
Bringing Automation Into the 

Product Experience Pipeline 
Product experiences are becoming increasingly important in digital commerce. Customers want more than a 

collection of photographs and technical specifications when they visit an online store. They want to 

understand how a product looks, how it might fit into their environment, what its details look like from 

different angles, and whether it is suitable for their needs. As expectations increase, businesses are 
exploring interactive technologies that can provide richer product information without making the buying 
process unnecessarily complicated. 

The challenge is that creating these experiences can require a significant amount of work. Product images 
need to be prepared, three-dimensional assets need to be produced, interactive elements need to be tested, 

and content needs to be published across different channels. When this process is handled entirely through 
manual tasks, creating experiences for a large catalog can quickly become difficult.  

Automation offers a different approach. Instead of treating every interactive product experience as an 

independent project, businesses can develop a pipeline in which repetitive tasks are streamlined and digital 

assets move through defined stages. This can make it easier to create, update, and distribute immersive 

product content while allowing teams to focus their attention on areas where human judgment adds the 
most value. 

Moving From Individual Projects to 
Repeatable Systems 

Many businesses begin their journey with interactive content by creating one campaign or one pr oduct 

demonstration. While this can show what the technology is capable of, the real operational challenge 
appears when the business wants to expand the same experience to dozens or hundreds of products.  

A repeatable pipeline changes the way businesses approach this expansion. Instead of asking how to build 

each experience from scratch, teams can establish a sequence for preparing assets, generating interactive 
content, reviewing results, and publishing the finished experience. 

This approach creates a clearer relationship between product information and customer-facing content. A 

new product can enter the same workflow as an existing product, while updates can move through 
established processes instead of requiring an entirely new production method. 

Automation becomes particularly valuable when repetitive steps appear throughout this sequence. Tasks 

that follow predictable rules can potentially be streamlined, allowing teams to spend more time improving 
the parts of the experience that require creativity and decision-making. 

Making Physical Products Easier to Reach 
Digitally 

Automation can also support the connection between physical products and digital experiences. A product 

may exist on a retail shelf, inside packaging, within a printed catalog, or at an event. Customers who 
encounter that physical product may want additional information that cannot fit into the physical 
presentation. 



An augmented reality qr code can provide a simple access point between these two environments. Instead 

of asking customers to manually search for a product page, a business can place a scannable code on a 
relevant physical touchpoint. 

Once scanned, the customer can be directed toward an interactive experience that provides additional 

product information. This could include a three-dimensional visualization, an AR presentation, specifications, 
demonstrations, or other digital content. 

The broader value comes from making the connection repeatable. If a business has a standardized process 

for generating links, preparing digital experiences, and placing access points on physical materials, the same 
approach can be applied across multiple products and campaigns. 

Where Manual Production Starts to Slow 
Growth 

Creating digital product experiences manually can work well at a small scale. A designer may spend time 

preparing an individual model, a developer may integrate it into a webpage, and a marketing team may 
create supporting promotional materials. 

The difficulty increases as the number of products grows. Each product introduces another set of images, 

specifications, variations, and visual requirements. If every asset has to pass through the same lengthy 
manual process, the production queue can become increasingly difficult to manage.  

This can create a gap between product launches and digital content availability. A company may introduce 
new products faster than its creative or technical teams can prepare interactive experiences for them.  

Automation can help address this issue by reducing repetitive stages. It does not mean every part of 

production should happen automatically. Instead, the goal is to identify where technology can handle 
predictable work while people remain responsible for quality, accuracy, creative direction, and final approval.  

Turning Product Images Into a Starting Point 

Product photography is already one of the most common forms of digital product content. Businesses invest 
considerable resources into capturing images for online stores, catalogs, advertisements, and marketplaces.  

These images can also become a starting point for more interactive forms of visualization. Technologies that 

convert image to 3D model can help businesses explore ways of moving from existing two-dimensional 
assets toward three-dimensional representations. 

This can change the economics of digital content production. Rather than requiring a completely separate 

process for every three-dimensional asset, businesses can investigate workflows that use information 
already present in their product libraries. 

The quality and suitability of automatically generated models will depend on the source material, product 

complexity, technology used, and required level of accuracy. Human review can therefore remain an 
important part of the workflow. Automation is most useful when it reduces repetitive production effort while 
leaving room for refinement where necessary. 

Creating a Pipeline Around Existing Content 

One advantage of automation is that businesses do not necessarily need to abandon their existing content 
systems. Product photographs, descriptions, specifications, design files, and catalog information can remain 
important components of the workflow. 
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Instead of creating an entirely separate production environment, businesses can build processes that 

connect existing assets to interactive experiences. A product image can become an input, a generated model 
can become a digital asset, and that asset can eventually be integrated into a customer-facing experience. 

This creates a chain in which information moves through several stages rather than being recreated 

repeatedly. The more standardized that chain becomes, the easier it can be to manage larger collec tions of 
products. 

A well-organized pipeline can also make updates easier. When a product changes, teams can identify which 
assets need to be replaced or regenerated instead of manually rebuilding the entire experience.  

Automation Does Not Mean Removing 
Creative Control 

There is sometimes a misconception that automation means removing people from the production process. 
In practice, effective automation often works differently. 

Technology can handle repetitive actions, but businesses still need people to decide how products should be 

presented, which information matters most, what customers should be able to interact with, and how the 
experience fits within the overall brand. 

For example, an automated process may help create an initial three-dimensional asset, while a creative 

team determines how that asset should appear within a product page. A marketing team may then decide 

whether the experience should be promoted through packaging, advertising, social content, or another 
channel. 

This combination allows automation to support creativity rather than replace it. 

Designing Experiences for Different Customer 
Touchpoints 

A product experience rarely exists in only one location. The same product may appear on a website, in a 
physical store, inside a printed catalog, within an advertisement, or at a trade event. 

Automation can help businesses prepare digital assets that can be reused across these environments. A 
single three-dimensional product representation may support multiple experiences, provided that the asset 
is optimized for the requirements of each channel. 

This creates greater efficiency because the business is not starting over every time the product appears 
somewhere new. 

It also encourages a more connected customer journey. A person might discover a product through a 

printed advertisement, scan a code, explore a digital representation, visit the product page, and eventually 
complete the purchase online. Each interaction can become part of the same broader experience.  

Reducing Friction Between Discovery and 
Exploration 

Customers often need additional information after discovering a product but before deciding whether it is 

worth purchasing. Traditional content can answer some questions, but interactive visualization can provide 
another layer of understanding. 



The important factor is accessibility. If customers need to complete several steps before reaching an 
interactive experience, some may simply abandon the process. 

Automation can support simpler journeys by making links, assets, and experiences easier to  prepare and 

distribute. Businesses can create standardized access points that connect customers directly to relevant 
product content. 

This is particularly useful for mobile commerce, where users are accustomed to quickly moving between 

digital experiences. The less unnecessary friction between discovery and exploration, the easier it becomes 
for customers to investigate products on their own terms. 

Maintaining Quality as the Catalog Expands 

Scaling product experiences introduces another challenge: maintaining quality. Producing hundreds of digital 
assets is only useful if those assets remain accurate and consistent. 

An automated pipeline can incorporate quality-control stages into the process. Models can be checked 

against predefined requirements, assets can be reviewed before publication, and products can be flagged for 
additional attention when they do not meet established standards. 

This creates a balance between speed and control. Automation handles the predictable parts of the workflow 
while exceptions can be directed toward human review. 

Such a system becomes increasingly valuable as product catalogs expand because teams can focus their 
attention on unusual or complex products instead of manually checking every repetitive stage.  

Connecting Interactive Content With 
Everyday Commerce 

Automation can also make immersive content more practical outside traditional online product pages. 

Restaurants, retailers, hospitality businesses, event organizers, and other organizations can use interactive 
digital experiences to communicate physical products or offerings. 

For example, augmented reality restaurant menus could provide customers with an interactive way to 

explore menu items before ordering. Instead of relying exclusively on written descriptions or photographs, 
businesses could create richer visual presentations. 

The same underlying principle applies across industries: digital content can provide additional context 
around something customers encounter in the physical world. 

When the production process is automated or semi-automated, these experiences become easier to 
maintain as offerings change. New items can enter the workflow, outdated assets can be replaced, and the 
digital experience can evolve alongside the physical offering. 

Preparing for Larger Product Libraries 

The need for scalable workflows becomes especially clear for businesses with extensive catalogs. Fashion 

companies may have numerous variations of a product, furniture retailers may carry large collections, and  
consumer brands may release new products regularly. 
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Creating interactive experiences for every item through a completely manual process can become expensive 

and time-consuming. Automation creates the possibility of treating product visualization as a continuous 
production system. 

The objective is not simply to create more assets. It is to create a system capable of processing new assets 
consistently without causing production requirements to grow uncontrollably. 

This can help businesses introduce interactive content into their regular product lifecycle. Instead of creating 

AR or 3D content only for major campaigns, companies can begin considering it as another component of 
everyday product content. 

A More Connected Approach to Product 
Content 

The product experience pipeline is gradually becoming more interconnected. Photography, 3D visualization, 

AR, product information, mobile commerce, and physical marketing no longer need to operate as completely 
separate activities. 

Automation can help connect these elements by creating repeatable processes for moving information from 

one stage to another. Existing assets can become inputs, interactive content can become reusable outputs, 
and customer touchpoints can be connected through simple access mechanisms. 

This creates opportunities for businesses to experiment with richer experiences without rebuilding their 
entire content operation every time. 

Building for Continuous Improvement 

An automated product experience pipeline should not be treated as a finished system. A s businesses learn 
how customers interact with digital content, the workflow can be improved. 

Teams can identify which stages consume the most time, where errors commonly occur, which assets 

require additional review, and which experiences are most useful to customers. These insights can then 
inform future improvements. 

Over time, even small workflow improvements can have a significant impact when applied across hundreds 
or thousands of products. 

The result is a production environment that becomes more efficient as it evolves rather than becoming more 
complicated with every new product. 

The Next Step in Digital Product Experiences 

Automation is changing the way businesses can approach interactive product content. The important shift is 

not simply from manual work to automated work. It is from isolated digital projects toward connected, 
repeatable systems. 

When businesses can reuse existing product assets, streamline repetitive production stages, maintain 

quality controls, and distribute experiences across physical and digital touchpoints, interactive content 
becomes easier to scale. 



The future of product experiences will likely involve a combination of human creativity and automated 

production. Technology can handle repetitive tasks, while people continue shap ing the strategy, 
presentation, and customer journey. 

For e-commerce and other product-focused industries, this approach creates a practical path toward richer 

digital experiences. Instead of asking whether every product can support an interactive experience, 
businesses can begin asking how efficiently their existing product pipeline can produce one.  

That shift can make automation more than a production tool. It can become part of the infrastructure that 

allows businesses to create more useful, accessible, and scalable product experiences as their catalogs and 
customer expectations continue to grow. 

 


