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Integrating Augmented Reality Technology in Digital Fashion Industry
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Abstract The fashion industry has been actively responding to the digital transformation, enhancing its
competitiveness through the integration of digital technology. This study aims to uncover emerging trends in
integrating Augmented Reality (AR) technology within digital marketing for the fashion industry. By examining
literature on Digital transformation of the fashion Industry and AR technology employed in fashion marketing,
the study aims to provide a comprehensive understanding of AR's impact on digital fashion industry. In-depth
interviews with experts in digital media, visual design, jewelry design, 3D animation, clothing design, digital
fashion reveal that AR technology can enhance the user experience in digital fashion industry from four key
aspects: enhancing shopping convenience, introducing fun interactive experiences, enriching aesthetic experiences,
and facilitating online socializing. Our findings suggest that Augmented Reality technology will not only enhance
user experience but also offer valuable insights for guiding digital marketing strategies in the fashion industry.
We also highlights the potential of AR technology to bridge the gap between physical and digital fashion,
creating new avenues and horizon for innovation in fashion marketing.
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Table 1. Profiles of interviewees
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