
How Easier 3D Creation Can Help 

More Brands Enter AR 
Augmented reality has steadily moved closer to everyday digital experiences. What once seemed like a 

technology reserved for experimental campaigns and major technology companies can now be used to help 

customers explore products, understand physical spaces, and interact with digital information through 

devices they already own. Yet wider adoption still depends on one practical question: how easily can 
businesses create the content required to make these experiences useful? 

For many brands, the challenge is not necessarily a lack of interest in augmented reality. The bigger 

obstacle can be the production process behind it. Creating high-quality three-dimensional assets has 
traditionally required specialized skills, detailed workflows, and considerable time. When a company has only 

a few products, that investment may be manageable. When it has hundreds or thousands of products, the 
same approach can become difficult to sustain. 

Easier 3D creation can change that equation. By simplifying the path from existing product information  and 

visual assets to interactive content, businesses can explore augmented reality without treating every 

experience as a major technical project. The result could be a broader range of brands experimenting with 
AR in practical, customer-focused ways. 

The Production Barrier Behind AR Adoption 

The public-facing side of augmented reality can appear simple. A customer points a smartphone at 

something, follows a link, or accesses an interactive experience through a browser. Behind that experience, 
however, there may be considerable preparation. 

Products need digital representations. Those representations need to be suitable for the intended 

environment. They may need appropriate dimensions, textures, file formats, and performance 
characteristics. Teams also need ways to publish, manage, and update the assets. 

For a small collection of products, these requirements may not seem overwhelming. But businesses rarely 

stop at one or two products. Once an AR strategy proves useful, the natural question becomes how to apply 
it across a larger catalog. 

This is where the production process can become the limiting factor. 

If every model requires extensive manual work, the cost of expanding an AR program increases rapidly. 
Easier 3D creation can help reduce that barrier by making the underlying asset process more approachable. 

Making the First Interaction Easier 

Adoption depends on both sides of the experience. Businesses need practical production tools, while 
customers need simple ways to access the result. 

A physical product or printed marketing material can become an entry point to an AR experience without 
requiring customers to understand how the underlying technology works. 

An augmented reality qr code can provide one familiar route into that experience. A customer can encounter 

a code on packaging, a brochure, a retail display, or another physical touchpoint and use a smartphone to 
access digital content. 
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This creates an important connection between physical and digital marketing. 

For brands entering AR for the first time, this kind of access can also make campaigns easier to explain. 

Rather than asking customers to learn a complicated process, businesses can connect the experience to a 
familiar mobile behavior. 

The easier it is for customers to enter the experience, the more practical it becomes for businesses to 
consider AR as part of ordinary marketing activity. 

Existing Product Images Can Become 
Valuable Inputs 

One of the most useful developments in digital content production is the ability to make greater use of 
resources businesses already possess. 

Most product-focused companies have extensive collections of photographs. These images may have been 
created for online stores, catalogs, marketplaces, advertisements, or social media campaigns.  

Traditionally, moving from these images to 3D content could require an entirely separate production 
process. 

Newer workflows can make the transition more accessible. Tools that convert image to 3D model can 
provide a bridge between existing visual content and interactive product experiences. 

This matters because it changes the starting point. 

Instead of thinking that a business must create all-new material before it can explore AR, existing product 
photography can potentially contribute to the creation of three-dimensional assets. 

For companies with large catalogs, this can be particularly valuable. A library of existing product images 

represents a substantial amount of visual information. Finding ways to build on that information can make 
3D production more efficient. 

Why Catalog Size Matters 

A company's product catalog can strongly influence whether AR is practical.  

A luxury brand with a handful of products may be able to invest heavily in individual 3D assets. A retailer 
with thousands of products needs a different strategy. 

Large catalogs create a scale problem. Even if creating one model is relatively easy, repeating the process 
thousands of times can become expensive and time-consuming. 

This means that AR adoption is closely connected to the efficiency of content production. 

If 3D creation becomes easier, businesses can consider applying interactive experiences to broader portions 
of their catalogs. They do not necessarily need to limit AR to flagship products or major campaigns.  

That could change the role of AR from an occasional marketing feature into a regular part of product 
presentation. 
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Lower Complexity Can Encourage 
Experimentation 

Businesses often hesitate to experiment when the cost of failure is high. 

If producing an AR experience requires weeks of specialized work, teams may avoid testing smaller ideas. 
They may wait for a major product launch or large marketing campaign before investing in the technology.  

Simpler production changes the risk calculation. 

When businesses can create digital assets more efficiently, they can test different applications without 
committing the same level of resources to every experiment. 

A furniture company might explore spatial product placement. A fashion business might experiment with 

interactive product presentation. A consumer electronics company might use 3D models to help customers 
inspect product details. 

Not every experiment will become a permanent feature, and that is part of the learning process. Easier 
production allows businesses to discover what their customers actually find useful. 

Making AR Relevant to More Industries 

AR adoption is sometimes associated with a limited number of industries, particularly retail, furniture, 
beauty, and entertainment. However, easier content creation can broaden its potential  applications. 

Manufacturers can use interactive models to explain products. Hospitality businesses can create richer 

informational experiences. Event organizers can use interactive displays to introduce products or locations. 
Educational organizations can use three-dimensional objects to make information easier to explore. 

The common factor is not the industry itself. It is whether three-dimensional visualization can help people 
understand something more effectively. 

When production becomes easier, businesses have more freedom to explore those possibilities. 

This can encourage a shift from viewing AR as a specialized technology toward seeing it as another format 
for digital communication. 

Designing Experiences Around Customer 

Questions 

Creating a 3D model is only part of the process. The model needs to solve a customer problem.  

Customers may want to know how large a product is, what it looks like from another angle, how it fits into a 
particular space, or what physical details are difficult to see in a photograph. 

AR can be useful when it addresses these questions directly. 

This means businesses should begin with the information customers need rather than simply asking where 
AR can be added. 



For example, a three-dimensional product experience may be valuable for a large piece of furniture because 

customers want to understand its scale. For a small product with simple dimensions, the same experience 
may provide less additional value. 

Easier production makes experimentation possible, but customer needs should still determine where the 
technology is used. 

Browser-Based Experiences Can Reduce 
Friction 

AR does not exist in isolation from the rest of the digital customer journey. 

If customers need to download an application before interacting with a product, some may abandon the 
process before experiencing the technology. 

Browser-based experiences can provide an alternative path by allowing customers to access interactive 
content through devices they already use. 

This can make AR more approachable for both businesses and audiences. 

For brands, the benefit is broader accessibility. For customers, the benefit is a shorter path from curiosity to 
interaction. 

When easier 3D creation is combined with straightforward access, the entire AR process becomes  more 
practical. Content can be produced more efficiently, and customers can reach it without unnecessary 
barriers. 

Creating a Reusable AR Foundation 

Brands entering AR do not need to create every experience from scratch. 

A reusable foundation can include standardized product assets, consistent interaction patterns, publishing 
processes, and established customer entry points. 

Once this foundation exists, new products can be added more easily. 

This is especially important for growing businesses. An AR strategy that works for ten products should 
ideally provide a path toward supporting one hundred or one thousand products.  

Reusable systems also make maintenance easier. When a product changes, the relevant digital 
representation can be updated without redesigning the entire customer experience. 

The result is a more sustainable approach to AR. 

The Role of Automation in 3D Production 

Automation can play an important role in making 3D creation accessible to more businesses.  

Tasks that once required specialized manual effort can increasingly be supported by automated or semi-
automated processes. Image preparation, asset generation, formatting, organization, and distribution can all 
become parts of more streamlined workflows. 



The purpose is not to remove quality control. 

Human review remains valuable for checking whether the resulting model accurately represents the product 
and whether the experience meets the intended customer needs. 

Automation instead allows teams to spend less time on repetitive production and more time on creative and 
strategic decisions. 

This can be especially valuable for small teams that may not have dedicated 3D specialists.  

Beyond Traditional Product Visualization 

The potential of easier 3D creation extends beyond simply placing products in a customer's environment.  

Interactive three-dimensional content can be used for education, demonstrations, information delivery, 
navigation, and engagement. 

An augmented reality restaurant menus experience illustrates how interactive digital content can be applied 
to information beyond conventional product catalogs. A restaurant or hospitality business,  for example, 
could explore richer ways to present items and information through mobile experiences.  

The important point is that easier 3D production expands the number of ideas businesses can realistically 
consider. 

When creating interactive content becomes less resource-intensive, experimentation can move beyond the 
traditional boundaries of e-commerce. 

Keeping Performance in Mind 

Making 3D creation easier should not mean ignoring the technical quality of the final experience.  

Interactive assets still need to load efficiently and function properly on customer devices. Large or poorly 

optimized assets can create slow experiences, which may undermine the convenience AR is supposed to 
provide. 

Businesses therefore need to balance visual detail with practical performance. 

This is another reason structured workflows are valuable. Standardized processes can help teams establish 
expectations for asset quality, performance, and compatibility. 

The goal is not maximum complexity. It is an experience that looks useful, feels responsive, and works 
reliably. 

From AR Experiment to Ongoing Strategy 

A successful first AR experience can create interest in expanding the technology. But expansion requires 
planning. 

Businesses need to consider how assets will be stored, updated, reused, and distributed. They also need to 
understand which products and customer journeys benefit most from AR. 
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Easier 3D creation can make this transition more achievable because the cost and effort associated with 
adding new products can become more manageable. 

Instead of treating every AR campaign as a one-time project, businesses can build a growing library of 
interactive assets. 

That library can then support future campaigns, product launches, retail experiences, and digital commerce 
initiatives. 

Measuring What Customers Actually Use 

Not every AR feature will have the same impact. 

Businesses should monitor how customers interact with experiences and use those observations to refine 
future projects. Engagement rates, time spent exploring content, repeat interactions, customer feedback, 
and product behavior can all provide useful information. 

These measurements can help determine where AR provides genuine value. 

If customers consistently interact with certain visualization features, businesses can consider expanding 
them. If another feature receives little attention, teams can rethink whether the production effort is justified.  

This creates a practical feedback cycle in which easier production enables experimentation and customer 
behavior guides future investment. 

Making AR More Accessible Through Simpler 
Production 

The future of augmented reality adoption may depend as much on production efficiency as it does on 
technological capability. 

The ability to create an impressive AR experience is valuable, but businesses also need to be able to 
reproduce that experience across products, campaigns, and customer touchpoints.  

Easier 3D creation can help close that gap. 

When existing product images can contribute to three-dimensional assets, when automation reduces 

repetitive work, and when browser-based experiences provide straightforward customer access, AR becomes 
less dependent on large technical teams and specialized production processes. 

This can give more businesses an opportunity to explore what immersive content can do for their customers.  

A Broader Opportunity for Digital Product 
Experiences 

The most important change may not be that more brands start using AR. It may be that AR becomes easier 
to treat as an ordinary part of digital content production. 

When the barriers to creating 3D assets decrease, businesses can consider interactive visualization 
alongside photography, video, written content, and other established formats. 



Some products will need it more than others. Some campaigns will benefit from it more than others. But the 
decision can increasingly be based on customer value rather than production difficulty alone.  

That is where easier 3D creation can make a meaningful difference. 

It can help businesses move from asking whether they can afford to build an AR experience toward asking 
where an interactive experience could genuinely improve product understanding. 

As production becomes more accessible, the opportunity for AR expands beyond large campaigns and 
technically complex projects. More brands can experiment, learn from their customers, and gradually build 
interactive experiences into their broader digital strategies. 

The result is a more practical path into augmented reality—one where better production processes make 
immersive product experiences easier to create, easier to scale, and easier for customers to access.  

 


