
International Journal of New Media Studies (IJNMS), ISSN: 2394-4331 

Volume 9 Issue 2, July-December, 2022, Impact Factor: 7.786 

 

63 

Trends and Prospects of AI, AR & VR in  

Digital Marketing 
 

Dr. Ashfaque Ahmed 
 

Associate Professor, Saudi Electronic University, Kingdom of Saudi Arabia 

 

 
Abstract: 

 

This paper provides a comprehensive review of 

the current trends and future prospects of 

Artificial Intelligence (AI), Augmented Reality 

(AR), and Virtual Reality (VR) in the context of 

digital marketing. With the rapid technological 

advancements, these three areas are redefining the 

facets of customer engagements and providing 

innovative tools for marketers. The study begins 

with an exploration of AI and its overlapping 

effects on personalized marketing, automated 

responses, customer insights, and predictive 

analysis. Subsequently, the phenomena of AR and 

VR are discussed which highlight the immersive 

experiences for customers, thereby driving 

engagement and boosting sales. The paper further 

conducts a comparative analysis of AI, AR, and 

VR, discussing their practical applications and 

potential bottlenecks. It culminates by identifying 

and discussing the opportunities and challenges 

these technologies pose to the marketing industry. 

The findings of this paper indicate that savvy 

adoption and implementation of these 

technologies can revolutionize digital marketing 

strategies, enhance customer experience and 

ultimately improve business profitability. 
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I. Introduction 

 

Digital Marketing 
As the Internet permeates nearly every facet of our 

daily lives, reaching an audience has become a vital 

aspect of all businesses, big or small. This shift has 

given prominence to a vital field known as digital 

marketing [1]. Digital marketing encompasses the 

promotion of products or brands using digital 

channels or platforms. This includes utilizing 

channels such as social media, search engines, email, 

and websites to connect with potential customers. 

This field primarily focuses on creating an online 

presence, performing market research, understanding 

consumer behavior, and then leveraging this 

information to engage customers effectively [2-5]. 

One of the strengths of digital marketing lies in its 

measurability and the huge volumes of data it 

generates. Businesses can track their campaign 

performances in real-time and adjust strategies 

promptly to maximize their return on investment. 

Yet, the complexity and dynamism of the digital 

marketing landscape also pose considerable 

challenges, demanding sophisticated analysis and 

adaptive strategies that can keep up with ever-

evolving consumer browsing and purchasing 

behaviors [6-10] . 

 

Artificial Intelligence, Augmented Reality, and 

Virtual Reality 
Artificial Intelligence (AI) is a branch of computer 

science that helps systems to mimic human 

intelligence - perceiving their environment, 

understanding contexts, learning from experiences, 

and making decisions. AI encompasses various 

subdomains, including Machine Learning (ML), 

where algorithms learn from and make decisions or 

predictions based on data, and Natural Language 

Processing (NLP), enabling systems to understand, 

generate, and respond in human language [11-14]]. 

Augmented Reality (AR) refers to a technology that 

overlays digital information, such as images, sounds, 

or texts, on real-world environments. Unlike Virtual 

Reality (VR), which creates entirely virtual 

environments, AR integrates digital elements with the 

user's environment in real-time. Through mobile 

devices and AR glasses, it lets users interact with 

both physical and virtual items and experiences 

immersive digital augmentation of the real world [15-

19]. 

Virtual Reality (VR) goes a step further to create an 

artificial, computer-generated simulation or 

recreation of a real-life environment or situation. It 

immerses the user by making them feel as they are 

experiencing the simulated reality firsthand, 

primarily by stimulating their vision and hearing [20-

24]. 

 

Purpose and Scope of the Paper 
The purpose of this paper is to explore the trends, 

benefits, challenges, and future prospects of AI, AR, 

and VR technologies in digital marketing. With the 

technology landscape in constant flux, marketers 

need to understand these emerging technologies to 

harness their potential effectively. 

This paper intends to provide a comprehensive 

understanding of how these technologies are 

revolutionizing digital marketing, providing real-

world examples and discussing future prospects. We 
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will analyze how AI, AR, and VR are currently used 

in digital marketing, how they benefit businesses and 

customers, and how they can be leveraged in the 

future. This paper will also identify potential pitfalls 

and challenges that businesses should be aware of 

when implementing these technologies. 

In doing so, we anticipate providing not only a 

snapshot of the current state of digital marketing but 

also ideas for how these powerful tools might shape 

this field in the future [25-28]. By aiding the 

understanding of these technologies, this paper will 

undoubtedly serve as a valuable resource for digital 

marketers, businesses, academic researchers, and 

policy-makers around the world. 

 

II. AI in Digital Marketing 

 

A. Current Trends in AI for Digital Marketing 

Artificial Intelligence (AI) is revolutionizing the field 

of digital marketing, steering away from traditional 

strategies and toward more targeted and personalized 

customer experiences. 

One of the current trends in AI technology applied in 

digital marketing is the use of chatbots. These AI-

driven helpers provide 24/7 assistance to customers, 

handle simple queries, and even help in sales. 

Platforms like Facebook Messenger are integrated 

with AI to supply businesses with automated 

answering services. Another key trend found in the 

landscape today comprises predictive analytics and 

customer segmentation. AI algorithms have the 

ability to process huge amounts of data to identify 

trends and patterns. This allows digital marketers to 

make well-informed predictions about customer 

behaviors and segment them based on these insights, 

promoting more focused marketing strategies.AI not 

only sees widespread use in content curation but also 

in its creation. Tools now exist that can draft simple 

pieces of content, taking some load off content 

creators. Additionally, AI is used to personalize the 

content shown to each user based on their browsing 

habits and shopping tendencies [29,30]. 

 

B. Benefits of using AI in Digital Marketing 

AI technology brings a myriad of benefits to digital 

marketing. A significant advantage is AI's capacity 

for data analysis and generating insights, far 

surpassing human capabilities in terms of speed and 

efficiency. This in turn opens avenues for better 

understanding the audience, predicting customer 

behavior, and consequently tailoring marketing 

strategies accordingly. Automation is another key 

benefit that AI brings into digital marketing. 

Automated processes save time and reduce the 

possibility of human errors, thereby increasing 

overall productivity. Simple tasks such as sending 

outreach emails, scheduling social media posts, and 

even optimizing ads can now be automated with 

AI.The ability of AI to offer personalized experiences 

is another game-changing advantage. Based on user 

behavior and data, AI can assist in providing tailored 

experiences at an individual level, improving 

engagement rates and conversion rates [31-34]. 

 

C. Real-world examples of AI in Digital 

Marketing 

To put these benefits into perspective, let's consider 

some real-world examples. Spotify is an excellent 

case in point of a brand using AI to curate 

personalized experiences. The music streaming giant 

utilizes AI to analyze user listening habits, creating 

customized playlists and suggestions that keep users 

engaged. 

Nestlé, the food and beverage conglomerate, 

employed AI chatbots on Facebook Messenger to 

create an engaging, personalized path for customers 

to discover and buy their coffee machines. The bot 

led users on a journey based on their coffee 

preferences to recommend the perfect coffee machine 

[35-37]. 

H&M, the fashion retailer, also uses AI to 

recommend outfits for customers based on their 

purchasing history and behavior. It uses data insights 

to predict what a customer might want and then 

suggests products accordingly, enhancing the 

shopping experience and boosting sales [38]. 

 

D. Future prospects of AI in Digital Marketing 

Looking into the future, AI in digital marketing 

definitely seems poised for more advancements. One 

of the key future prospects is the further 

improvement and refinement of personalization. 

While AI already provides a degree of 

personalization, future technologies will likely 

provide an even more unique, individualized 

experience that feels like a one-on-one conversation 

between the brand and the customer [39,40]. 

Increased use of voice search and AI assistants like 

Siri and Alexa, thanks to advancements in Natural 

Language Processing (NLP), are another prospect. 

Brands will have to optimize their strategies to 

include voice search optimization into their 

marketing efforts, improving accessibility. In the 

future, we can also expect AI to provide deeper 

insights through sophisticated analytics. With 

evolving machine learning models, businesses will 

potentially have an even broader understanding of 

their customer base and market trends. 

AI in digital marketing ensures a more personal, 

precise, and predictive approach, with brighter 

prospects for the future. As advancements continue, 

the fusion of AI in digital marketing strategies will 

only strengthen, solidifying its position as a crucial 

tool in the marketer's arsenal. 

 

III. AR in Digital Marketing 
 

Augmented Reality (AR), a technology driving 

digital innovation, is revolutionizing the digital 

marketing landscape. AR merges the digital and 

physical worlds, offering immersive experiences that 

enhance user interactions and engagement. This 
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section explores the current trends, benefits, real-

world applications, and future prospects of AR in 

digital marketing. 

 

Current trends in AR for Digital Marketing 
The adoption of AR in digital marketing is on an 

upward trajectory, largely due to the increased user 

engagement and the personalized, immersive 

experiences it offers. The technology enables 

businesses to overlay digital data on real-world 

objects, allowing users to explore products, services, 

or scenarios like never before. One prevalent trend is 

the use of AR in social media platforms. Companies 

such as Instagram and Snapchat have integrated AR 

filters and lenses, reshaping the way users interact 

with these platforms and benefitting marketers who 

use them for advertising. Many brands are leveraging 

this to boost their digital engagement strategy, 

resulting in increased user interaction and 

conversions.Another trend is the 'try before you buy' 

concept, especially in the retail sector. Using AR, 

customers can virtually try on clothes, makeup, or 

furniture in their homes, driving an increase in online 

sales and lowering product return rates [24-27]. 

 

Benefits of using AR in Digital Marketing 
AR offers a myriad of benefits in digital marketing. 

First, it provides an immersive customer experience, 

which boosts user engagement. This engagement 

plays a significant role in conversion rates — the 

more engaged the customers, the higher the 

likelihood of a sale. 

Secondly, AR helps reduce the gap between online 

shopping and the physical retail experience. By 

delivering a near-real shopping experience, AR 

ensures customers make informed decisions, 

resulting in customer satisfaction and loyalty. 

Thirdly, AR facilitates personalized marketing. It 

allows businesses to provide unique, tailored 

experiences to their customers. This personalization 

increases customer engagement, driving up 

marketing effectiveness [12-17]. 

 

Real-world examples of AR in Digital Marketing 
1. IKEA Place: IKEA, the multinational retail 

giant, introduced IKEA Place, an AR app 

that allows customers to visualize furniture 

in their homes before buying. This initiative 

reduces the cognitive dissonance associated 

with remote purchases and enhances 

customer experience. 

2. Sephora Virtual Artist: The beauty retail 

brand Sephora developed an AR app that 

lets customers virtually try on makeup 

before making a purchase, revolutionizing 

their sales approach. 

3. Pokemon Go: Niantic's popular AR-based 

game, Pokémon Go, integrated advertising 

within the gameplay. Local businesses 

promoted themselves as "Poké-Stops" or 

"Gyms," attracting players to their physical 

locations and boosting local commerce. 

 

Future prospects of AR in Digital Marketing 
AR's future in digital marketing seems promising. It's 

likely to continue playing a key role in experiential 

and influencer marketing, and we can expect to see 

more AR-based advertising strategies. Also, as 5G 

becomes universal, AR experiences are likely to 

become more seamless, fostering further adoption of 

AR in digital marketing. Emerging technologies like 

Smart Glass could change the game for AR. Users 

will have the ability to access holographic displays in 

their visual field, opening endless opportunities for 

marketers to engage potential consumers. AR-based 

advertisements can become more innovative and 

omnipresent, leading to increased brand visibility and 

conversions. 

AR is both revolutionizing the way marketers think 

and providing them with an effective tool to connect 

with their target audience. As the technology 

matures, we will witness more advanced and creative 

usages of AR in the realms of digital marketing [15-

18]. 

 

IV. VR in Digital Marketing 

 

Virtual Reality (VR), once relegated to the realm of 

fantasy, has paved the way for a new era in digital 

marketing. This innovative technology leverages the 

potency of immersive simulations to convey 

messages and generate unique customer experiences, 

thereby allowing brands to engage more intimately 

with their audience. 

 

Current Trends in VR for Digital Marketing 
The ubiquity of smartphones, decreasing costs of VR 

hardware, and growing consumer interest in 

immersive experiences has led to increasing adoption 

of VR in digital marketing. Companies are 

capitalizing on these trends, delivering 

advertisements, product demonstrations, virtual tours, 

and even interactive stories through VR. 

A popular trend is the use of VR for experiential 

marketing, where businesses create immersive 

experiences that enable customers to fully engage 

with their product or service. For example, real estate 

businesses are using VR to offer virtual tours, 

whereas automotive businesses are providing virtual 

test drives. There is also a rising trend of 

incorporating VR in social media platforms, 

providing a medium for communal online 

experiences [34-37]. 

 

Benefits of using VR in Digital Marketing 
VR provides a gamut of opportunities in digital 

marketing. It offers an immersive, engaging 

experience, allowing users to interact with products 

in a way that is not replicable through other avenues. 

Detailed visual representation enables users to get a 

feel for the product, subsequently reducing 
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uncertainty and potentially improving the likelihood 

of purchasing decisions. 

Another significant benefit of VR is the ability to 

create memorable experiences. Given its immersive 

nature, VR can make much stronger emotional 

connections than traditional mediums. This in turn 

facilitates higher retention and deeper brand loyalty. 

Lastly, VR can offer unparalleled data on user 

behavior. VR platforms can track and measure every 

move users make, providing valuable insights into 

their habits and preferences. This can help marketers 

tailor their campaigns more effectively [38-41]. 

 

Real-World Examples of VR in Digital Marketing 
Several high-profile companies have used VR to 

considerable success. For example, IKEA introduced 

the "IKEA VR Experience," where users can design 

their own kitchen in VR. This innovation has not 

only bolstered customer engagement but also reduced 

returns and complaints because customers knew what 

they were getting before making a purchase. 

In another instance, Marriott Hotels launched a 

"teleporter" that allowed users to virtually visit 

various locations around the globe. The campaign led 

to significant attention and positive PR, making 

Marriott stand out in a competitive industry [42,43]. 

 

Future Prospects of VR in Digital Marketing 
The future of VR in digital marketing looks to be 

robust and full of exciting opportunities. Cutting-

edge trends to anticipate include shared VR 

experiences, which will enable users to partake in 

social interactions while in a VR environment. This 

could revolutionize social media marketing and 

online shopping experiences. Additionally, as haptic 

feedback (the ability to experience physical 

sensations in a virtual world) evolves, expect to see 

marketing strategies that consider touch as well as 

sight and sound. This multi-sensory approach could 

provide even more immersive and engaging 

experiences, subsequently increasing conversion 

rates.Lastly, with the continuous development of AI, 

the future may see more personalized VR 

experiences, where the environment and storyline 

adapt in real-time to user behavior. 

We are only scratching the surface of how VR can be 

leveraged in digital marketing. It will continue to 

provide new opportunities for innovation and 

customer engagement in ways that were not possible 

just a short time ago [44-46]. 

 

V. Comparative Analysis 

 

Artificial Intelligence (AI), Augmented Reality (AR), 

and Virtual Reality (VR) have unequivocally altered 

the landscape of digital marketing. Each of these 

technologies enables marketers to engage with their 

audiences in different, innovative ways. This chapter 

will provide a comparative analysis of the three, 

highlighting their unique features, benefits, 

challenges, and their applicability in the digital 

marketing sphere. 

 

A. AI, AR, and VR: A Comparative View 
Artificial Intelligence (AI) in digital marketing 

primarily focuses on the processing of massive data 

sets to deliver personalized, targeted ads to clients. 

AI algorithms are capable of analyzing user behavior, 

learning from these datasets over time, and creatively 

adjusting the advertising methods - thereby, 

increasing the overall efficiency of marketing 

campaigns. Leading examples include 

recommendation engines and chatbots, which can 

help personalize the customer's journey from 

discovery to purchase. 

Augmented Reality (AR), on the other hand, 

enhances reality by overlaying digital information 

onto the user's real-world environment. AR in digital 

marketing is used to create interactive and immersive 

experiences that increase engagement and enable 

customers to visualize products or experiences before 

purchasing. Brands like IKEA, for example, leverage 

AR to allow potential customers to visualize how the 

furniture would look in their homes before 

purchasing. 

Virtual reality (VR) allows for a fully immersive 

digital experience, in which users can interact with a 

completely virtual environment. From a digital 

marketing perspective, VR offers unique ways of 

showcasing products and services, from immersive 

product demos to virtual tours. It aids in creating 

emotional connections with the products, thereby 

influencing the purchase decision of the consumer 

[45-47]. 

 

B. The Most Promising Technology 
While all three technologies have enormous 

potential, determining the most promising largely 

depends on the context in which it is being applied. 

AI excels at making sense of vast amounts of data 

and automating marketing operations. However, AI's 

real advantage is its versatility. While AR and VR are 

more specific in scope, AI can be interwoven with 

almost every element in the marketing mix - from 

customer service with the use of chatbots to content 

creation using Natural Language Processing (NLP). 

AR has a distinct advantage when it comes to 

visualizing potential purchases, making it incredibly 

effective for product-based companies. It’s less 

disruptive than VR as it doesn't require a completely 

new environment - rather, it enhances the existing 

one with virtual elements [47,48]. 

 

VR, while still not as widely adopted as AI or AR, 

offers the most immersive experience of the three. As 

the medium becomes more affordable and accessible, 

VR may well spearhead new, experiential marketing 

strategies. However, as of today, AI is undoubtedly 

the most pervasive technology in the digital 

marketing realm. The ability of AI to personalize the 

consumer journey and streamline marketing 
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operations has led to its widespread adoption across 

sectors. AI provides consistent efficiency and 

significant improvements in conversion rates, truly 

becoming a game-changer in the industry. 

In comparison, while AI, AR, and VR each have their 

own unique capabilities, it's crucial for marketers to 

understand where these capabilities overlap. When 

used in conjunction, these technologies could 

redefine customer engagement and forever change 

the digital marketing landscape. The future of 

marketing certainly lies in the balance between these 

three ground-breaking technologies, each 

complementing the other to create a seamless, 

personalized, and immersive customer experience 

[49-50]. 

 

Conclusion 

 

As we delve deeper into the future, technology 

continues to permeate our daily lives, reshaping 

industries and redefining user experiences. This 

paper explored how this evolution directly impacts 

digital marketing trends, specifically through the lens 

of Artificial Intelligence (AI), Augmented Reality 

(AR), and Virtual Reality (VR).AI has demonstrated 

immense growth and potential in streamlining data 

analysis and automation in digital marketing, 

allowing for hyper-personalized content creation, 

efficient customer service, and targeted ad 

campaigns. As technology continues to advance, we 

can foresee AI playing a more dominant role in 

transforming how marketers understand and reach 

their consumers. 

AR, with its immersive nature, has enabled 

businesses to furnish customers with enhanced 

interactive experiences, touching various aspects of 

digital marketing from retail to advertising. The user-

centric experience that AR provides has the potential 

to redefine how consumers interact with brands, 

promising an exciting future. 

VR, although a less regular feature at present, holds 

immense potential. Its capability to provide a fully 

immersive environment could revolutionize areas 

like product demonstration and virtual tours, 

fostering an entirely new level of customer 

interaction. 

As these technologies continue to evolve 

simultaneously, a comparative analysis conducted 

suggests that while each holds promise, their impact 

on digital marketing would arguably be most potent 

when used in concert, complementing each other's 

strengths and mitigating weaknesses.However, this 

technology-infused future does not come without 

challenges. Data privacy issues, technology adoption 

rates, and the potential for customer overwhelm are 

key considerations that marketers must navigate as 

they ride this wave of change. 

In conclusion, AI, AR, and VR are three powerful 

technologies set to reorient the landscape of digital 

marketing. While we have seen a glimpse of what 

they can do, their full potential remains largely 

untapped. Future research could focus on how to 

effectively integrate these technologies into a holistic 

marketing strategy, ensuring that businesses are 

prepared for the technology-driven future of 

marketing. 
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