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Abstract

Digital transformations, especially emerging technologies such as Virtual Reality (VR), Augmented Reality (AR), and
Mixed Reality (MR), have significantly revolutionized digital marketing strategies in the past decade. This study
investigates marketing strategies within simulated environments, focusing on three key dimensions: interactive
narratives, data utilization, and mixed reality technology. Findings reveal that brands leveraging interactive storytelling
successfully foster deeper emotional connections and long-term customer engagement. Advanced analytics and big data
have further enabled personalized customer experiences, significantly enhancing advertising effectiveness and customer
interaction rates. Additionally, strategies incorporating VR, AR, and MR have created immersive and multisensory
experiences, increasing consumer satisfaction and trust. However, initial investment costs, technical complexities, and
privacy concerns remain substantial barriers. Overall, the study emphasizes that future marketing success relies heavily
on brands’ ability to integrate compelling narratives, precise data analytics, and advanced mixed reality technologies to
deliver unique and profound customer experiences. The study advises marketing managers and professionals to redefine
strategies around these essential elements to maintain competitive advantages in emerging markets.
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