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PAKATIP KITIRATTRAKARN : THE EFFECTIVENESS OF
AUGMENTED REALITY IN OUT-OF-HOME ADVERTISING TO
GENERATION Z CONSUMERS’ PURCHASE INTEREST. THESIS

ADVISOR : MULLIKA SUNGSANIT, Ph.D., 69 PP.

AUGMENT REALITY/ADVERTISING/GENERATION Z

CONSUMER/PURCHASE INTEREST

The purpose of this study is to (1) compare consumer perceptions, attitudes
toward media advertising and interest‘ of purchasing between AR technology and
traditional Out-Of-Home advertising. Also, (2) to study the effect of AR technology and
Out-Of-Home advertising on consumer demands. Respondents are the Generation Z
consumers who are 17 - 24 years old and live in Amphur Muang, Nakhon Ratchasima.
The questionnaires were used to collect data from 390 respondents and analyzed by
using T-Test, Chi-Square and Pearson Product-moment Correlation.

The T-Test results showed the differences between consumer perceptions of
3 perspectives (interactivity, novelty and creativity) and attitudes toward products
between AR technology and the traditional Out-Of-Home advertising at a Significant
level of 0.000. However, the test on customer demands showed no difference on
interest between AR technology and the traditional Out-Of-Home advertising at
a Significant in level of 0.577 in Chi-square test for Homogeneity. An advertisement

using AR technology creates more awareness of customers than a traditional way of
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advertisement at a level of 0.74 in Pearson product-moment correlation. The AR

technology also attracts more interest on buying products at a level of 72.3 percent.
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