnaiduvoundnfasianunuilanlddudanisaassudngdasi
wnsUrumeluladnrussuasuanuususaunusutvedan e?iammwszjﬁ:ﬂamﬁaﬂssqﬂé
Tneluladanuasaasuldfedeivszansnm rmadrendugemiinisieasniinisaainilan
wiuazidumteadusgieunn

5. MImaaidsUsrauntsaiananadenles (Relateexperiential) Ao Ustaunisaifiin
Mnmsdendeviedianuduiusiungudsauias fausssunimmaiafidsuetonaainnisaing
Uszaunmsalunfunsauaiunnudiiudiuusdunegadaielesiudeesniouen nauh
vine lngainnsinymunisUssgndliinaluladanusdaafunilensnaadsszaunsaian
anudenledlaun

5.1 AduRavzavisassnauditng nagugyain ladhweluladanuasaady
wnlfeenuuugareuTdlviiTintnuazunnmsangauuuifu ergninilanuonmndiady
The Em District AR wdthndesannasndmlniy (Smart Phone)desiigeueulaasnufiuussn
laluiensuvy 3 37 Wunsivaeddulmiluinugudnsm Tasgniansadieninmies
wewnsasuunIesdinusaulatligisiene (Inesy, 2559)

5.2 MIvieaiissisUszmalne (mvm.) thiausnmdnualveauszinealnelus
weshmisemeluladiflelfddanduineadiennniululassnsiahdeluameitafdifoo
weunsteyanisnsvisaielagltineluladamaiuaiusinueundiadu Thailand AR Explorer
Ussaunmsabiesifisniosineiafiousieiiuonanagl ildldsutonauas nmatiouadudads
aN50uUsTL (Share) daya ilomlugidesoulatibu 4 (Maviesfleuvisuszmelne, 2560)

5.3 U39 LIUE-Taah (Ine) msnds Sriamaluladarniaaiulilunisadng
Uszaunsalmnuaynauiazanuduiusiuguilaa Taeluguuuu Aenssu UT 41 vhds 3s
Y83519389ndUn M Tneieunaluladanusseasulssendldnuinud laeldmalulad Web-
based AR wlflufnssuegrafuguuuulaelifesmnilvanueundindu (I1aan, 2561)

dsduazanusiena

nNsAnwINsUssgndldimalulaganuaiaasulunisnaindeussaunsalainnse
asUneanden 19

1. sUuuumsdszgndldmalulaganuasaeasulunisnaiadelszaunisal (Experiential
marketing) # 5 sUuu lakA n1sna1adassaunmsalanUseamduda (Sense experiential)
NsnAIARaUTEaUNIRaINANNIAN (Feel experiential) MIna1ATIUsTAUNTTNIAINAIINS
A1 (Think experiential) NM3AAIARIUsTAUNTAINIINIEATN (Actexperiential) Lagn1s
pandeUszaunsalannanudienlss (Relateexperientia)@eanansauyamudnuasvos
weluladld 5 suuuy deil
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1.1 mslueunaindumeluladeruaiaaiuuugunsaidoasdidnnseind
(Smart Devices) saufiudngeing 4 Wunisldwaluladanussaasuwuunisliingdaydnval
(Marker based)wusassndud Mdudanialiiimaluladrnuassasuunldosnuuugeey
WETIndnuazuanisangauuuidy ieddionmaindyu The Em District AR wéniiaundn
Trhfeuiudndesiguettsaznuiuussalaluaniuou 3 37 yufdusuddinglsimalulad
mssaeuldaimsluswdonssuuuuiiag ga “aasidiswantAasu 70 U7 ietuiin
nUsiReansdAguiinsasosdssvautRnsu70U wie Tunseana@sussaunisal o @anu
fvioudien 919 Bu malasdadunnuuanlmifulszaumsaliadioussaviioIununmsves
A 3 Sdshemeluladaueiaaduiinanuiuauinisuazninn 3 falransnsandevln
Iosmiuidin

1.2 msluweunandumeluladeuaiaauuugunsaidoasdidnnseind
(Smart Devices) 531U Location-based ilumsléimalulaganuaiuadunuunisidszuuns
szyRinlufiaieswiugunsalfufiinainanafien (Location-Based)uuism uauds din
(uvinvw) 1 Layartusuwnsuusawesnilsly Location-based ldfmaluladanuasaasuulduy
andmlviuvSeuriuidn etelunsrumieyalasinnsvesu3sn we Tarad.com thlusunsy
Layar Mineluladanusiaasuiiotiognindummumisiinedusmineduduazssosma
sehagnénfuiineinudnialusuddnemanfueundindudumanuivimslsudduing
InaiAes lngldmalulaganuasauasuwuy Location-based

1.3 msltueunandumeluladeruasaaiuuugunsaidoasdidnnsednd
(Smart Devices) ffuanuiiass iumstiimalulademasaauuuunsliingniedweaugn
dydnwal (Marker-less Based) 1 uaUndiadu IKEA Place ddlsignimmaaesnalasieesi
auladamelutu femelulademussuasulinmuuy 3 87 Wissdudaasiivingefanus
Nimiaeaiiouatweesinesatluuinadideansluaniuiiots Tnglideddingdadu
vilsdeuannndan

1.4 mslfmaluladauasuaiuiugunsalluaniuiads Wunslinelulad
mTaEuuuuNsliiagviedweulugadnydnual (Marker-less Based) 1Wu Teassnaud
Lawson l¢iinelulaBaruatuasunnldlunisadisussaunsainiseonderliungnd Tne
a$1avipsapaideiaiiou (Virtual Fitting Room) Adnefintinumeiaiioursnostaoimdognénly
mssesdetuuuETouTIe

1.5 nslfnmaluladanuasuaduvuaiatingesulatiidunisldinaluladay
PFuasuuuiuled (Web-Based) laun n1sldimeluladnnuasuaduuuaiatgosula wu usdm
{U3-Tad (Ine) wsnda Srieliluguuuy Aanssudud o1 7Bs Tawessretayndun Tns
e unalulaganuasuaiuuyssgndldiunu lngldmalulad Web-based AR unldlufanssu
oghafngULUY 52F9n57L Oreal Sauumadn(Facebook) Tunsadaszaumsalunffuslan
Tngldinalulaganuasuasusuulvdiumadn Tnglvguslaaladudanismaaewindueius
mhrumalulagauasaEsy
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2. sduuunmsdansuinnssulagldwalulaganuasuasulunsaana@sUssaunisel

nMsAndinusni nsldwalulagauasaasulunseaindslssaunisallagaiu
wnduguiuunisaiauinnssuuuuda (Open Innovation) G'TiaLi‘ﬁJuﬂ'ﬁmammumﬁmmiﬁq
aelunazmguenesing Wieliussginguszasaildimunly Taolunssuunasdiifnnis
afauinnssuneluesdng uazversamaiieliuinnssuiuaeuenesding (@@ gaulanda,
2559) 94ANSANY 9 AzfnuakaAnlunsnanidslsraunisaluasaiiiunissinduesdnssuds
fieudunadumaluladenueiaesy Wwoasednenmusanalulaglifiumntu wu woUnd
1At IKEA Place Fafunoundindufildinaluladenussaasundislunmsutai Ingldvhaan
sudlaiuuievueuila (Apple Inc)vse drinnuiauivemansiazimaluladuisnd (@ms.)
FMAUUIIN G Softbiz Co., Ltd. airuaundatuiiniu LarTo 3D Ingldinalulagainuaiaasy

o

LY

insaulaluensluinivesnundunin 3 iR ddumesnundoulmliviionfiting s

v A

INUNED

) NS

wilnesglavssendldmelulaganuasaasusiuiunidoiuiatuivivlnesiuiony

#
U3t §al (Ookbee) fimuuoundiatusunidodmivamnsalnunasuiiudedudu
yndeyanisuszendlfinaluladaruaisasulunisnaindaszaunisel azulaa
wanAsguTa S53auRe waznagiie Wenuaulalunsthmealulaaruaiaaiunussgndld
vy dstieldiumaluladanuataaiuiduuinnssuilansiunaziravladueeng
110 Usgneudulugandviauinnssumenumalulagladiunfivnumlumnaiadiu elulad
musaasudumaluladiosismnnelanwiinnuduaiaiulanasiousssludeddnaci
Phorudsiliduninnssuilansusnumsaiaszaumsaiuaguansuasuslnaiduois
wn apmslfmelulaBanuasaadulunsadisssaunsaiuiguilng (AR Experiential Mar-
keting: AREMLuwmelulagffiddiylunisdnifiussialutiagiiu (Ooi&Yazdanifard, 2015) 3l
Ustlodnndmsuuismimunadnuasuismwalvgifioassanufionelavesgnésinums
walulad lnsidminendnvesmsidinalulaganuasaaiulunisasisuszaunsalunguslng
AomsduasuliAnmstetn uasnsuandevasuilan (Word of mouth) Fsaziilugaiuus
nsnaadiinniu weluladmuaiaadiludunssainansodfiusgldanmsamu Retum
on Investment: ROI) siunnsfuiianssduduasifiunisidnuiimvesgnAsiiulszaunisal
(Dohutia, 2012)
wallaBanussaasuililumsnainidaszaunsaiiilugmsasnuuszaunisal
mssuiuazmsiannvesanufisnelavesgnénfiiulumuinguszasdlnsansnsadodenisasng
mufianelavesgnilusuuuudugvesnmsnaadsuszaunsalliluszerendwiliifnany
Anvesgninausdlalunistosuagnisuensie (Word of mouth) n3ediuutsnisnanaiiiia
Juarudiduesnmananadelsraunisaifonsadisyariliifugndn (Pine&Gilmore, 1998)
wazaznszduliignindadulateldosnsmniuasity Funeluladmustuaiuiililunismann
Welszaumsahihlgnisasnauuszaunisainisiuiuaenisiaiuivesanuianelavesgnam
Aduldmuinguszasddsiinalaenssiouidniaznauilagyselovilasulalade sl
svovduniduudannnidedensadmnuiianelavesgndluzuiuuduguesnisnainid

Uszaunsalldlussegendoinliiinanudnavesgnaraiudddalunissegiuazuindeuin
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(Word of mouth) w‘%aéauuﬂammafmﬁﬁuﬁu (Bulearca and Tamarjan, 2010)
#ansluewpsveanalulaganuatuasulunmeaiadaseaunsalianuduiusiunisadng
mnuduiussudtuiuslaalussezsndedmaseuunliunslitinaluladaiusiaaiy Tuns
pandslszaunsaiinluomantagyiliAansiamaruanansamanelulanisusudys
uiiludedninsing qnasnauneuaussaudessvestiuslnaleliAnAudiussuRluszey
s1uazilugmsimuimaluladanuaiaaialudunisdearsnsnainegafuguuuulely
BUAR (VEAGHALRTEY, 2558)

mslfmalulaganuasuaiulunseandeUsyaunmsaliiden fe 1) uadsssaunisal
Auvanlyallyiunduslag 2) aansadumsiumisassasiBenuesdufsnenuias 3) a3y
aulalumhauduaziiingeaeld 4) ialoniavesnisisiunsesulay (E-commerce) wag 5)
Humstwanaliirelunsamuluewien i mslfimalulaBanusiaasulunismannds
Uszaunsaldansdivadnnia fe 1)Iaimmzﬁumejmﬁ'aam%’uLwﬂiuiagizé’wi"] (Low Technology)2)

Y

finguifuslnastnenaliduiunisamulumsneszuuiaiediesng @ Tavmshgudeyasig
7 3) gunsaideansBidnnselind (Smart Devices)ldun Smartphone, iPad, Tablet afis1anga
0) \wdoveBumesifindilinseunquituillsiuimsdiulvguas 5) § Marker Sufudosing
ogpRDAA INTIdINasionNuansHa shlvinsuanaltauysal mevieldeungaaininsuls
(Finauiauineimansuazinaluladuviend, 2558)
aglsimuaziiuldiuwiivansesdnsaziinsuszendldmalulagauasuasulunis

doansiufuslan uazllinAdeinuimaluladmnueiaaiuannsaairsanuiienelaliung
U3lnn uidsliiflosdnsleluussmalnefifinmsussyndldimaluladauaiaeaiulunisdeansivg
vilnalsuszaumnudSansneseoiiion il onaetateiivarnvaeilusnuresnisnausy
ulsnensuszgndld snumelulad srumsdeanstoya videsunssensuuinnssuvesuilaa
aglirinmslimaluladaruaiustulumsmaaifisaunmsaiinedofuaztosin lu
druvestiedileiudn Ae anunsaaiiaszaunsalliunguslnalddualumsamuiaulalaniu
uanenaihliAamufianelanazazmnauienntu luvaeiitesifafeszuilasiaisiiugu
(Infrastructure) 78slaifunnme wu in3etedumesiin viegunsaideasdidnnsednd (Smart
Device) usuBnstsdflfsutssanniideutnegemuissgeamenlunsianinasdnslda
fireuinsdutousmiviruaiuasnginsslunssensumeluladvesiuslnaiiunnsetu

TawauenuznsUssendltinalulaganusseasulunisnaindalsyaunsallueuan

1. m3vszgndliimaluladmnusdaaiulunsnaindaszaunsallutiagtusisuuuud
vannvas Seusazgunuuiivetofuazdednfnfiunndedu Sndsdamnsaufudnuuzves
gifaLagingUizasdnsdoamsiuandnaiu sfddldlunsnain@eUszaunisalfiunneineiu
el asfnsududosimadinneifeguuuiifionumnzaudvingusyasd



NyastnadeuUIiad U9 20 adun 1 @nsiau-iguiuvu 2564) 115

2.0 (Content) Saruddnannlunisuszndldimalulaanuaiusasulumsnain
\Feuszaunisalnnsivundeyafimanzaslutewnanaluladuazuinnssuiviuasesis
welulaBanuaiaaiuazanninduaiunisnaindesyaunisn vl fesdinislinmesitelad
sumnudesnsvesiuilnasuieingUszasdvetesdnsetnamnzan elineuausinim
Aoan1svesUilam Tudmeungusvasdvasesinsiamudming

3. msvenuninnssunaluladauasauasulunmmaaleUsyaunsalvesuilon 1y
Usgifiuifanudidgunn liduianssuasidnidieds mnlifnisdeansifieliguilannisiu
Sandnwzvesuinnsu (Characteristics of innovation) tu agldannsnfemasensuuinn s
Tudunoudaluld vonaniu desdilafsssdufSuuinnssuiivainuansdnde siiiielman
nseausuuinnssuwalulaganuasuasulunsnainidaussaunisal fesaiennuasaInauny
(Ease of use) kagas19AUNAAWEY (Entertainment Item) muq’lﬂéf’m Feazannsadfiuay

v a

fnfvesgnAsiisnisuenseveduslaa (Word of Mouth)

4. mivszandldivalulagnnudsaadtulunsnaindalssaunsaifosiilafemnumng
anlunsduaiuAnenImueIeInng warANNALAITUNITAmU Memalulaganuasuasudaiu

oA

Iilenududou wavsedldnisamu Fegsanlilatanudiuigauil envasiansanmusemi

= dl 1

firuiBeawey (Open Innovation) Fsagsilldsmdis uazduamnnni
UTIYNTY
nwlney
NIENTNOAEVNTIU. (2559). gmamaninIsimmtgnamnssulne 4.0 ssey 20 U
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