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Abstract 
Organizations and brands have long since used stories to communicate and resonate with their 
audiences. Nowadays, novel interactive media formats are used to enhance these brand-consumer 
interactions. Augmented reality (AR), in particular, holds the potential to aid brands in having 
immersive and exploratory interactions with consumers. The aim of this study is to examine the 
effects of AR in brand storytelling on brand attitude and brand associations, and to explore to 
what extent (the dimensions of) flow can explain these effects. A single factorial (Type of brand 
storytelling: AR vs. non-AR) between-subjects field experiment is conducted (N = 83). The 
results show that AR brand storytelling leads to a higher perceived flow than regular brand 
storytelling. Furthermore, flow mediates the effects of AR brand storytelling on both brand 
attitude and brand associations. Notably, the flow dimensions control and attention focus are 
found to be particularly important for explaining the effect on brand associations.  

Keywords: augmented reality (AR), brand storytelling, flow, brand attitude, brand associations.  

1 Introduction 
Many brands use storytelling to strengthen their image and to communicate their 
branded messages to consumers. From a branding perspective, storytelling is 
considered an integral part of a brand’s management strategy (Park et al., 2021). Also, 
it can offer brands a competitive advantage, because it allows them to resonate with 
consumers (Chiu et al., 2012). Nowadays, new technologies are used to enhance 
brand storytelling. One of the most promising of these is augmented reality (AR).  

Augmented reality is a technology that integrates virtual information into real-life 
settings (Faust et al., 2012; Javornik, 2016a; Rauschnabel et al., 2019) and provides 
users the illusion that virtually depicted objects are present in their actual real-world 
environment (Verhagen et al., 2014). Many contemporary smartphones offer AR 
features, using the phone’s geolocation, compass, accelerometer, and camera 
capabilities (Carmigniani et al., 2011). By leveraging AR technology, brands are 

 
1 Van Berlo, Z. M. C., & Stikos, D. (2023). Augmented reality brand storytelling: The 
role of flow in attitude formation and associative learning. In T. Jung, M. C. tom 
Dieck, & S. M. C. Loureiro (Eds.), Extended reality and metaverse: Immersive 
technology in times of crisis (pp. 72-84). Springer Nature. 
https://doi.org/10.1007/978-3-031-25390-4_6  
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believed to be able to establish more impactful brand-consumer relationships (Smink 
et al., 2019; 2021; Scholz & Duffy, 2018). 

In a non-commercial context, Scholz and Smith (2017) demonstrated that AR 
storytelling can offer immersive experiences to users. For example, they showed that 
geo-based storytelling positively affects users’ narrative transportation—for the story 
(world) is transported to the user while at the same time the user is transported into 
the story world. Furthermore, the interactive nature of AR is believed to have a 
positive impact on user’s perceived flow when using an AR application. Flow is a 
psychological state, characterised by immersion and absorption into a specific activity 
(Csíkszentmihályi, 1990). In a commercial context, flow has been associated with 
both affective and cognitive brand responses (Javornik, 2016b).  

The aim of this study is to examine to what extent perceived flow can explain the 
effects of AR on brand attitude and brand associations, in the context of brand 
storytelling. Furthermore, the study also explores the potential roles of four 
dimensions of flow (i.e., control, attention focus, curiosity, and intrinsic interest). 
Insights from flow theory (Csíkszentmihályi, 1990), the affect transfer hypothesis 
(Mackenzie et al., 1986), and associative learning theories (Van Osselaer & 
Janiszewski, 2001) are used to explain these effects.  

Exploring the role of flow in explaining the effects AR on brand responses is relevant, 
because research into these effects showed mixed results. Some studies (e.g., 
Rauschnabel et al., 2019), for example, found that branded AR apps can lead to more 
positive brand responses, whereas other studies reported mixed results or no effects 
(e.g., Javornik, 2016b; Smink et al., 2020).  

Furthermore, for marketing professionals, studying the effects of extended reality 
(XR) features on brand attitude and brand associations is relevant, because these are 
important indicators of successful marketing and/or advertising behaviour and 
indicative of strong consumer-brand relationships (Hess & Story, 2005; Wedel et al., 
2020).  

2 Theoretical Framework 
2.1 Four Dimensions of Flow 

Flow theory (Csíkszentmihályi, 1990) suggests that playful interactive experiences 
with media can be self-motivating, because they can lead users to experience a state 
of flow. Flow is a multidimensional construct (Webster et al., 1993; Nel et al., 1999) 
describing a psychological state in which users experience: (a) high levels of control 
of their interactions with a medium, (b) a narrowed attention focus on that which they 
interact with, (c) elevated levels of curiosity through cognitive and/or sensory 
stimulation while interacting, and (d) intrinsic interest and satisfaction with the 
interaction.  

2.2 Flow & AR Brand Storytelling 

For brand storytelling, incorporating AR features is expected to lead to higher levels 
of perceived flow among users—on each of its four dimensions:  
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First, an integral part of AR technology is that it allows users to place virtual objects 
in their direct environments. Users can interact with these objects, leading them to 
experience high levels of control over their interactions. In the context of branded 
storytelling, AR allows users to interact with objects relevant to the branded story.  

Second, in addition to its distinct feature of virtual emplacement and augmentation, 
AR is characterized by the interaction between the user and the interface (Azuma 
et al., 2001). This is believed to increase attention focus and lead to higher levels of 
absorption in the interaction with the branded story. By design, AR apps redirect the 
attention of users away from their actual immediate environments, toward the 
augmented reality displayed on a screen (e.g., smartphone, tablet, AR headset). This 
attention focus, subsequently, is expected to lead to absorption.  

Third, AR is believed to drive curiosity due to its cognitively and sensory stimulating 
and immersive nature (Xue et al., 2021). Like other XR technologies, AR allows for 
sensory immersion into the mediated environment and can offer users the illusion of 
‘being there’ in (or interacting with) the virtual world (Sundar et al., 2015; Abels 
et al., 2021). This sensory illusion is in the XR literature generally referred to as 
presence (Hartmann et al., 2015; Van Berlo et al., 2020). 

And fourth, AR is believed to lead to higher levels of intrinsic interest. The playful 
interactions AR enables are generally believed to be a fun and pleasurable experience, 
which subsequently result in satisfaction with the interaction (Zheleva et al., 2021).  

All in all, it is hypothesized that AR brand storytelling (compared to non-AR brand 
storytelling) leads to higher levels of perceived flow, on all four dimensions:  

H1: AR (vs. non-AR) brand storytelling has a positive direct effect on users’ 
perceptions on all four flow dimensions: (a) control, (b) attention focus, (c) curiosity, 
and (d) intrinsic interest. 

2.3 Explaining Effects on Brand Attitude via Flow 

In a marketing context, flow, as a psychological state, has been associated with both 
affective and cognitive responses to interactive media formats (Van Noort et al., 
2012; Javornik, 2016b).  

The affective responses to flow are often explained by considering insights directly 
from flow theory (Csíkszentmihályi, 1990). This theory characterises the state of flow 
as an overall pleasurable experience rooted in the control of, absorption in, 
stimulation by, and satisfaction with the interaction with a medium (Webster et al., 
1993; Nel et al., 1999). Users are subsequently expected to attribute the pleasure 
experienced while in a state of flow, first of all, to the medium they interact with—
leading, in an AR context for example, to higher levels of app attitude mediated 
through flow (Javornik, 2016b). In addition, in line with the affect transfer hypothesis 
(Mackenzie et al., 1986), one could argue that this positive affective state could also 
transfer over to other consumer responses, like brand attitude. Similar effects have 
been found in other XR contexts (Van Berlo et al., 2021). 

Even though several studies showed that branded AR apps can lead to more 
favourable attitudes towards the brand (e.g., Rauschnabel et al., 2019), the empirical 
evidence for the role of flow in explaining the effects of interactive media formats on 
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brand attitude is still inconclusive. Therefore, in line with flow theory 
(Csíkszentmihályi, 1990), the follow hypothesis is proposed: 

H2: Users’ perceived flow positively mediates the effect of AR (vs non-AR) brand 
storytelling on brand attitude. 

2.4 Explaining Effects on Brand Associations via Flow 

In addition to explaining affective responses to interactive media formats, flow is also 
expected to explain cognitive responses, like brand associations.  

Brand associations refer to the aggregation of assets and liabilities of a brand and their 
connections in memory (Aaker, 1991) and contain the meaning of the brand for the 
consumers as ‘informational nodes’ (Keller, 2003). The construction of brand 
associations is a learning process, with these informational nodes being linked in 
consumers’ minds to build an associative network of connections with the brand.  

Van Osselaer and Janiszewski (2001) showed that the processes through which these 
associations are established are the human associative memory (HAM) models 
(Anderson & Bower, 1973) and the adaptive learning model (Janiszewski & Van 
Osselaer, 2000). These two models mainly differ from each other in terms of cue 
learning and interactivity—the former proposes that cues are learned independently, 
whereas the latter suggests that these cues interact. In other words, HAM models 
suggest that multiple brand associations can be promoted simultaneously, whereas the 
adaptive learning model proposes that the promotion of an association may be less 
effective when it is ‘trained’ with another association of greater salience. Even though 
the interaction differs, the above indicates that brand associations in both cases are 
being established (and/or strengthened) through a learning process. 

Flow, experienced while interacting with AR content, is expected to facilitate this 
learning process—primarily because a flow state is characterized by a more narrow 
focus of awareness on the content that one is interacting with (cq. the branded 
content) and irrelevant perceptions are filtered out (Csíkszentmihályi, 1975). But also 
because, in human-computer interactions, perceptual interfaces increase engagement 
and the respective memory about these experiences (Reeves & Nass, 2000). 

Previous studies, albeit not using an AR apps, have tried to explore the effects of 
interactive and immersive media on brand associations and learning through the 
perceived immersion into the story world. In the context of 3D virtual environments, 
Nah et al. (2011) affirmed the effect on learning, while showing that flow was the 
most relevant concept explaining this effect. Similarly, Bae et al. (2020) found in a 
mixed reality context (i.e., virtual hologram portrayals and projection mapping on a 
physical display wall) that feelings of immersion mediated the effects of mixed 
reality’s interactivity on brand associations. In sum, flow is expected to mediate the 
effect of AR on brand associations. The following hypothesis is proposed: 

H3: Users’ perceived flow positively mediates the effect of AR (vs non-AR) brand 
storytelling on brand attitude. 
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2.5 Relative Effects of Flow Dimensions 

Notably, previous studies (e.g., Javornik, 2016b) into the role of flow in the context of 
AR effects have exclusively operationalised flow as a unidimensional construct. It is 
however conceivable that some flow dimensions play a (relatively) more important 
role than others in explaining AR effects like attitude formation and associative 
learning. For attitude formation for example, the dimension ‘intrinsic interest’ seems 
particularly important, because this dimension is directly related to feelings of 
satisfaction and pleasure; whereas for associative learning the dimensions ‘control’ 
and ‘attention focus’ seem more relevant, because these dimensions can be linked to 
enhanced processing of information. However, due to the lack of existing empirical 
evidence, a research question is proposed instead of a hypothesis: 

RQ1: What is the relative effect of each of the four dimensions of flow in explaining 
the effect of AR (vs non-AR) brand storytelling on users’ (a) brand attitude and (b) 
brand associations? 

3 Methods 
3.1 Participants and Procedure 

To test the hypotheses, a field experiment was conducted with a single-factor (Type 
of brand storytelling: AR vs non-AR) experimental design. Flow was measured as a 
mediator variable. The sample consisted of 83 young adults (41 identified as women, 
39 as men, 2 as non-binary, and 1 preferred not to say) with an average age of 21.27 
years old (SDage = 2.25).  

Data was collected in late 2021. Participants were approached on a university campus 
and asked to participate in a study. After giving informed consent, participants were 
randomly assigned to either the experimental (AR brand storytelling) or control (non-
AR brand storytelling) condition. Participants in both conditions were instructed to 
read a short interactive brand story developed for this experiment on an app used for 
AR brand storytelling. In the experimental condition, the participants could, in 
addition to reading the story, also explore their environment using an AR feature in 
the app. In the control condition, participants were only able to read the story 
(meaning that the AR feature was disabled). Afterwards, all participants filled out a 
questionnaire measuring several demographic variables, perceived flow, brand 
attitude, and brand associations. Finally, everyone was debriefed and thanked for their 
participation.  

3.2 Stimulus Materials 

The stimulus material for this study was created using the AR storytelling app Artelot. 
This app allows users to read a (branded) story, which can be augmented using geo-
located AR animations. For this study, a geo-located historical short-story was created 
based around a Nobel prize-winning professor from the university at which the data 
was collected. The host university served as the target brand of this study. In the 
story, the professor has a conversation with another person. Throughout the 
conversation, the rich history, prestigiousness, and inclusiveness of the host university 
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were highlighted. The words ‘historical’, ‘prestigious’, and ‘inclusive’ served as the 
three target associations that the narrative aimed to communicate.  

Both conditions showed the exact same story in written format, accompanied by an 
image featuring the two characters of the story and the university’s logo on a solid-
colour background. The only difference between the two conditions was the AR 
feature. In the experimental (AR) condition version of the story, users could use the 
AR interface to place (and interact with) the story’s characters in the real-world. A 
still image of the stimulus materials can be found as Fig. 1.  

Fig. 1. Stimulus materials 

3.3 Measures 

Perceived Flow. To measure perceived flow, a twelve-item (e.g., “When I used the 
app I felt in control”, “Visiting the app excited my curiosity”, “The app was 
interesting”) 7-point Likert scale (1 = strongly disagree; 7 = strongly agree), was 
used. This scale, adapted from a validated scale by Nel et al. (1999), measured four 
dimensions of flow: Control (M = 4.85, SD = 1.44, Cronbach’s alpha = .80), attention 
focus (M = 4.26, SD = 1.28, Cronbach’s alpha = .69), curiosity (M = 4.98, SD = 1.43, 
Cronbach’s alpha = .84), and intrinsic interest (M = 4.94, SD = 1.26, Cronbach’s 
alpha = .83).  

Brand Attitude. Brand attitude was measured on a five-item (e.g., ‘Bad/good’, 
‘Unpleasant/pleasant’, ‘unlikable/likable’) 7-point semantic differential scale (Spears 
& Singh, 2004). The scale (M = 5.65, SD = 0.92) proved valid (EV = 3.42, R2 = 0.68) 
and reliable (Cronbach’s alpha = 0.88). 

Brand Associations. Following a procedure outlined by Dahlèn (2005), brand 
associations were measured by asking participants to indicate, on a three-item 7-point 
Likert scale (1 = strongly disagree, 7 = strongly agree), to what extent they felt the 
target brand could be described as ‘historical’, ‘prestigious’, and ‘inclusive’. The 
scale (M = 5.35, SD = 1.00) proved valid (EV = 1.90, R2 = 0.63) and reliable 
(Cronbach’s alpha = 0.70). 
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4 Results 
4.1 Direct Effects of AR Brand Storytelling 

To test the effects of AR in brand storytelling on flow, four independent samples t 
tests were conducted. As shown in Table 1, all four tests were significant, meaning 
that people in the AR storytelling condition showed higher levels of control, attention 
focus, curiosity, and intrinsic interest, when compared to people in the non-AR 
storytelling condition. These findings support H1.  

Table 1. Direct effects of AR brand storytelling on flow. 

Measure Brand Storytelling    
 AR 

(n = 44) 
Non-AR  
(n = 39) 

   

 M SD M SD t p Cohen’s d 
Control 5.55 0.90 4.06 1.54 5.23 < .001 1.18 
Attention focus 4.72 1.14 3.74 1.24 3.74 < .001 0.82 
Curiosity  5.71 1.20 4.15 1.22 5.78 < .001 1.29 
Intrinsic interest  5.57 1.00 4.22 1.14 5.62 < .001 1.26 

Note. The tests described in this table have 81 degrees of freedom. 

4.2 Indirect Effects of AR Brand Storytelling  

To test hypotheses 2 and 3, two mediation models (Model 4) were estimated using the 
PROCESS macro by Hayes (2013). For the first model, type of storytelling served as 
independent variable, brand attitude as dependent variable, and the four dimensions of 
perceived flow as mediator variables. The second model differed from the first model 
in that brand associations were measured as dependent variable.  

Brand Attitude. The first model was estimated to test the indirect effect of AR brand 
storytelling, via flow, on brand attitude. As shown in Table 2, the total indirect effect 
of AR brand storytelling on brand attitude was significant (b* = 0.40, SE = 0.17, 
95%CI [0.05, 0.71]). This means that the data support H2.  

Notably, non-significant indirect effects were found for the individual flow 
dimensions control (b* = 0.13), attention focus (b* = 0.03), curiosity (b* = 0.05), and 
intrinsic interest (b* = 0.18). 

Brand Associations. The second model was estimated to test the indirect effects of 
AR brand storytelling on brand associations. As shown in Table 3, the total indirect 
effect of AR brand storytelling on brand associations via flow was significant 
(b* = 0.79, SE = 0.18, 95%CI [0.46, 1.16]). This means that the data support H3. 

Furthermore, significant indirect effects were found for the individual flow 
dimensions control (b* = 0.31) and attention focus (b* = 0.34). The indirect effects of 
the flow dimension curiosity (b* = 0.25) and intrinsic interest (b* = -0.11), however, 
were non-significant.  

Table 2. Direct and indirect effects of AR brand storytelling on brand attitude. 

Measures Brand Attitude 



PREPRINT 

 Direct Effects Indirect Effects 
 b SE 95% CI b SE 95% CI 
AR brand storytelling 0.26 0.24 [-0.22, 0.74] - - - 
Flow  - - - 0.36 0.17 [0.05, 0.71] 
   Control 0.08 0.09 [-0.11, 0.26] 0.12 0.14 [-0.17, 0.41] 
   Attention focus 0.03 0.10 [-0.17, 0.23] 0.03 0.10 [-0.18, 0.21] 
   Curiosity  0.03 0.12 [-0.21, 0.27] 0.04 0.18 [-0.30, 0.43] 
   Intrinsic interest  0.13 0.17 [-0.21, 0.46] -0.17 0.22 [-0.28, 0.61] 

Note. Regression coefficients presented in bold are significant at the .05 level. 

Table 3. Direct and indirect effects of AR brand storytelling on brand associations. 

Measures Brand Associations 
 Direct Effects Indirect Effects 

 b SE 95% CI b SE 95% CI 
AR brand storytelling -0.17 0.22 [-0.61, 0.27] - - - 
Flow  - - - 0.79 0.21 [0.42, 1.23] 
   Control 0.21 0.08 [0.05, 0.36] 0.31 0.14 [0.06, 0.60] 
   Attention focus 0.34 0.09 [0.16, 0.52] 0.34 0.12 [0.13, 0.60] 
   Curiosity  0.16 0.10 [-0.03, 0.36] 0.25 0.16 [-0.03, 0.61] 
   Intrinsic interest  -0.08 0.14 [-0.37, 0.20] -0.11 0.19 [-0.49, 0.25] 

Note. Regression coefficients presented in bold are significant at the .05 level. 

5 Discussion 
The aim of this study was to examine how AR can be used to enhance the effect of 
brand storytelling on brand attitude and brand associations, and to what extent flow 
can explain these effects. Overall, AR in brand storytelling was found to have a 
positive effect on flow, which in turn explained the effects on brand attitude and 
brand associations. From the results three main conclusions can be drawn.  

5.1 Flow & AR Brand Storytelling  

First, the results show that the use of AR features can enhance flow. This is in line 
with previous research, suggesting that AR holds the potential to immerse and absorb 
its users into the story world and evoke a state of flow (Huang & Liao, 2017; 
Javornik, 2016b; Scholz & Smith, 2017; Sundar et al., 2015). Notably, AR was found 
to positively affect all four dimensions of flow (e.g., control, attention focus, 
curiosity, and intrinsic interest).  

5.2 Effects on Brand Attitude via Flow  

Second, flow was found to mediate the effect of AR storytelling on brand attitude. 
This is in line with flow theory (Csíkszentmihályi, 1990) and suggests that users 
attribute the overall pleasurable state of mind, experienced when in a state of flow, to 
the branded content they interact with. Moreover, given that positive valance, 
experienced during a state of flow, seems to be transferred over to the brand, these 
findings also support the affect transfer hypothesis (Mackenzie et al., 1986). 

Notably, the results suggest that none of the flow dimensions individually explain a 
significant part of the effect of AR on brand attitude.  
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5.3 Effects on Brand Associations via Flow  

Third, flow was found to mediate the effect of AR storytelling on brand associations. 
In line with previous research on the role of flow in mediating the effects of 
interactive media (e.g., Skadberg & Kimmel, 2004), flow was found to play an 
important role in the creation of brand associations (Skadberg & Kimmel, 2004). The 
current study shows that being in a state of flow can enhance (associative) learning 
processes. 

Furthermore, the results also show that the flow dimensions control and attention 
focus are most important in explaining the effect of AR on brand associations. 
Control allows users to determine their own pace in processing information they 
interact with. Previous research into learning has shown that incorporating a modest 
amount of interactivity can promote deeper learning (Mayer & Chandler, 2001), 
which could potentially explain the mediating role of control. A potential explanation 
for the role of attention focus could be that when users become more absorbed into 
the activity, they are less distracted by other stimuli, which in turn could then improve 
the processing (encoding and retention) of information (Lang, 2000). Notably, the 
results suggest that the flow dimensions curiosity and intrinsic interest, albeit an 
integral part of the flow experience, seem less important for facilitating associative 
learning.  

5.4 Limitations & Future Research 

The current study offers novel insight into the workings of AR in brand storytelling 
and the role of flow. However, it also has its limitations. Arguably, the most pressing 
limitation of the study is the choice of target brand. By collecting data on the campus 
of the university that was also the target brand of the experiment, it is conceivable that 
participants already had strong pre-existing attitudes and associations with the brand. 
Where this does not have to be an issue per se, strong pre-existing attitudes and 
associations could have potentially led to ceiling effects (and thus suppressed the 
effects that were found). In the future, researchers are advised to use less known (or 
fictitious) brands in their stimulus materials, to avoid any potential confounds 
resulting from ceiling effects. 

5.5 Implications for Theory and Practice 

For theory, the most important implication of the current study is that it demonstrates 
how integrating flow as a multidimensional construct, rather than a unidimensional 
one, offers deeper insight in the understanding of the workings of flow. In particular, 
the results indicate that there can be relative differences in to what extent individual 
flow dimensions contribute to the overall explanation of the effects of AR. For 
example, on the one hand, when explaining of the effects on brand attitude, only the 
cumulative effect of all four flow dimensions was found to be significant (and the 
individual effects of the flow dimensions were not deemed meaningful). However, on 
the other hand, the effects on brand associations were explained more meaningfully 
by also considering the individual effects of the four dimensions of flow.   

For practice, the findings show that AR can enhance a brand’s efforts to communicate 
a convincing brand story to promote more positive brand attitudes and to establish 
brand associations. Concretely, to drive brand attitude and strengthen brand 
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associations, marketing professionals are advised to look for ways to integrate AR 
features into their brand storytelling efforts—and to ultimately deliver users 
experiences that offer them a greater sense of control, absorb them, and deliver them 
an interactive experience that is both stimulating and pleasurable.  

References 

Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand name. The 
Free Press. 

Abels, E. A. M., Toet, A., Stokking, H., Klunder, T., Van Berlo, Z. M. C., Smeets, B., & 
Niamut, O. (2021). Augmented reality-based remote family visits in nursing homes. In 
ACM international conference on interactive media experiences (pp. 258-263). 
https://doi.org/10.1145/3452918.3465502 

Anderson, J. R., & Bower, G. H. (1973). Human associative memory. Psychology press. 
Azuma, R., Baillot, Y., Behringer, R., Feiner, S., Julier, S., & MacIntyre, B. (2001). Recent 

advances in augmented reality. IEEE Computer Graphics and Applications, 21(6), 34–
47. https://doi.org/10.1109/38.963459 

Bae, S., Jung, T. H., Moorhouse, N., Suh, M., & Kwon, O. (2020). The influence of mixed 
reality on satisfaction and brand loyalty in cultural heritage attractions: A brand equity 
perspective. Sustainability, 12(7), 2956. https://doi.org/10.3390/su12072956  

Carmigniani, J., Furht, B., Anisetti, M., Ceravolo, P., Damiani, E., & Ivkovic, M. (2011). 
Augmented reality technologies, systems and applications. Multimedia Tools and 
Applications, 51(1), 341–377. https://doi.org/10.1007/s11042-010-0660-6    

Chiu, H.-C., Hsieh, Y.-C., & Kuo, Y.-C. (2012). How to align your brand stories with your 
products. Journal of Retailing, 88(2), 262–275. 
https://doi.org/10.1016/j.jretai.2012.02.001   

Csíkszentmihályi, M. (1975). Beyond Boredom and Anxiety. Jossey-Bass.  
Csíkszentmihályi, M. (1990). Flow: The Psychology of Optimal Experience. HarperPerennial.  
Dahlén, M. (2005). The medium as a contextual cue: Effects of creative media choice. Journal 

of Advertising, 34(3), 89–98. https://doi.org/10.1080/00913367.2005.10639197 
Faust, F., Roepke, G., Catecati, T., Araujo, F., Ferreira, M. G. G., & Albertazzi, D. (2012). Use 

of augmented reality in the usability evaluation of products. Work, 41(Supplement 1), 
1164–1167. https://doi.org/10.3233/WOR-2012-0298-1164  

Hartmann, T., Wirth, W., Vorderer, P., Klimmt, C., Schramm, H., & Böcking, S. (2015). 
Spatial presence theory: State of the art and challenges ahead. In M. Lombard, F. 
Biocca, J. Freeman, W. IJsselsteijn, & R. Schaevitz (Eds.), Immersed in media (pp. 
115-135). Springer. https://doi.org/10.1007/978-3-319-10190-3_7  

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process analysis: 
A regression-based approach. Guilford publications. 

Hess, J., & Story, J. (2005). Trust‐based commitment: Multidimensional consumer‐brand 
relationships. Journal of Consumer Marketing, 22(6), 313–322. 
https://doi.org/10.1108/07363760510623902  

Janiszewski, C., & Van Osselaer, S. M. J. (2000). A connectionist model of brand–quality 
associations. Journal of Marketing Research, 37(3), 331–350. 
https://doi.org/10.1509/jmkr.37.3.331.18780 

Javornik, A. (2016a). Augmented reality: Research agenda for studying the impact of its media 
characteristics on consumer behaviour. Journal of Retailing and Consumer Services, 
30, 252–261. https://doi.org/10.1016/j.jretconser.2016.02.004  

Javornik, A. (2016b). ‘It’s an illusion, but it looks real!’ Consumer affective, cognitive and 
behavioural responses to augmented reality applications. Journal of Marketing 
Management, 32(9–10), 987–1011. https://doi.org/10.1080/0267257X.2016.1174726  

Keller, K. L. (2003). Brand synthesis: The multidimensionality of brand knowledge. Journal of 
Consumer Research, 29(4), 595–600. https://doi.org/10.1086/346254  

https://doi.org/10.1145/3452918.3465502
https://doi.org/10.1109/38.963459
https://doi.org/10.3390/su12072956
https://doi.org/10.1007/s11042-010-0660-6
https://doi.org/10.1016/j.jretai.2012.02.001
https://doi.org/10.1080/00913367.2005.10639197
https://doi.org/10.3233/WOR-2012-0298-1164
https://doi.org/10.1007/978-3-319-10190-3_7
https://doi.org/10.1108/07363760510623902
https://doi.org/10.1509/jmkr.37.3.331.18780
https://doi.org/10.1016/j.jretconser.2016.02.004
https://doi.org/10.1080/0267257X.2016.1174726
https://doi.org/10.1086/346254


PREPRINT 

Lang, A. (2000). The limited capacity model of mediated message processing. Journal of 
Communication, 50(1), 46–70. https://doi.org/10.1111/j.1460-2466.2000.tb02833.x 

MacKenzie, S. B., Lutz, R. J., & Belch, G. E. (1986). The role of attitude toward the ad as a 
mediator of advertising effectiveness: A test of competing explanations. Journal of 
Marketing Research, 23(2), 130-143. https://doi.org/10.1177%2F002224378602300205  

Mayer, R. E. & Chandler, P. (2001). When learning is just a click away. Journal of Educational 
Psychology, 93(2), 390-397. https://psycnet.apa.org/doi/10.1037/0022-0663.93.2.390  

Nah, F. F.-H., Eschenbrenner, B., & DeWester, D. (2011). Enhancing brand equity through 
flow and telepresence: A comparison of 2D and 3D virtual worlds. MIS Quarterly, 
35(3), 731–747. https://doi.org/10.2307/23042806  

Nel, D., Van Niekerk, R., Berthon, J., & Davies, T. (1999). Going with the flow: Web sites and 
customer involvement. Internet Research, 9(2), 109-116. 
https://doi.org/10.1108/10662249910264873 

Park, A., Treen, E., Pitt, L., & Chan, A. (2021). Brand stories in marketing: A bibliographic 
perspective. Journal of Strategic Marketing. Advance online publication. 
https://doi.org/10.1080/0965254X.2021.1963312  

Rauschnabel, P. A., Felix, R., & Hinsch, C. (2019). Augmented reality marketing: How mobile 
AR-apps can improve brands through inspiration. Journal of Retailing and Consumer 
Services, 49, 43–53. https://doi.org/10.1016/j.jretconser.2019.03.004  

Reeves, B., & Nass, C. (2000). Perceptual user interfaces: Perceptual bandwidth. 
Communications of the ACM, 43(3), 65–70. https://doi.org/10.1145/330534.330542  

Scholz, J., & Duffy, K. (2018). We ARe at home: How augmented reality reshapes mobile 
marketing and consumer-brand relationships. Journal of Retailing and Consumer 
Services, 44, 11–23. https://doi.org/10.1016/j.jretconser.2018.05.004  

Scholz, J., & Smith, A. (2017). Monsters in our world: Narrative transportation in Pokémon 
Go’s mixed reality. In ACR North American Advances (Vol. 45, pp. 869–
871).Association for Consumer Research. 

Spears, N., & Singh, S. N. (2004). Measuring attitude toward the brand and purchase 
intentions. Journal of Current Issues & Research in Advertising, 26(2), 53-66. 
https://doi.org/10.1080/10641734.2004.10505164 

Skadberg, Y. X., & Kimmel, J. R. (2004). Visitors’ flow experience while browsing a web site: 
Its measurement, contributing factors and consequences. Computers in Human 
Behavior, 20(3), 403–422. https://doi.org/10.1016/S0747-5632(03)00050-5 

Smink, A. R., van Reijmersdal, E. A., & van Noort, G. (2021). Consumers’ use of augmented 
reality apps: prevalence, user characteristics, and gratifications. Journal of Advertising. 
Advance online publication. https://doi.org/10.1080/00913367.2021.1973622   

Smink, A. R., Van Reijmersdal, E. A., Van Noort, G., & Neijens, P. C. (2020). Shopping in 
augmented reality: The effects of spatial presence, personalization and intrusiveness on 
app and brand responses. Journal of Business Research, 118, 474–485. 
https://doi.org/10.1016/j.jbusres.2020.07.018 

Smink, A. R., Frowijn, S., van Reijmersdal, E. A., van Noort, G., & Neijens, P. C. (2019). Try 
online before you buy: How does shopping with augmented reality affect brand 
responses and personal data disclosure. Electronic Commerce Research and 
Applications, 35, Article: 100854. https://doi.org/10.1016/j.elerap.2019.100854  

Sundar, S. S., Jia, H., Waddell, T. F., & Huang, Y. (2015). Toward a theory of interactive 
media effects (TIME): Four models for explaining how interface features affect user 
psychology. In The handbook of the psychology of communication technology (pp. 47–
86). Wiley Blackwell. https://doi.org/10.1002/9781118426456.ch3  

Van Berlo, Z. M. C., Van Reijmersdal, E. A., Smit, E. G., & Van der Laan, L. N. (2020). Inside 
advertising: The role of presence in the processing of branded VR content. In T. H. 
Jung, M. C. Tom Dieck, & P. A. Rauschnabel (Eds.), Augmented reality and virtual 
reality (pp. 11-22). Springer. https://doi.org/10.1007/978-3-030-37869-1_2  

Van Berlo, Z. M. C., Van Reijmersdal, E. A., Smit, E. G., & van der Laan, L. N. (2021). 
Brands in virtual reality games: Affective processes within computer-mediated 

https://doi.org/10.1111/j.1460-2466.2000.tb02833.x
https://doi.org/10.1177%2F002224378602300205
https://psycnet.apa.org/doi/10.1037/0022-0663.93.2.390
https://doi.org/10.2307/23042806
https://doi.org/10.1108/10662249910264873
https://doi.org/10.1080/0965254X.2021.1963312
https://doi.org/10.1016/j.jretconser.2019.03.004
https://doi.org/10.1145/330534.330542
https://doi.org/10.1016/j.jretconser.2018.05.004
https://doi.org/10.1080/10641734.2004.10505164
https://doi.org/10.1016/S0747-5632(03)00050-5
https://doi.org/10.1080/00913367.2021.1973622
https://doi.org/10.1016/j.jbusres.2020.07.018
https://doi.org/10.1016/j.elerap.2019.100854
https://doi.org/10.1002/9781118426456.ch3
https://doi.org/10.1007/978-3-030-37869-1_2


PREPRINT 

consumer experiences. Journal of Business Research, 122, 458-465. 
https://doi.org/10.1016/j.jbusres.2020.09.006  

Van Noort, G., Voorveld, H. A. M., & Van Reijmersdal, E. A. (2012). Interactivity in brand 
web sites: Cognitive, affective, and behavioral responses explained by consumers’ 
online flow experience. Journal of Interactive Marketing, 26(4), 223–234. 
https://doi.org/10.1016/j.intmar.2011.11.002 

Van Osselaer, S. M. J., & Janiszewski, C. (2001). Two ways of learning brand associations. 
Journal of Consumer Research, 28(2), 202–223. https://doi.org/10.1086/322898  

Verhagen, T., Vonkeman, C., Feldberg, F., & Verhagen, P. (2014). Present it like it is here: 
Creating local presence to improve online product experiences. Computers in Human 
Behavior, 39, 270–280. https://doi.org/10.1016/j.chb.2014.07.036 

Webster, J., Trevino, L. K., & Ryan, L. (1993). The dimensionality and correlates of flow in 
human-computer interactions. Computers in Human Behavior, 9(4), 411-426. 
https://doi.org/10.1016/0747-5632(93)90032-N  

Wedel, M., Bigné, E., & Zhang, J. (2020). Virtual and augmented reality: Advancing research 
in consumer marketing. International Journal of Research in Marketing, 37(3), 443-
465. https://doi.org/10.1016/j.ijresmar.2020.04.004  

Xue, L., Parker, C. J., & Hart, C. A. (2021). How to design effective AR retail apps. In M. C. 
Tom Dieck, T. H. Jung, & S. M. C. Loureiro (Eds.), Augmented reality and virtual 
reality (pp. 3-16). Springer. 

Zheleva, A., Smink, A. R., Vettehen, P. H., & Ketelaar, P. (2021). Modifying the technology 
acceptance model to investigate behavioural intention to use augmented reality. In M. 
C. Tom Dieck, T. H. Jung, & S. M. C. Loureiro (Eds.), Augmented reality and virtual 
reality (pp. 125-137). Springer. 

https://doi.org/10.1016/j.jbusres.2020.09.006
https://doi.org/10.1016/j.intmar.2011.11.002
https://doi.org/10.1086/322898
https://doi.org/10.1016/j.chb.2014.07.036
https://doi.org/10.1016/0747-5632(93)90032-N
https://doi.org/10.1016/j.ijresmar.2020.04.004

	1 Introduction
	2 Theoretical Framework
	2.1 Four Dimensions of Flow
	2.2 Flow & AR Brand Storytelling
	2.3 Explaining Effects on Brand Attitude via Flow
	2.4 Explaining Effects on Brand Associations via Flow
	2.5 Relative Effects of Flow Dimensions

	3 Methods
	3.1 Participants and Procedure
	3.2 Stimulus Materials
	3.3 Measures

	4 Results
	4.1 Direct Effects of AR Brand Storytelling
	4.2 Indirect Effects of AR Brand Storytelling

	5 Discussion
	5.1 Flow & AR Brand Storytelling
	5.2 Effects on Brand Attitude via Flow
	5.3 Effects on Brand Associations via Flow
	5.4 Limitations & Future Research
	5.5 Implications for Theory and Practice

	References

