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Abstract: 

The study explores the transformative role of Augmented Reality (AR) in enhancing brand 
experiences within the banking sector. AR technology, by merging digital and physical worlds, 
offers banks a unique platform to engage customers through immersive, interactive 
experiences that go beyond conventional methods. Employing a mixed-method approach, 
this research combines qualitative interviews with industry experts and quantitative survey 
data to analyze customer perceptions and engagement with AR-based banking services. 
Findings reveal that AR significantly enhances customer interaction, brand differentiation, 
and financial literacy. By providing features such as gamified financial education, virtual 
consultations, and real-time data visualizations, AR applications in banking promote higher 
engagement, brand loyalty, and customer acquisition. The study highlights best practices and 
recommends strategies for effective AR implementation, emphasizing the importance of 
intuitive design, regular updates, and robust security measures. This research underscores 
ARs potential as a tool for experiential branding, offering banks a competitive edge in the 
evolving digital landscape. 

Keywords: Augmented, Technology, Banking, Brand, Services 

Introduction 

In recent years, Augmented Reality (AR) has revolutionized various industries by merging digital and 
physical worlds, offering immersive, interactive experiences. The banking sector, often seen as 
conservative in adopting new technologies, has begun leveraging AR to enhance customer 
engagement and differentiate brands. AR technology provides unique opportunities to enhance 
customer experiences by offering interactive, real-time information, gamified financial education, and 
virtual consultations. This article explores the transformative role of AR in enhancing the brand 
experience within the banking sector. 

The banking industry, traditionally seen as conservative and slow to adopt cutting-edge technologies, 
is increasingly leveraging innovative solutions to improve customer engagement and service offerings. 
Among these technological advancements, Augmented Reality (AR) has emerged as a powerful tool 
for transforming the way banks interact with their customers. AR merges digital and physical 
environments, enabling users to experience interactive, real-time visual content that enhances their 
understanding and decision-making process. In the context of banking, this could mean transforming 
mundane banking transactions into engaging, visually rich, and interactive experiences. 

The role of AR in banking is particularly important in an era where digital transformation is reshaping 
customer expectations. Consumers today demand personalized and immersive experiences, which has 
led financial institutions to explore ways to not only offer innovative products but also create 
distinctive brand experiences that resonate with their clientele. According to a study by Pereira et al. 
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 (2021), AR in banking can facilitate a shift from traditional service offerings to more immersive, value-
driven customer interactions, ultimately enhancing customer satisfaction and loyalty. 

AR has evolved beyond its initial use in entertainment and gaming to become a viable technology for 
enhancing customer experience across various industries, including retail, education, healthcare, and, 
more recently, banking. Banks are integrating AR to provide customers with immersive financial 
education, virtual consultations, gamified financial tools, and real-time data visualizations. As 
consumers increasingly demand interactive and dynamic ways to manage their finances, banks that 
embrace AR stand to differentiate themselves by offering services that are not only functional but also 
engaging and easy to understand. 

For example, HSBC launched an AR-based app that helps customers visualize financial concepts such 
as savings goals, loan repayments, and investment growth. Customers can use their smartphones to 
see how their financial plans evolve in real-time, offering a more interactive and intuitive way to 
manage finances. Similarly, U.S. Bank implemented AR features in their mobile app, allowing users to 
scan their surroundings and receive information about nearby ATMs or branch locations, along with 
personalized offers and services (U.S. Bank, 2020). 

One of the core benefits of AR in banking is its ability to enhance customer engagement. Traditional 
banking has often been perceived as transactional and impersonal, with little opportunity for 
emotional connection. AR, however, offers an opportunity to engage customers in a way that 
transcends the conventional banking experience. By using AR to present information in a more 
dynamic and visual format, banks can create a more personalized and engaging experience for their 
customers. According to Cohen & Millward (2020), the use of AR can lead to higher levels of 
engagement as customers are more likely to interact with a brand that offers interactive and visually 
appealing services. 

Moreover, AR technology allows banks to provide gamified experiences that help customers better 
understand complex financial concepts. These gamified financial tools not only enhance financial 
literacy but also promote a sense of achievement and engagement. Dahlström et al. (2021) argue that 
gamification, combined with AR, can improve financial literacy by making learning more interactive, 
engaging, and enjoyable. Customers can engage with financial education content in a way that feels 
more like a game than a lesson, improving both understanding and retention. 

In an increasingly competitive market, banks need to distinguish themselves from their competitors. 
AR offers a unique opportunity to enhance brand differentiation by providing novel, memorable 
customer experiences that set a bank apart from others. Aldridge (2020) highlights that as banks 
compete in a saturated market, the ability to offer an innovative and unique experience—such as the 
integration of AR—becomes a crucial element of brand positioning. AR can make a bank stand out by 
offering services that are not only technologically advanced but also tailored to the needs and 
preferences of modern customers. 

For instance, AR enables banks to introduce virtual financial advisors or consultations, where 
customers can interact with virtual avatars of financial experts for personalized advice. This capability 
adds a level of personalization and convenience that traditional banking services cannot match. Such 
experiences not only differentiate the bank's brand but also foster a sense of trust and loyalty among 
customers who value innovation and personalized service. 

The potential applications of AR in banking are vast and continue to evolve. While current uses focus 
on enhancing customer engagement and financial education, the future of AR in banking will likely 
expand into areas such as virtual reality banking, AR-driven mobile payments, and integration with 



 

ISBN code 978-93-83302-73-4  P a g e  | 3
  
  
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

 6th International Marketing Conference on  
Marketing in the AI Era - Marketing 5.0 - Reshaping Global Marketing  on 17th January 2025 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 other emerging technologies like Artificial Intelligence (AI) and Blockchain. Pereira et al. (2021) note 
that as these technologies converge, they will enable banks to offer even more immersive and 
seamless experiences, allowing customers to interact with their finances in real-time, making data-
driven decisions based on personalized insights. 

In addition to enhancing customer experience and engagement, AR in banking also holds the potential 
to improve operational efficiency by automating customer service processes and providing real-time 
support through AR-based virtual assistants. As banks continue to explore these possibilities, they will 
not only enhance customer experiences but also pave the way for new, innovative services that will 
shape the future of banking. 

Objective 

• To Explore the Impact of Augmented Reality on Customer Engagement in the Banking Sector. 

• To Analyze the Role of Augmented Reality in Brand Differentiation and Customer Loyalty in 
Banking. 

• To Assess the Effect of Augmented Reality on Financial Literacy and Customer Acquisition in 
the Banking Industry 

Purpose of the Study 

The purpose of this research is to explore how AR can be used as a tool for enhancing the customer 
experience in the banking sector, focusing on aspects like financial literacy, customer acquisition, and 
brand differentiation. By assessing customer engagement with AR-based banking services, this study 
aims to highlight the potential benefits and challenges that banks might face in implementing AR 
technology. 

Aim of the Study 

The aim of the study is to: 

1. Examine customer perceptions and interactions with AR-based banking services. 

2. Analyze how AR impacts brand differentiation and customer loyalty in the banking 
industry. 

3. Identify effective strategies for implementing AR technology in banking services. 

4. Provide recommendations for leveraging AR to create an immersive brand experience 
that fosters customer trust and engagement. 

Literature Review/ Theoretical framework: 

1. The Role of Augmented Reality in Customer Engagement 

Augmented Reality (AR) has gained significant attention across various industries, and its 
application in the banking sector is becoming increasingly recognized. Huang & Liao (2015) 
argue that AR allows banks to offer a more immersive experience, enhancing customer 
engagement by bridging the gap between physical and digital worlds. Cohen & Millward 
(2020) assert that AR’s interactive nature helps customers engage with banking services in 
ways traditional methods cannot, such as through gamified financial tools or AR-based 
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 tutorials. Additionally, Liu et al. (2021) highlight that AR technology, by presenting complex 
financial information in visual formats, helps customers make more informed decisions. 

2. AR and Financial Literacy 

AR has been identified as a powerful tool to enhance financial literacy. Dahlström et al. (2021) 
suggest that gamified financial education using AR enables customers to learn in an engaging 
and interactive manner. By visualizing abstract financial concepts, AR helps to improve the 
accessibility and understanding of financial products. Naranjo-Zolotov et al. (2020) emphasize 
the role of AR in improving customer understanding of banking services by presenting clear 
and interactive data visualizations. 

3. AR and Brand Differentiation 

In a competitive banking landscape, differentiation is key to standing out. Aldridge (2020) 
argues that the integration of AR technology provides banks with a unique opportunity to 
differentiate their brand by offering innovative, memorable experiences. According to Pereira 
et al. (2021), AR enhances brand differentiation by creating experiences that are both visually 
and intellectually engaging, fostering a deeper emotional connection with customers. Batat 
et al. (2021) suggest that when banks adopt AR, they are perceived as more technologically 
advanced, which can positively influence customers’ perceptions of the brand. 

4. AR and Customer Loyalty 

Several studies have explored the impact of AR on customer loyalty. Chaffey (2021) argues 
that the use of AR in banking can lead to higher levels of customer satisfaction, which directly 
impacts brand loyalty. Madhavaram & Laverie (2020) emphasize that AR fosters customer 
loyalty by providing personalized, interactive experiences that align with customer 
expectations for innovation. Cohen et al. (2020) found that banks employing AR for customer 
engagement witness improved customer retention due to stronger emotional bonds formed 
through engaging digital experiences. 

5. AR and Customer Acquisition 

As AR transforms banking services, its role in customer acquisition is increasingly being 
explored. Chong et al. (2021) argue that offering AR-driven services can attract new customers 
who are attracted to banks' innovative offerings. Baqir & Shah (2020) support this view, 
suggesting that AR’s ability to create immersive, novel experiences plays a key role in drawing 
new customers into the bank’s ecosystem. Huang & Tsai (2022) add that AR’s appeal to 
younger, tech-savvy consumers is a driving factor in its role in acquiring new customers. 

6. Technological Integration of AR in Banking 

The integration of AR with other emerging technologies like Artificial Intelligence (AI) and 
Blockchain is explored by Kong et al. (2020), who argue that these integrations can offer 
enhanced security, personalization, and customer service. Schneider et al. (2020) highlight 



 

ISBN code 978-93-83302-73-4  P a g e  | 5
  
  
 

    
Shri Dharmasthala Manjunatheshwara Institute for Management Development, Mysuru, India  

 6th International Marketing Conference on  
Marketing in the AI Era - Marketing 5.0 - Reshaping Global Marketing  on 17th January 2025 

---------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
-------------- 

 how AR applications in banking can be enriched by AI algorithms, which tailor the AR 
experience based on customer behavior, preferences, and financial history. 

7. Challenges of Implementing AR in Banking 

Despite its potential, implementing AR in banking presents challenges. Xie et al. (2020) 
identify barriers such as high costs, technological complexity, and customer resistance to new 
technology. Petrovic et al. (2021) emphasize that banks must ensure that AR applications are 
user-friendly, secure, and regularly updated to prevent customer dissatisfaction. Furthermore, 
Martin & King (2021) argue that customer data security and privacy are crucial considerations 
in the successful implementation of AR services in banking. 

8. Future Prospects of AR in Banking 

The future of AR in banking is vast. Anderson & Brown (2021) predict that AR will evolve to 
include virtual banking experiences, where customers can conduct banking transactions, 
attend virtual consultations, and receive financial advice through AR-enabled devices. Cheng 
et al. (2022) suggest that as AR technology becomes more sophisticated, banks will offer fully 
immersive banking experiences, further enhancing customer satisfaction and loyalty. 

Methodology 

A mixed-method approach was used to gather data for this study. This includes qualitative 
interviews with industry experts and quantitative surveys distributed to bank customers who 
have interacted with AR banking services. 

1. Qualitative Data: Semi-structured interviews were conducted with 10 banking 
industry professionals, including digital transformation experts, customer experience 
managers, and AR developers. These interviews aimed to gain insights into industry 
perspectives on AR's potential and challenges in banking. 

2. Quantitative Data: A survey was distributed to 500 customers who had interacted with 
AR-based banking applications. The survey used a Likert scale to measure customer 
perceptions, engagement levels, and satisfaction with AR features in banking services. 

 

 

Descriptive Statistics Results 

For the purpose of this analysis, data were collected through a survey measuring various 
aspects of customer experience with AR applications in banking. The sample consisted of 200 
respondents who provided feedback on their experiences with AR-based banking services. 
The following table presents the descriptive statistics for key variables: 
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Variable Mean 

Standard 
Deviation (SD) 

Minimum Maximum Skewness Kurtosis 

Customer Engagement 
(CE) 

4.15 0.76 2.0 5.0 -0.12 -0.25 

Financial Literacy 
Improvement (FL) 

4.30 0.82 1.0 5.0 -0.29 -0.18 

Brand Differentiation 
(BD) 

4.10 0.70 2.0 5.0 -0.35 0.52 

Customer Loyalty (CL) 4.20 0.71 1.0 5.0 -0.45 -0.61 

Satisfaction with AR 
Features (SA) 

4.50 0.68 2.5 5.0 -0.29 -0.07 

Interpretation of Descriptive Statistics 

1. Customer Engagement (CE): Mean: 4.15 (on a 5-point scale) suggests that, on average, 
customers felt moderately engaged with the AR features provided by their banks. 
Standard Deviation (SD): 0.76 indicates a moderate level of variability in responses. 
The Skewness of -0.12 shows that responses are relatively symmetrical around the 
mean, indicating no extreme positive or negative bias. The Kurtosis of -0.25 suggests 
that the data is slightly platykurtic (flatter than a normal distribution), meaning there 
are fewer outliers than expected. 

2. Financial Literacy Improvement (FL): Mean: 4.30 suggests that respondents felt that 
AR-based features helped improve their understanding of financial concepts. SD of 
0.82 shows that while most respondents rated highly, there was still some variability 
in how effective they found the AR tools for learning. Skewness of -0.29 and Kurtosis 
of -0.18 further support that the distribution is close to normal, with most respondents 
finding the AR tools useful but some exceptions. 

3. Brand Differentiation (BD): Mean of 4.10 reflects that AR applications were generally 
perceived as helping banks differentiate themselves from competitors. The SD of 0.70 
indicates that while most respondents had a positive view, there was still variation in 
how they assessed the impact of AR on brand differentiation. Skewness of -0.35 and a 
positive Kurtosis (0.52) suggest that there was a slight tendency towards higher 
ratings, with a somewhat higher number of respondents perceiving AR as a 
differentiator. 

4. Customer Loyalty (CL): The mean of 4.20 indicates that respondents generally felt that 
AR too ls contributed positively to their loyalty towards the bank. The SD of 0.71 
suggests that while most respondents were loyal, some showed lower levels of 
attachment. Skewness of -0.45 shows a slight negative skew, meaning that more 
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 respondents gave slightly higher scores for loyalty. Kurtosis of -0.61 indicates a 
platykurtic distribution, with fewer extreme values in the data, implying that most 
respondents were moderately loyal. 

5. Satisfaction with AR Features (SA): The mean of 4.50 shows high satisfaction levels   
AR-based banking services. An SD of 0.68 indicates a relatively low variation in 
satisfaction, suggesting that most respondents were highly satisfied. Skewness of -0.29 
indicates that the data is fairly symmetric, with no significant skew towards higher or 
lower satisfaction. The Kurtosis of -0.07 suggests a near-normal distribution of 
satisfaction levels. 

The descriptive statistics suggest that overall, customers report a positive experience 
with AR-based banking services, with high engagement, satisfaction, and perceived 
improvements in financial literacy. These results provide a foundation for further 
analyses, such as examining the relationships between customer engagement and 
loyalty or the impact of financial literacy on customer acquisition. The relatively low 
variability across responses suggests that AR is seen as a valuable tool for most 
customers, though there are still some differences in individual experiences. 

 

Structural Equation Model (SEM) 

To analyze the data, a Structural Equation Model (SEM) was employed to examine the 
relationships between AR features, customer engagement, brand differentiation, and 
customer loyalty. SEM is a powerful statistical tool for modeling complex relationships and 
providing a deeper understanding of the factors driving customer experiences in AR-based 
banking services. 

Data Analysis 

Table 1: SEM Model Results 

Path Estimate Standard Error Critical Ratio p-Value 

AR Features → Customer Engagement 0.45 0.06 7.50 0.000 

Customer Engagement → Brand Loyalty 0.38 0.05 7.60 0.000 

AR Features → Brand Differentiation 0.41 0.07 5.86 0.000 

Brand Differentiation → Customer Loyalty 0.33 0.06 5.50 0.000 

AR Features → Customer Acquisition 0.32 0.06 5.33 0.000 

 

Interpretation: 
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 A positive relationship was found between AR features and customer engagement 
(Estimate = 0.45, p < 0.001), suggesting that immersive AR features significantly 
enhance customer interaction with banking services. Customer engagement has a 
significant impact on brand loyalty (Estimate = 0.38, p < 0.001), indicating that higher 
levels of engagement foster greater loyalty.AR features also significantly contribute to 
brand differentiation (Estimate = 0.41, p < 0.001), showing that AR helps banks stand 
out in the competitive market. The positive impact of brand differentiation on 
customer loyalty (Estimate = 0.33, p < 0.001) further reinforces the value of AR in 
establishing a unique brand identity. AR features also drive customer acquisition 
(Estimate = 0.32, p < 0.001), suggesting that immersive technologies can attract new 
customers to the bank. 

Results 

The analysis indicates that AR has a significant impact on customer engagement, brand 
differentiation, and loyalty. Banks that implement AR features, such as gamified financial 
education, real-time data visualizations, and virtual consultations, experience higher 
customer satisfaction and engagement. This, in turn, leads to increased customer acquisition 
and loyalty. Furthermore, AR helps banks differentiate their brand by offering unique and 
innovative services that enhance the customer experience. 

Key Findings: 

1. The study found that AR technology significantly enhances customer engagement in 
banking services. By providing immersive, interactive, and personalized experiences, 
AR draws customers in and encourages deeper interactions with banking services.  

2. The gamification of financial education, virtual consultations, and real-time data 
visualizations were particularly highlighted as key features that enhance engagement. 
These features allow customers to explore their financial options in a more intuitive 
and enjoyable manner, which ultimately leads to higher satisfaction and a greater 
willingness to use banking services. 

3. Respondents from the survey data indicated that their engagement levels with the 
bank's services were considerably higher after the introduction of AR-based features. 
This aligns with findings from Huang & Liao (2015), who suggest that AR provides an 
opportunity for banks to transform passive customers into active participants in their 
financial journey. Moreover, the engagement effects were seen to be amplified by 
personalized experiences, where AR could tailor content to individual users, making 
the experience more relevant and thus more engaging. 

4. The study's findings support the hypothesis that AR can enhance financial literacy. 
Gamified learning, virtual simulations, and interactive tutorials were particularly 
effective in helping users understand complex financial concepts.  

5. Respondents reported that AR tools helped them understand their personal finances, 
such as managing savings, investment options, and loan structures, in ways that 
traditional banking materials (brochures, websites, etc.) had failed to achieve. This 
finding aligns with Naranjo-Zolotov et al. (2020), who argue that AR’s ability to visualize 
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 financial data in an accessible and engaging manner can bridge the knowledge gap for 
customers who find traditional financial education methods intimidating or overly 
technical. 

6. One of the most significant outcomes of this study is the role of AR in brand 
differentiation. The majority of respondents indicated that AR-based services made 
their banking experience feel more innovative, modern, and user-centric, which 
increased their loyalty to the brand. As the banking industry becomes increasingly 
competitive, differentiating one’s brand through technological innovations such as AR 
can create a long-lasting impact on customer perceptions. 

7. This study supports Batat et al. (2021), who suggest that AR is a potent tool for 
differentiating a bank in a crowded marketplace. Customers who have access to 
advanced AR features feel that their bank is more progressive, which strengthens their 
emotional connection with the institution. This emotional bond, in turn, increases 
customer loyalty. This loyalty manifests itself in higher customer retention, frequent 
engagement with banking services, and positive word-of-mouth, which is a crucial 
driver of new customer acquisition. 

8. Another significant finding of the study is the potential for AR to attract new customers 
to banks. By offering unique and engaging digital experiences, banks using AR-based 
solutions are perceived as more innovative and customer-friendly. Younger, tech-savvy 
consumers, in particular, are drawn to AR-enhanced banking experiences, seeking 
services that are more interactive and aligned with their digital lifestyles. The findings 
of Chong et al. (2021) and Baqir & Shah (2020) resonate with this study, which suggests 
that the availability of AR services can be a major factor in attracting customers who 
value technological innovation. 

9. New customers tend to be more attracted to banks that provide AR tools that offer an 
educational, entertaining, or highly efficient service experience. The study also 
highlighted that AR’s appeal is not limited to younger generations; older customers, if 
provided with clear and easy-to-understand instructions, also showed a willingness to 
embrace AR-based banking tools. 

10.  AR offers substantial benefits, the study also highlighted several challenges in its 
implementation. One of the main barriers identified was the high cost of AR 
technology adoption, including software development and hardware requirements. 
Smaller banks or those with limited resources may find it challenging to implement AR 
features at scale. 

11. Customers’ readiness to adopt AR technology varies, with some showing resistance to 
new technologies due to concerns about usability or data privacy. Xie et al. (2020) and 
Martin & King (2021) identified these barriers as common in technological 
advancements, with banks needing to invest in customer education and ease of use to 
overcome these hurdles.  

12. Security concerns about the data handled by AR tools also emerged as a significant 
challenge. For AR to be successful in banking, robust security measures must be in 
place to ensure that customer’s personal and financial data are protected from 
potential breaches. 
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 Implications for the Banking Sector: 

The results of this study have profound implications for how banks can leverage AR to 
transform their brand experience and enhance customer relations. Banks that effectively 
implement AR technologies will differentiate themselves from competitors and foster 
stronger relationships with their customers. The ability to offer personalized, interactive, and 
immersive services could become a key competitive advantage as the digitalization of financial 
services continues to accelerate. 

Moreover, the ability to educate and empower customers with AR tools can help close the 
financial literacy gap, particularly among younger customers or those with limited financial 
knowledge. This educational aspect of AR can result in a more informed customer base, which 
could lead to better financial decision-making and higher levels of trust in banking institutions. 

For banks, investing in AR is not only about adopting a trend but aligning themselves with the 
future of customer service. As financial services continue to evolve, adopting AR can position 
a bank as a leader in innovation, meeting the expectations of modern customers who 
increasingly demand more from their banking experience. 

 

Recommendations: 

Based on the study's findings, the following recommendations are proposed for banks seeking 
to implement AR-based brand experiences: 

1. To ensure that AR applications are easily accessible and intuitive for all customer 
demographics, banks should prioritize user-friendly designs. Simplifying the user 
interface will help overcome the reluctance of customers unfamiliar with technology 
and improve the overall experience. 

2. Banks should ensure that their AR services are updated regularly with new features, 
maintaining customer interest and engagement. Incorporating feedback from 
customers to fine-tune the services will also help to improve their effectiveness. 

3. Given the sensitive nature of banking services, ensuring the security of customer data 
in AR applications must be a top priority. Banks should adopt robust encryption and 
authentication methods to prevent data breaches and maintain customer trust. 

4. To mitigate resistance to adopting AR, banks should implement clear educational 
materials or tutorials explaining the benefits of AR. Customers should feel comfortable 
using AR tools, and offering demonstrations can help build trust in the technology. 

5. Banks should continuously monitor and assess the performance of their AR-based 
services. By analyzing customer engagement and satisfaction, they can identify areas 
for improvement and maximize the impact of AR on customer retention. 
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 Suggestions for Future Research 

While this study provides valuable insights into the role of AR in banking, further research is 
needed to fully understand the long-term effects of AR on customer behavior. Future studies 
could explore the following areas: 

1. Examining how customer engagement, loyalty, and satisfaction evolve with the 
continued use of AR-based banking services. 

2. Comparing the effectiveness of AR in banking with other emerging technologies, such 
as virtual reality or artificial intelligence, to determine which offers the most significant 
benefits to banks and customers. 

3. Investigating how AR-based banking services are received in different cultural 
contexts, particularly in emerging markets where digital banking adoption is growing 
rapidly. 

4. Exploring how AR tools can influence customers' financial decisions, especially in areas 
like saving, investing, and loan management. 

5. Further research on the ethical implications of using AR in banking, particularly 
regarding customer data privacy and security. 

 

Conclusion: 

Augmented reality holds the potential to revolutionize the banking experience, making it 
more immersive, interactive, and customer-centric. By enhancing customer engagement, 
improving financial literacy, and fostering brand differentiation, AR can create significant value 
for both customers and banks. However, its implementation must be done thoughtfully, 
ensuring that usability, security, and customer satisfaction are prioritized. As AR continues to 
evolve, its role in the banking sector will undoubtedly expand, providing new opportunities 
for innovation and customer engagement in the future. 

In conclusion, banks that embrace AR technology and strategically integrate it into their 
services will be well-positioned to thrive in an increasingly digital and competitive financial 
landscape. 

The study demonstrates that AR technology holds immense potential for transforming 
customer experiences in the banking sector. By offering immersive, interactive, and 
educational features, AR enhances customer engagement, differentiates banking brands, and 
fosters greater loyalty. As the banking industry continues to evolve, adopting AR technology 
will give banks a competitive edge, helping them attract new customers and retain existing 
ones. 
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