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Abstract: The purpose of this study is to investigate how the incorporation of augmented reality (AR) 

technology into strategies for customer relationship management (CRM) has the potential to significantly 

increase customer engagement and satisfaction, thereby increasing customer loyalty and sales. The writing 

survey looks at the development of CRM and the rise of AR, featuring how AR innovation can be 

consistently incorporated into CRM frameworks to offer exceptional, esteem added encounters to clients. 

Personalizing customer interactions, providing real-time product information, and allowing customers to 

visualize products in their own environment are among the advantages of augmented reality for customer 

engagement. Contextual investigations and examples of overcoming adversity are introduced from different 

businesses, like retail, auto, and neighborliness, showing the positive effect of AR on client commitment. 

These examples shed light on the novel approaches that businesses are taking to incorporating augmented 

reality (AR) into their CRM strategies, as well as the difficulties encountered and lessons learned. It is 

anticipated that more businesses will begin to incorporate augmented reality (AR) into their customer 

relationship management (CRM) strategies. This will transform customer engagement and provide 

businesses with powerful tools for creating unforgettable experiences that foster customer loyalty and long-

term value. Introduction Customer relationship management (CRM) strategies have long been an essential 

part of business strategy for building and maintaining strong relationships with customers. 
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