Multiple, multimodal studies
uncover deep insights into

AR’s impact on consumer
behavior, and engagement
opportunities for brands




Snap’s unique messaging platform leads the market in the
application of augmented reality across the consumer and
business experience, including specifics such as audience
engagement, purchase decisions, and its ability to connect
with Gen Z. To deeply understand the AR effect on emotions
and behaviors, Snap needed research that could:

In order to uncover the subtleties of AR’s
impactonmultiplefronts, plus give awindow
into the future of AR for marketers, brands
and their most important audiences, Snap
needed a tailored, multimodal approach.



» In-depth interviews with
AR experts to explore AR’s
evolving dynamics

Mobile ethnographies
with daily diary entries by
respondents

Quantitative, multi-country
surveys among targeted
sample groups

» Agile neuroscience that
measures physiological
processes related to
emotions, actions,
and decisions




» AR allows deep engagement with audiences: With the
help of agile neuroscience that delivers an “immersion
score” to measure emotional engagement and predict
future consumer action, one study found that Snapchat
is 1.7 more immersive than other competitive social
platforms.

AR influences purchases decisions: Consumers are
seeking AR during their shopping experiences, and it

is driving decision-making. Branded AR experiences
increase the likelihood of purchase (e.g., home decor -
73%, product personalization - 73%, virtual try-on - 72%).
In addition, two in three who say they would use branded
AR for shopping also agree they are likely to purchase
after a branded AR experience.

AR provides a platform for Gen Z: A survey of 19,000
people across 16 markets explored Gen Z’s preferences
surrounding communication, commerce, and connection,
finding that AR provides a creative, interactive way for
them to express themselves and share their story with
others.




Alter Agents are one of our preferred research partners
because they are extremely client-focused and passionate
about their client’s business and this shows up in the way

they engage us. They are always thinking about what
is best for their client, whether it is the research design,
approach, output, and are always thinking about the various
opportunities to showcase the work we do with them.






