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Abstract: The rapid digitalization of the food service industry has accelerated the adoption of immersive 

technologies such as Augmented Reality and Virtual Reality. These technologies redefine customer 

engagement by offering interactive menus, virtual dining experiences, and enhanced brand storytelling. 

This review synthesizes existing research on AR/VR applications in food services, their benefits, 

challenges, and future opportunities. Findings suggest that AR and VR significantly enhance customer 

experience, increase purchase intention, improve brand differentiation, and create new marketing 

channels. 
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I. INTRODUCTION 

Customer engagement has become a primary driver of competitive advantage in the food service industry. Traditional 

marketing strategies are being replaced by experiential and interactive approaches (Kim & Hall, 2020). AR and VR are 

emerging as powerful tools to deliver immersive dining experiences, assist in customer decision-making, and boost 

emotional connection with brands (Jung et al., 2021). This paper reviews how these technologies are transforming 

consumer behavior, operational efficiency, and strategic branding in restaurants, cafés, and hospitality chains. 

The food service industry has undergone rapid digital transformation in the past decade, driven by shifting consumer 

expectations, technological innovation, and increasing competition among restaurants, cafés, and hospitality brands. 

Customer engagement once defined primarily through physical service, menu design, and ambience has expanded into 

a technology-enabled, multi-sensory experience that blends physical and digital touchpoints (Kim & Hall, 2020). 

Among these emerging technologies, Augmented Reality and Virtual Reality have gained significant attention for their 

ability to create immersive, interactive, and personalized dining experiences. These tools are no longer limited to 

entertainment or gaming; they are increasingly embedded in business strategies across the food service sector to 

enhance menu communication, brand storytelling, customer decision-making, and value co-creation (Jung, Chung & 

Tom Dieck, 2021). 

Augmented Reality overlays digital information onto the real-world environment through mobile screens, smart 

glasses, or projection systems, enabling customers to access interactive content while still anchored in the physical 

dining space (Yuen & Johnson, 2022). For example, AR menus allow diners to visualize 3D models of dishes before 

ordering, view ingredient details, or even see portion sizes projected directly on their table. This “try-before-you-buy” 

visualization reduces uncertainty and strengthens customer confidence, particularly in unfamiliar cuisines or premium 

dining contexts (Garcia & Lee, 2020).  

In contrast, Virtual Reality offers fully immersive simulated environments, often delivered through head-mounted 

displays, enabling customers to experience thematic dining spaces, virtual tourism meals, or branded storytelling 
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worlds that go far beyond traditional restaurant design (Carson & Park, 2021). VR has also become a tool for food 

brands to market experiences rather than products, promoting emotional engagement through sensory immersion. 

The emergence of AR and VR in food services aligns with broader global shifts toward experience economy models, in 

which value is created not only through consumption of a product, but through the emotional, sensory, and social 

experience surrounding it (Pine & Gilmore, 2019). Millennials and Generation Z consumers who represent a growing 

share of dining expenditure prioritize interactive, shareable, and technology-infused experiences over traditional 

transactional dining (Singh, 2023). As a result, restaurants and food retailers are increasingly adopting immersive 

technologies as competitive differentiators, not merely for entertainment, but for strategic branding, customer retention, 

and personalized engagement (Rossi, Ricci & Manca, 2023). 

AR and VR applications in food services fall into several core categories: (1) customer-facing experiences such as 

interactive menus, gamified packaging, virtual dining, and sensory storytelling; (2) operational and educational 

applications including staff training, food safety simulations, and supply chain transparency; and (3) marketing and 

brand activation strategies such as virtual pop-up restaurants, influencer-driven VR tasting experiences, and AR-

triggered loyalty programs (Martinez, 2022). Research indicates that AR and VR tools are especially effective in 

reducing cognitive load and increasing purchase intention by making food information more intuitive, visual, and 

emotionally engaging (Yuen & Johnson, 2022). In addition, immersive technology fosters deeper brand attachment by 

transforming passive diners into active co-participants in the dining experience (Kim & Hall, 2020). 

The post-pandemic era accelerated the adoption of digital dining tools, including QR menus, mobile ordering, and 

contactless service. This shift created an adoption gateway for more advanced immersive solutions (Kim & Hall, 2020). 

With increasing consumer familiarity, AR and VR are evolving from novelty to utility, particularly in areas such as 

allergen awareness, nutrition transparency, sustainability labeling, and virtual social dining (Rossi et al., 2023).  

For example, AR overlays can show carbon footprint scores, ingredient sourcing maps, or dietary compatibility in real 

time, supporting consumers’ ethical and health-driven decision-making (Singh, 2023). Similarly, VR platforms enable 

virtual communal dining, where users geographically apart can share synchronized meals within a shared virtual 

environment, reshaping the meaning of social eating (Carson & Park, 2021). 

From a business operations perspective, AR and VR also serve as tools for cost efficiency and risk mitigation. VR 

simulations are increasingly used in back-of-house training to teach employees kitchen workflows, customer handling, 

and safety procedures without disrupting real operations (Martinez, 2022). This approach reduces training costs, 

increases consistency, and allows employees to rehearse emergency scenarios without real-world consequences. AR, 

meanwhile, is being explored for real-time inventory visualization, equipment maintenance instructions, and smart 

kitchen overlays (Singh, 2023). 

Despite these advantages, the adoption of AR and VR in food services faces several barriers. High startup costs, device 

maintenance, hygiene concerns related to shared VR headsets, and limited consumer familiarity in older demographic 

segments pose challenges (Jung et al., 2021). Furthermore, the creation of high-quality 3D assets and immersive scenes 

requires specialized design skills and ongoing content updates, which may not be feasible for smaller independent 

restaurants (Garcia & Lee, 2020). There are also concerns regarding data privacy, digital fatigue, and the potential loss 

of human warmth in hospitality if technology replaces interpersonal service (Kim & Hall, 2020). 

Nevertheless, future trends show strong market expansion. The integration of AR and VR with artificial intelligence, 

Internet of Things, haptic feedback, and metaverse platforms suggests a future in which dining may be increasingly 

hybrid and multi-layered merging physical food consumption with virtual identity, virtual spaces, and personalized 

digital overlays (Rossi et al., 2023). Analysts predict that immersive dining will evolve from one-off marketing 

campaigns to an embedded part of customer journeys, loyalty programs, and restaurant brand ecosystems (Singh, 

2023). 

AR and VR are not merely technological add-ons but transformative tools reshaping how customers interact with food, 

spaces, brands, and each other. They expand the sensory, cognitive, and emotional dimensions of dining, pushing the 

industry toward interactive, story-driven, and data-responsive experiences. As the food service sector continues to 
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evolve from service provision to experience orchestration, AR and VR are positioned to become key enablers of 

engagement, value creation, and differentiation. 

 

UNDERSTANDING AR AND VR IN FOOD SERVICES 

Technology Definition Typical Use in Food Services Example 

Augmented 

Reality (AR) 

Overlays digital elements 

onto real environment 

Interactive menus, on-table 

projections, AR packaging 

AR menu apps showing 

3D food models 

Virtual Reality 

(VR) 

Fully immersive simulated 

environment 

Virtual restaurants, immersive 

storytelling, remote dining 

VR dining tourism 

experience 

Mixed Reality 

(MR) 

Combines real and virtual 

worlds in real-time 
Future smart restaurants 

Holographic chefs or live 

ingredient info 

 

APPLICATIONS OF AR IN FOOD SERVICES 

1. Interactive 3D Menus 

AR menus allow customers to visualize food items before ordering, reducing uncertainty and increasing satisfaction 

(Yuen & Johnson, 2022). For example, 3D models of meals placed on the table enable customers to explore portion 

size, texture, and ingredients. 

Interactive 3D menus represent one of the most innovative applications of Augmented Reality in the food service 

industry, enabling customers to visualize menu items as realistic three-dimensional models before placing an order. 

Unlike traditional static menus that rely on text descriptions or photographs, 3D menus allow users to rotate, zoom in, 

and explore dishes from multiple angles, providing a clearer sense of portion size, ingredients, texture, and plating 

style. This enhances decision confidence, especially for first-time customers, foreign cuisines, or premium-priced 

dishes. Studies show that 3D visualization reduces perceived purchase risk and increases order intention because it 

creates a sense of “digital tasting” before consumption (Yuen & Johnson, 2022). 

Restaurants implement 3D menus through smartphones, tablets, or AR projection systems integrated into smart tables. 

For example, scanning a QR code may trigger a virtual dish that appears on the user’s table surface in real scale. This 

feature is particularly effective for hospitality brands targeting tech-savvy Gen Z customers who value interactive and 

personalized dining experiences. Beyond visual transparency, 3D menus also support nutritional labeling, allergen 

alerts, and ingredient sourcing information. 

As a marketing tool, interactive menus boost social media engagement, turning food ordering into a shareable digital 

experience. Although development costs remain a challenge, rapid advances in AR software are making 3D menus 

increasingly accessible for both small and large food service brands. 

 

2. AR Packaging and Branding 

Brands are using AR-enabled packaging to unlock games, recipes, and brand stories when scanned via mobile apps 

(Garcia & Lee, 2020). This extends engagement beyond the dining table. 

AR packaging has emerged as a powerful branding and engagement tool in the food and beverage industry, 

transforming ordinary product packaging into interactive digital touchpoints. By scanning a package with a smartphone 

or AR-enabled device, customers can unlock layered content such as animated brand stories, preparation tutorials, 

nutritional breakdowns, gamified experiences, or loyalty rewards. This extends customer interaction beyond point-of-

sale and blurs the line between physical product and digital marketing experience (Garcia & Lee, 2020). Unlike 

traditional static labels, AR packaging provides dynamic, personalized content that brands can update in real time 

without redesigning the physical package. 

Companies such as Coca-Cola, McDonald’s, and Nestlé have used AR packaging to launch limited-edition campaigns, 

virtual collectibles, and promotional games, which significantly increase customer retention and social media sharing. 

For food brands, AR packaging also supports transparency and sustainability initiatives by displaying ingredient 
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origins, carbon footprint data, and ethical sourcing certifications in an engaging format. This aligns with rising 

consumer demand for informational trust and brand authenticity, especially among younger digital-native consumers. 

As a branding strategy, AR packaging strengthens emotional connection, enhances memorability, and differentiates 

products in competitive retail environments. While development and platform compatibility remain challenges, AR 

packaging is expected to grow as brands shift from passive marketing to interactive, customer-driven experiences. 

 

IN-STORE AR EXPERIENCES 

Some restaurants project nutritional info, ingredient origins, or allergen warnings onto physical tables (Singh, 2023). 

Smart tables and in-store Augmented Reality experiences are redefining the way customers interact with food service 

environments by merging physical dining spaces with digital layers of information and entertainment. Smart tables are 

typically equipped with touch-sensitive surfaces, projection mapping systems, or AR-enabled screens that allow 

customers to access interactive menus, nutritional information, ingredient origins, and real-time customization options 

directly on the table surface. These systems eliminate the need for printed menus, support contactless ordering, and 

create a seamless digital dining journey. 

In-store AR experiences go beyond ordering by transforming the restaurant into an immersive, branded environment. 

Customers may scan table markers, walls, or packaging to unlock holographic chef demonstrations, gamified loyalty 

rewards, or 3D ingredient visualizations. This creates a sense of novelty and engagement, increasing dwell time and 

emotional connection with the brand. Research indicates that AR-enhanced dining environments elevate perceived 

service quality and customer satisfaction by offering an entertainment-based value layer alongside food consumption 

(Singh, 2023). 

Such experiences are especially appealing to younger, tech-oriented consumers who prioritize experiential dining over 

traditional service models. Although adoption requires investment in hardware and software infrastructure, the long-

term benefits include higher customer retention, improved data collection, reduced menu-printing costs, and increased 

social media amplification as customers share their interactive experiences online. 

 

APPLICATIONS OF VR IN FOOD SERVICES 

1. Virtual Restaurants and Immersive Dining 

VR allows users to dine in digitally recreated environments, even when eating real food at home (Carson & Park, 

2021). Examples include VR sushi experiences simulating Tokyo streets. 

Virtual restaurants and immersive dining experiences represent a growing integration of Virtual Reality into the food 

service sector, transforming the traditional act of eating into a multi-sensory narrative experience. Unlike physical 

restaurants defined by location and décor, virtual restaurants exist within fully simulated digital environments where 

customers may dine “inside” a rainforest, a historical setting, or even on Mars, while eating real food at home or in a 

partner venue. VR headsets allow diners to see a themed environment, interact with virtual elements, and experience 

audio-visual storytelling synchronized with the meal. This form of dining enhances emotional engagement and creates 

a memorable experience that goes beyond taste alone (Carson & Park, 2021). 

Immersive dining is increasingly adopted by luxury restaurants, tourism boards, and food brands looking to 

differentiate through experiential marketing. For example, a seafood dish may be served while the guest is virtually 

underwater, surrounded by marine life, reinforcing food origin and sustainability messaging. VR dining also enables 

remote shared experiences, where people in different locations can dine “together” inside the same virtual space, 

expanding social possibilities in food consumption. 

Beyond customer experience, virtual restaurants can operate as low-cost concept testing platforms, where chefs 

experiment with menu ideas without physical overhead. Although challenges such as headset comfort, cost, and user 

readiness remain, immersive dining is predicted to become a key frontier in experiential gastronomy as VR adoption 

grows. 
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2. VR-Based Staff Training 

VR simulations help train employees in customer service, food safety, and kitchen operations without disrupting real 

workflows (Martinez, 2022).  

Virtual Reality-based staff training is an emerging innovation in the food service industry, offering immersive, 

simulation-based learning environments that allow employees to practice skills without real-world risks or operational 

interruptions. Unlike traditional training methods that rely on manuals, videos, or in-person demonstrations, VR 

training places employees inside a fully interactive virtual restaurant, kitchen, or service environment where they can 

learn through hands-on experience. This includes tasks such as food preparation, hygiene compliance, customer 

interaction, equipment handling, and emergency response scenarios (Martinez, 2022). 

VR training is particularly valuable for high-turnover sectors like quick-service restaurants, where fast, standardized 

onboarding is essential. Because VR modules can be repeated unlimited times, employees can practice procedures until 

fully confident, reducing training errors and supervision costs. Research shows that VR training increases retention 

rates, improves procedural accuracy, and enhances learner engagement by activating visual, auditory, and kinesthetic 

learning channels (Carson & Park, 2021). 

Additionally, VR enables companies to simulate rare or high-stress situations—such as fire hazards, allergen 

emergencies, or peak-hour crowd management—without endangering staff or customers. Global brands like KFC, 

McDonald’s, and Hilton have already integrated VR training into their workforce development programs. While device 

investment and content design remain barriers for smaller businesses, costs are decreasing as VR technology becomes 

more mainstream. Ultimately, VR-based staff training supports safer, more efficient, and scalable workforce 

development in the food service industry. 

 

REMOTE TOURISM DINING 

Restaurants partner with tourism boards to offer VR dining that simulates location-based dining (e.g., Italian dinner 

with Rome Colosseum view) (Rossi et al., 2023). 

Remote tourism dining is a growing trend enabled by Virtual Reality, allowing customers to experience the cultural, 

environmental, and sensory context of global cuisines without physically traveling. In this model, diners consume real 

food often delivered or prepared locally while being virtually transported to iconic locations such as the streets of 

Tokyo, the vineyards of Tuscany, or a seaside café in Greece. VR headsets create immersive 360° environments that 

replicate the sights, sounds, and ambience of a destination, transforming a regular meal into a multi-sensory cultural 

experience (Rossi, Ricci & Manca, 2023). 

This concept bridges the gap between food and travel, appealing especially to consumers who seek experiential dining, 

cultural exploration, or post-pandemic safe alternatives to international tourism. Restaurants, hotels, and food brands 

use VR dining to differentiate their offerings, extend brand storytelling, and attract customers seeking novelty and 

escapism. It also supports culinary education by helping users understand the origins, history, and rituals associated 

with specific dishes. 

Remote tourism dining holds value beyond entertainment: it enhances emotional engagement, supports cross-cultural 

appreciation, and expands market access for global cuisines. Partnerships between chefs, tourism boards, and VR 

developers are emerging to offer synchronized “dine-and-experience” packages. While adoption challenges include 

hardware cost and content development, the trend aligns with the rise of hybrid digital dining and the experience 

economy, positioning VR as a tool for redefining food-based storytelling, hospitality marketing, and virtual travel 

experiences. 
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BENEFITS OF AR/VR FOR CUSTOMER ENGAGEMENT 

Benefit AR VR 

Enhances visualization of menu items ✔ — 

Creates emotional & sensory connection ✔ ✔ 

Reduces perceived risk in ordering ✔ — 

Enables immersive brand storytelling — ✔ 

Supports personalized dining experience ✔ ✔ 

Increases social media shareability ✔ ✔ 

 

CHALLENGES AND LIMITATIONS 

High implementation cost (hardware, software integration) 

User adoption barriers: headset discomfort, lack of familiarity 

Technical requirements: internet speed, device compatibility 

Content creation cost: 3D modeling, VR scene development 

Possible hygiene concerns for shared VR devices in restaurants 

 

FUTURE DIRECTIONS 

Trend Description 

Metaverse dining Virtual food courts with NFT menus and crypto-payments 

AI-driven personalized menus AR menus adapting to diet profile or allergies 

Haptic sensory devices VR that simulates food smell and texture 

Sustainability education through AR On-plate ingredient sourcing visualization 

 

II. CONCLUSION 

AR and VR technologies are reshaping the food service industry by transforming how customers interact with menus, 

dining environments, and brand content. While cost and adoption remain challenges, the future points toward deeper 

integration of immersive technologies, especially as younger consumers (Gen Z, Alpha) demand hybrid digital-physical 

experiences. The industry is moving from transactional dining to experiential engagement, making AR/VR not just 

tools, but strategic assets. 

Augmented Reality and Virtual Reality are redefining customer engagement in the food service industry by shifting the 

dining experience from passive consumption to immersive interaction. AR enhances decision-making through 

visualized menus, personalized information, and interactive branding, while VR creates fully immersive dining 

environments, remote tourism experiences, and scalable staff training solutions. These technologies increase emotional 

connection, reduce uncertainty, improve service efficiency, and support experiential marketing strategies. Although 

challenges such as cost, technical integration, and consumer adoption remain, rapid digital acceleration and growing 

demand for experiential dining indicate that AR and VR will become essential tools in the future of food service 

innovation and customer engagement. 
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