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A Study on the Application of Packaging and
Augmented Reality as a Marketing Tool

Jongseo Kim, Euisuk Ko, Hakrae Lee, Woncheol Shim, Wookgun Kang, Jaineung Kim*

Department of Packaging, Yonsei University, Wonju, 26493, Korea

Abstract Packaging protects products and delivers information to consumers, and interacts with consumers using var-
ious technologies such as NFC and QR Code. Recently, augmented reality technology is widely used in the marketing
field, and augmented reality market is expected to continue to grow according to Gartner Hype cycle. However, aug-
mented reality is only used by a few companies in the packaging field. By applying augmented reality to packaging, com-
panies can move away from the limited packaging size and provide consumers with more information about their
products. In addition, augmented reality can improve the understanding of the product to consumers by interacting with
consumers through a variety of content, and positively attract consumers' interest in the brand. Therefore, this study sum-
marized the definition, characteristics, advantages, and market status of packaging and augmented reality, and analyzed
the characteristics and cases of content types of augmented reality. As a result, we confirmed the characteristics of mar-
keting using augmented reality, and especially the necessity of applying augmented reality as a marketing tool in the field
of packaging.
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Table 1. Three characteristics in Augmented Reality system

Characteristic

Combines real and virtual

Interactive in real time

Registered in 3D

Z#]: Ronald T. Azuma (1997). A Survey of Augmented Reality
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Table 2. Five key phases of a technology’s life cycle in Hype Cycle Model

Five key

of Inflated Expectationg

‘Some companies take action; many do not.

phases Explanation
Innovation ‘A potential technology breakthrough kicks things off.
Trigger ‘Early proof-of-concept stories and media interest Frigg.er significant publicity.
‘Often no usable products exist and commercial viability is unproven.
Peak ‘Early publicity produces a number of success stories — often accompanied by scores of failures.

Trough
of Disillusionment

‘Interest wanes as experiments and implementations fail to deliver.
‘Producers of the technology shake out or fail.
‘Investments continue only if the surviving providers improve their products to the satisfaction of early adopters

Slope stood.

of Enlightenment

‘More instances of how the technology can benefit the enterprise start to crystallize and become more widely under-

‘Second- and third-generation products appear from technology providers.
‘More enterprises fund pilots; conservative companies remain cautious.

‘Mainstream adoption starts to take off.
Plateau

of Productivity

‘Criteria for assessing provider viability are more clearly defined.
“The technology's broad market applicability and relevance are clearly paying off.

Z*: gartner.com



2 UBAL - T2IA 0I5

By, AL, 7V AFE, vFd
frEe=z =l Ark(Fig 5).

ARY SAAEE 2rpEZS] GPS 22 75 A5
of ARgALS] 91X ARE B T BRE AlFsHAY Al
F9] omA] = QR Code 55 123t A9 ARE

].3_6].,. 7]‘“—E : Zé]ib‘:] Eﬂ—tﬂg.@‘ /\]-B—Z]J]— 2] :‘]-‘:—
ARE AlFste] ARAE A8 ARE g 5 W
Sth(Fig 6).

ALE F4dPe 2nfEE J2E F9 Eol” ﬂ
WS B34 7P EAE toE AlYS sk
ol olgist ANE SAFAL ARt} e AE-S Eﬁﬁ
AREALS] SHE FFAT]E 716 SHk(Fig 7).

7P APE SAEALE A MAle Sl 7P
IEERE=R; % I Alzate] AREAE @A AACIA AR

st A 22 AES AFet. olgjg 7P A9d S
HAA L ARgAAl teFet FH=E Algshe vAE A
gg-0] 7F53t}(Fig 3).

HIFY oHEY FAAS gofst AZtadE Algst
v ZulEZ9] JHHEE B3 Kol IHe B ARSAE
7t JEAgo] 7hes EAlE ke 3ol wiXshks s
< AlFditt. ol AYE AT FASEAIRE AREARt
S = 7] F3ALRTE A7 gk

rSL

gtk 2fol7t 9l

3) EHY FYN O

Holle A S ARAIAl A AlAl 7o 7}
2 dlele 2 AFE AlFste M2 72 AR 9l
th o]& &&sto] tFet 7IgEe] SALE o835t
AH|RA] A2 o2 AES TR 7] AY
& AlFshs THZE /fdste] A" 283k 015}23)

F4EA ks 285 “]’71]‘%‘3 A AlFE Tl
she g0l E9dd SR APS F8 AlFeld A
H| 2ol gk AR A3 S AlFated Amliele] wste] @
S ulZth. 92I(B. Joseph Pine I3 ZXo}(James H.
Gilmore)2] 73 fﬂﬁxﬂ(Experience Economy)°| 20l w=™,
2RIAF AFE Flshe HolM e AP ©ed] A
Fo| 7Hx|Er 0}‘43} T Yol AE TR = Fojukg
o7 Bl VIS Eol7] S8l ARF THHE =
sitha st 2] (Bsther Swilleyy= A84 &%
(Experiential Shopping)y> AH|AMNAl EAS T3 3o
£ 5% A= AP AEse ArAHe i 719
2ukd g ARpEAR Al IR ARES IAIA L
2b &tol] Rhgaljok ghtharl A|Qteiditt. o] My mupd F
dAdE rHIE R AR RN EA AR Al

<3
-

E

Fig. 5. Information Type Augmented Reality.
Z*]: gartner.com.

Fig. 7. Virtual Experience Type Augmented Reality.
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