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IHTEI'PAIIISA MAPKETHHI'OBUX JOCJIIIPKEHD 3
TEXHOJIOT'ISIMU BIPTYAJIBHOI PEAJIBHOCTI HA OCHOBI
ITYYHOI'O IHTEJIEKTY

Caitiiana Xpynosn4

3axionoykpaincekuil HayioHanvHull yHigepcumem, TepHonine, Ykpaina

Peztome. 3anpononosano asmopcokuil nowlyxk Mmooeni iHmespayii MapKemuHzo8ux 0oCuoNiceHb i3
mexHonociaMU  GipmyanvHoi peanvrnocmi. 1liomeepodceno, wo mapkemonocu O00ayHaoms 00 CBOEI NOUKOBOI
OISUIbHOCTE MONCIUBOCT THCIPYMEHMIE WMYYHO20 iHmenekmy. 30iCHeH0 aHani3 3apyOincHux nyomkayil uwooo
HeOOXIOHOCMI GUKOPUCMAHHS BEIUKUX OGHUX NPO NONEPEeOHIill 00C8I0 NOULYKOBUX 3anumié Kiichma. Biosnaueno
MAKoC KA YKPAIHCOKUX OOCTIOHUKIG Y MEMOOUKY 00CTIONHCEHb MEXHON02IL WMYYHO20 IHMENEKNTY 8 MAPKEMUHZ).
Busigreno nanpsimiu nomoxy inghopmayii 6 cucmemi «mMauiuna-moouHay 0 30UupanHs 6eauKux oanux. Bemarnoesneno,
wo GipmMyanbHA peanbHicmy 8i000pIcae 00CBI0 KIiEHMA nepeby8anHs ) 3M00enb08AHOMY cepedosuwyi. 30ilicHeHo
CeMAHMUYHUL NOULYK MEPMIHOA0RII, AKA NOG’SI3aHA 3 MEXHON02IECI0 BIpmyanvbHoi peanvHocmi. Bemanoseneno, wo
Hatyacmiwie c8imMosi OpeHou GUKOPUCMO8YIomb O00NnosHeHY pedanvhicmb. He uacmo — mexuonozito @ipmyansHoi
peanvHoCcmi, MaxK SK ye € MoOelb NOGHICMIO Yu@posozo cepedosuwya. [l yiei mexHonozii nompioni 0o0amxosi
CEeHCOpHI npucmpoi. 3pobaeHo BUCHOBKU NPO 3MIHY NOBEOIHKU CHOJICUBAYA 30 Nepiod nepeOYBaHHs 6 I301ayil yepes
covid-19. 3’scosano, wo cvbo2o00mi 6dice NOMpIOHO OPIEHMYBAMUC HA AKICHO THULY MOOelb Npopino KiicHma.
3anpononosano euxopucmogyeamit y MapKemuH208Ux OOCHIOHCEHHAX MEXHON02II0 GIpMYaNbHOI peanbHOCmi, Wob
ompumamu 0awi 07151 N06YO08U NOPMPEMA CRONCUBAYA HA OCHOBI wimyuno2o inmenekmy. OOIPYHMOBAHO MEMOOU
MApKemuH208Ux O0CTIONCEHb, KT HeOOXIOHI 05l 30UPANHA CIMPYKIMYPOBAHUX | HECTMPYKIYPOBAHUX OAHUX NPO 00CBI0
CnodHCUBaua i3 63aEMOO0ICIO 3 MEXHONOIAMU GIPMYATbHOI peanbHocmi. 3 ’aco8ano, Wo 05 NOOAILUL020 AHATIZY BAPMO
3a 00NOMO20I0 CNOCMEPEdiCetb 3I0pamu Oaui NPo 2e0N0KaAYilo KIEHMA, peaxyilo KiHYyigox i oyell Ha 83aEMO0i0 i3
sipmyanvhumu npedmemamy. Budineno makodc Oawi, AKI 2eHEPOBAHI AHANIMUKON GMOHMOBAHUX NIAMMOPM.
Bemanoeneno, wo maki dani 6yoymo kopucHumu 0 ceemenmayii KieHmig. 3po0OieHo UCHOBKU, WO CIONCUBAYEs]
8aDICIUBO 11020 eMOoyil, ompumani y Komn tomeprux iepax. Tomy mexuonocii eipmyanvhoi peanvHocmi HeoOXiOHI
bperoam, wob eusYUMU NOBEOIHKY CRONCUBAYA 8 YMOBAX, K GiH CHPULMAE 51K 8IONOYUHOK.

Knruosi cnosa: mapxemuneogi 00CHiONCeHHs, GIPMYANbHA PEAlbHICMb, WIMYYHUL [HMENeKM, eluKi
OaHi, NOBEOIHKA CROJICUBAYA.
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INTEGRATION OF MARKETING RESEARCH WITH VIRTUAL
REALITY TECHNOLOGIES BASED ON ARTIFICIAL INTELLIGENCE

Svitlana Khrupovych

West Ukrainian National University, Ternopil, Ukraine

Summary. The article offers an author's search for a model of integration of marketing research with
virtual reality technologies. It has been confirmed that marketers are adding the capabilities of artificial
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intelligence tools to their search activities. An analysis of foreign publications was carried out regarding the
possibility of using big data about the previous experience of the client's search queries. The contribution of
Ukrainian researchers to the research methodology of artificial intelligence technologies in marketing was also
noted. The directions of the flow of information in the «machine-humany system for the collection of big data have
been revealed. It has been established that virtual reality reflects the client's experience of being in a simulated
environment. A semantic search for terminology related to virtual reality technology was carried out. It has been
established that most of the global brands use augmented reality. Less often — virtual reality technology, as it is a
model of a completely digital environment. This technology requires additional sensor devices. Conclusions were
made about the change in consumer behavior during the period of isolation due to covid-19. It was found that
today it is already necessary to focus on a qualitatively different model of the client profile. It is proposed to use
virtual reality technology in marketing research to obtain data for building a consumer portrait based on artificial
intelligence. The methods of marketing research, which are necessary for collecting structured and unstructured
data about the consumer's experience with interaction with virtual reality technologies are substantiated. It was
found that for further analysis it is worth using observations to collect data on the client's geolocation, the reaction
of the limbs and eyes to interaction with virtual objects. The data generated by embedded platform analytics is
also highlighted. It has been established that such data will be useful for customer segmentation. It was concluded
that the emotions received in computer games are important to the consumer. Therefore, virtual reality
technologies are necessary for brands to study consumer behavior in conditions that he perceives as recreation.
Key words: marketing research, virtual reality, artificial intelligence, big data, consumer behavior.
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IToctanoBka mnpoOaeMuH. MapkeTHMHI $K Ha MpPaKTULl, TaK 1 Yy TEOPETUKO —
METOAMYHOMY aCIIeKTi 3715 3aJTy4CHHSI HOBUX CITO’KMBAYiB 3aBXKIM BUKOPHUCTOBYE TIEPEIOBI
TEXHOJIOT11 B3a€MO/I11 13 KIIIEHTOM. MapKeToIOor JOIy4aroTh 10 CBOET aHAMITUYHOT A1SUTBHOCTI
Ti IHCTPYMEHTH, SIKi TEHEPYIOTHCSI MOXKIMBOCTAME MTY4HOTO iHTeNnekty (LLI). BBaxaemo, mo
JIOIUTBHO B)KE€ ChOTOAHI BHBYATH IEpEBard JOCHIKEHb Ta aHAIITUYHUX BHUCHOBKIB, sIKi €
JOCTYITHUMH IS HAyKOBIIB Ta MPAKTHKIB 3aBISKA TEXHOJOTiAM iHTepdency MO3Ky Ta
JIOTIOBHEHOT peanbHOCTI. ToMy, 11100 yTpUMyBaTH KOHKYPEHTHY IIE€peBary B €roxy 4eTBepTol
IIPOMUCIIOBOT PEBOJIOLIIT, HEOOX1IHO, a0M MapKETHUHIOBI JIOCIHIKEHHsI Oyl 1HTErpoBaHi 31
CBITOBUMH JOCITHEHHSIMH HOBITHIX TexuoJorii 111

AHaJii3 ocTaHHIX JocaiKkeHb i myOJikanii. Cepell HAyKOBUX MOIIYKIB Y MAPKETUHTY
111€ HE BUOKPEMJICHO OKPEMOTo OJIOKY J0CIIPKEHb IPOHUKHEHHS IITYYHOI'O 1HTENEKTY 3 HOro
MOYKJIMBOCTSIMA BHUKOPHUCTAHHS BEJMKHUX JNAHUX JUIS TOKPAIIEHHS MPOTHOCTUYHHUX MOJENeH
HOBEIiHKH CIIOKMBaiB. JIesiki HOBITHI OCHI/KEHHS aBTOPIB [4] 3anpornoHyBaiu pi3Hi paMKu
BUKOPHUCTAHHS CTPYKTYpOBaHHMX 1 HecTpykTypoBaHux pgaHux Il Ta #oro iHCTpyMeHTIB.
Konuenmis, onucana aBropamu ctarTi «lLITydHuil iHTENEKT Y MapKeTUHTY: CUCTEMAaTUYHUN
orJsii Ta MalOyTHI HaNpsMKM AOCHIKEHb» [1] KOHLEHTpYeTbCS Ha TOMY, IO HITYYHHH
IHTENEKT y CBOiX MaiOyTHIX NpPUKIAJAHUX NPOsiBaX MIATPUMYBATHME MAapKETOJOriB HpU
CTpaTeriyHoMy IUIaHYBaHHI, I03asIK BEJIUKI JJaH1 YMOKJIMBIIIOIOTh MO3UIIOHYBaHHS OpeHay Ta
BHU3HAUEHHS 1/IealbHUX CETMEHTIB CIOXHBadiB. baraTo MapKeTHHrOBHX aHANITHKIB [2, 3]
TaKO’X BBaXKAIOTh, II0 MApKETOJIOTH MOXXYTh BHKOpHcTOBYBaTH LI /it moKparmeHHs: Tphox
CTpaTeriyHux cdep: cerMeHraiii, MO3UI[IOHYBaHHA Ta MporHodyBaHHd. Lli migxoau
JIOTIOBHIOIOTh IHTEPAKTHBHY IEPCIIEKTUBY MAapKETHHTOBUX JOCIHIPKEHb, TaK SIK HaM €
BOXJIMBUM JI0 PO3YMIHHS aHalli3 JOCBITy KIIE€HTIB, MEpII 3a BCE, Ui NMPOTHO3YBAHHS
MailOyTHIX cTpaTerii. A B)kKe HaJalal MapKeTOJIOTH aKLEHTYIOTh yBary Ha IHIIUX, HOBIIIHUX
TEXHOJIOT1SX, SAKi BUKOPUCTOBYIOTH JlaHi, T€HEPOBaHI IUTYYHUM iHTeNeKTOM. JlOCHiHUKH
Xyan Ta Pyct y HoOBiTHIA mpari «CTpaTeriysa OCHOBa [JIsl IITYYHOTO I1HTEJEKTY B
MapKeTHHTY» [5] 3ampomnoHyBali MOENHYBATH INTYYHUH 1HTENEKT MHCIEHHS 1 IITY4HUH
iHTeNneKT BiAUyTTs. ToOTO, BOHM AoTpuMylOThcs aymku, mo I BimuyrTs nependadae
JIBOCTOPOHHIO B3a€MOJIII0 JIIOMHM 3 MAalIMHOIO, a MAlIMHK 3 JIOJUHOK. BiazHaunmo, 1o
O1TBIITICTh HAYKOBUX Mpallh HE BIJOOpaKarOTh HEOOXIMHOI KITBKOCTI TEXHIYHMX aKI[EHTIB
BUKOPHCTAHHS TEXHOJIOTII BIpTYalIbHOI pealbHOCTI, KA i 6a3y€ThCS HA IUTYYHOMY 1HTEIEKTI
BITUYTTSI.
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VY KOHTEKCTI aHaii3y OCTAaHHIX JOCHIKEHb 1 MyOJKaIid 3a TEeMaTUKOK IITYYHOTO
iHTenexTy [11] xoTinocs 6 HaBeCTH KiJIbKa apryMEHTIB 1 Ha 3aXUCT BITYU3HSIHOI HAYKH, TO3asIK
Yy METOJIOJIOTTYHOMY 0a3uci MU BUOYIOBYEMO JOBOJII MOJIOJY M Cy4acHY aKaJIeMIdHY IIKOJTY
MapKETHHTOBUX JIOCII/HKEHb MTy4HOTo iHTeNneKTy. [Ipockypina Hanist Baanmo 3BepHyna yBary
Ha TOU (haKT, IO MTYYHUH 1HTEJIEKT MOTPIOHO IMIUIEMEHTYBaTH B MapKETHHTOBY JIsIIbHICTh
noeranHo. Bupineni Heto 5 eramiB y mpani [6] nependavarors, mo 11 no3Bonuts 6i3HECY
MOCTYIIOBO ONTUMI3yBaTH ITM(POBI pEKJIaMHI KaMIlaHii, CTBOPUTH JOKJIaaHI mpodim
CIIOKMBaya Ta MIATPUMYBATH MOCTIHHHIA 3B’SI30K 13 KIIIEHTAMH B PEKUMI peaabHOro dacy.
Hocmimkenns BueHux 13 HamionanpHoro yaiBepcutety «KneBo-MorumsHebKa akaaemis» [7] €
JIOBOJII TJIMOOKUM 3 TEOPETUKO-TPUKIIAIHOI TOUKU 30py. BoHu mpoanamizyBanu il 3poouiu
CYTTEBI BUCHOBKH 11010 HEOOX1JHOCTI 3aCTOCYBAHHS TEXHOJIOTIH BipTYyaabHOI W JIOMTOBHEHOI
peanbHOCTI 3a/1s MoAudiKaIlii MOBEIIHKA CIOKUBAYiB, BU3HAYMBIIH, IO 1M HANPSIMOK €
JIOBOJI1 IEPCIEKTUBHUM IS JOCTIIKEHb Ta €KCIIEPUMEHTIB.

[IpoananizoBaHni mparti 103BOJSIOTH KOHCTAaTYBaTH, IO BXKE € JOCHTH HEMOTaHi YCIiXH
y JOCHI)KEHHSAX 3 BHKOPUCTAHHS TEXHOJOTIH BipTyaabHOI 1 JOMOBHEHOI peanbHOCTI s
BUBYCHHS MOBEIIHKM CIOXHMBada B pPaMKax MOJZENi CTBOPEHOTO cepenoBHIna. Tomy i
BBA)KAEMO, 1110 Ha/IaJi BC1 IITYYHO CTBOPEHI YMOBH BIpTyaJlbHOTO OadeHHs IIHCHOCTI MOBUHHI
CHpuiMaTHCs K IHHOBAI[ITHUN iHCTPYMEHT Ui MapKETUHTOBUX JOCIIIHKEHb.

MeTto10 A0CHiI:KEHHSI € BHUPOOJIEHHS METOJUKH MAapKETHMHTOBUX JOCIIHKEHb 31
30upaHHs OIXCBIOPUCTUYHUX JAHUX MOBEMIHKU CIIOKMBAda TMPU B3a€EMOJII 3 TEXHOJOTISIMU
BIpTyaJbHOI pea’dbHOCTI ¥ HACTymHA TeHepallis [HX JaHUX 3a JIOMOMOTOI IITYYHOTO
IHTEJICKTY.

3aBaaHHA JOCHIAKEHHS TOJISralTh Y HACTYITHOMY:

no-tiepuie, HeoOX1IHO 3ICHUTH CEMaHTUYHUH MOMIYK TEPMIiHOJIOT1I, IKa CTOCY€EThCS
TEXHOJIOT11 BipTyaJbHOI peaIbHOCTI;

MO-JIpyre, YKOMIUIEKTYBaTH B TaOJMYHY pENpEe3eHTAlll0 JO0CBII BUKOPHUCTAHHS
TEXHOJIOT11 BIPTYaJIbHOI peaJIbHOCTI CBITOBUMHM OpeHJaMU Ta BHOKPEMUTH MOXKIIUBOCTI, 5K 1a€
el 1HHOBaLIMHUN TPOIYKT;

MO-TPETE, 3aMpPONOHYBATH METOAMKY MAapKETMHTOBUX JOCITIJKEHb IJIi OTPUMAaHHS
JAaHUX JO0CBIly NepeOyBaHHs KJIIEHTA y BIpTyalbHIN peanbHOCTI 331 OOy 10BU €(PEKTUBHUX
MapKETUHTOBUX CTpaTeriil.

Bukiaag ocHoBHoro Marepiany. BipryanbHa peanbHICTh — 1€ OUIblIe, HIX
KOMIT IOTEpHI irpu Ta po3Baru. Ilozask MM Bke MOXEMO 3pOOMTH BHUCHOBKHM, IO 3pOCTa€
KUIBKICTh MyOJIiKaliid Ha TEMY IITY4YHOI'O 1HTEJIEKTY Ta 3al[iKaBJIEHHICTh A0 L€l TEXHOJOTII.
3apyOikHI Ta BITUM3HSAHI JoKepena [8, 9] NO3BOJIAIOTH BHOKPEMMTH KiJbKa HAaNpsIMKiB
B3a€MOJI1 3 MOTEHUIHHUMM KII€HTaMH, SKI BHUPOOJIEHI 3 BUKOPUCTAHHSAM 1HCTPYMEHTApitO
MaIlIMHHOTO HaBYaHHsS. TakoX CbhOrOJHI MA€EMO CHUTYallil0, KOJU CHJIbHI Ta e(eKTHBHI
METO/0JIOT1i BUKOPHCTaHHS IITYYHOTO 1HTEJIEKTY B MAapKETHHTOBUX JIOCTIKEHHSIM TaKOX
3HAXOMAATh pealizallilo Ha MPaKTHIll. Y CBOIO Yepry, MOTPHUMYEMOCS AYMKH, IO TEXHOJOTIT
BIPTyaJIbHOI PEaJbHOCTI Ha OCHOBI IITYYHOT'O IHTEJIEKTY CIYTYBaTUMYTh MAapKeTOJIOTaM:

Mo-Tepile, Ha BXOJI B CUCTEMY «IIOJIMHA-MAalllMHa» SIK 1HHOBALIMHUI BIpTyaJIbHUN
KaHaJ JJIs MOTEHI[IHHUX TpaHCaKIIii;

Mo-ApyTe, Ha BUXOJIi 3 CHCTEMH «MAaIlTNHA-TIOINHAY, K TeHEPaToOp BEIMKUAX JaHHUX PO
MOBE/IIHKY CIOXHBaya y BipTyaJbHOMY CEPEOBHUIIII.

BipryanbpHa peasibHICTh Bi10OpaXkae JOCBIJ KJII€HTa NepeOyBaHHS Y 3MOJEIbOBAHOMY
BIJIMIOBITHUMU TEXHOJIOTISIMU CEPeNOBUII. Y 3B’SA3KYy 3 LIUM 3BEpHEMOCS 10 MPaKTHKU U
MEXaHI3MiB, sSIKi BXK€ BUPOOMIIM B1AOMI 3apyOi’kKHI KOMIaHIl I0JJ0 BUKOPUCTAHHS MEpeX MpH
MOJICJIIOBaHHI TIOBEIIHKH cIlokuMBava. Jlorika OpeHniB MoJsArae B TOMY, IO 3aBISKU
MalTMHHOMY HaBYaHHIO Ha OCHOBI O1XEBIOPUCTUYHUX JAHUX MMOMEPEAHIX MONTYKOBUX 3aIUTIB
MOYJIMBO JIOBOJI MIBHJIKO TPHCTOCYBAaTHCA A0 IMIUIEMEHTALil TEXHOJIOTii pPO3MIMPEHOT
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peabHOCTI B KOHTEKCTI peamizamii (yHKIIi MapKEeTHHTOBHX JOCHiKeHb. llepen Tum sk
nepeiTH 0 aHalli3y JOCBiAy CBITOBUX OpeHJIB 31 30MpaHHS BEIMKOI KUTBKOCTI JIaHUX IIPO
CIIOXKMBAYIB Uepe3 TEXHOJIOT1T B3a€MOII1 3 IPOIYKTOM y BIPTyalIbHIM peaIbHOCTI, BU3HAYMMO
CEeMaHTH4YHI pO301XKHOCTI B TEPMIHOJIOTI BIpTyalbHOI peaibHOCTI, T03asK BXKE € TOCTYITHUHN 10
o3HalioMyieHHsT «CJIOBHUK BipTyanbHOI peaabHOCTI» [10].

Posmmpena peanbhicts, XR (extended reality) — 3aranbHuii TepMiH, SKUH OXOILTIOE
VR, AR ta MR i € koMIIIeKCOM TEXHOJIOT1H, 1110 00’ €1HYE (hi3uuHE i BIpTyaabHE CEPEIOBUIIEC
nepeOyBaHHs 00’ €KTa JOCIiIKESHHS.

Bipryansna peanshicts, VR (virtual reality) — moBuicTio 1udpoBe BipTyalbHe
CepelioBUINE, [0 BUMAara€ HasBHOCTI I1HTEPAKTHBHOIO IPOTPAaMHOTrO 3a0e3MeyYeHHS.
[lepeHocuTh KJIiEHTAa Yy CTBOPEHHMH 3a JOMOMOTOI0 INTYYHOTO iHTElIeKTy CcBiT. I[1[06
IPOJIEMOHCTPYBATH BIJIACHI TMPOJIYKTH KOMIIAHii, KOPHCTYyBaueBi IPOIMOHYETHCS YSIBHE
BOJIOJIIHHS [IMMHU TOBapaMu i mociayramu. Ll TexHomoris mnependayae BUKOPUCTAHHS
CHEIIAIBHUX CEHCOPHHUX MPHUCTPOIB (IIOJIOM, JDKOWCTUK, PYKaBUYKH, OKYJIsIpH). BipTyansHa
peallbHICTh TO3BOJIIE CTBOPIOBATH TAKOXK 1 CIeliaibHI ayaioBi3yalbHi eeKTH, A€ JTI0IuHA
MOYE XOJHTHU 10 IbOMY 3MOAEIHOBAHOMY MPOCTOPi, KOHTAKTYBATH 13 BIpTyaIbHUM CBITOM 1
BIUTMBATH Ha HHOTO.

JlonoBHeHna peanbHicTh, AR (augmented reality) — copuiiHATTS pealbHOCTI 3
BUKOPUCTAHHSAM HU(QPOBUX TEXHOJIOTIH, HE CTBOPIOE HOBE CEPEIOBHIIE, JIUIIC PO3IIUPIOE
nornepeaHe. [l B3aemoii 3 06’ €KTOM JOCIIIKEHHS Y TOTIOBHEHIH peaJbHOCTI HEMA€E KOTHOT
HEOOXIHOCTI B JOJaTKOBOMY oOianHaHHI. J[OCTaTHHO 3aBaHTAXUTH B cMapThoH
PEKOMEHIOBAaHUI NONATOK, KUK po3poOmim ¢ipmu. JlomoBHEHa peanbHICTh BimoOpakae
HAsIBHUU JOCBIJl KJIIEHTa W YMOXIIMBIIOE€ TTUOOKY B3a€MOJIII0 3 TOTEHUIHHUMU MPOAYKTAMU
OpenniB. Ll TexHOJOrIS JJO3BOJSE IMOKPAIIUTH CIPUHHATTS BIPTYAIBHOTO TIPOCTOPY,
BUKOPHCTOBYIOUU 00’ €KTHU 3 PEaIbHOTO CEPeIOBUIIIA.

3minrana peansHicTh, MR (mixed reality) — mpocrip, ne mudposa it pizuyHa peasbHiCTh
3MOJIENIbOBaH1 B peaJbHOMY Yaci. [HO/I BUKOPUCTOBY€ETHCSA Y BUIOBUIIHIN pekiiami, MPoOTe s
TEXHOJIOT1S 11I€ € MaJIOBUBYEHOIO 1 JI0BOJII HOBOIO.

VY tabmuui 1 HaBeeHO MPHUKIAIN YCHIIIHUX OpeH/iB, sIKi BAKOPUCTOBYIOTh IITYYHUI
IHTEJIEKT Y MApKETUHIOBUX CTPATErisiX KOMYyHIKAIIii.

Tadanus 1. [Ipukinaan BUKOPUCTaHHS TEXHOJIOTT BIpTyalbHOI peaIbHOCTI CBITOBUMH OpeHIaMu

Bpenn Texuosoris MoximBocTi
Adidas | AR, noparok y cmapTdoHi BipryanbHa npumipka
Nike AR, buTeTpH B IOIATKAX Ta COIiALHUX Mepexkax | BipryamsHa mpumipka

KiieHT camocTiifHO poscTaBisie MeOni Ta iHIIe
NpUiIaais y BIPTyallbHIM pEalbHOCTI, 3MiHIOE
KOJIip CTiH

Pemonr i minGip ¢apd y BipTyasnbHili kKBapTHpi 3
BUKOPHCTAHHSIM 3MiHHM OCBITJICHHS

VR, AR. Jonarox IKEA Place

IKEA .
®OinbTpU B TOAATKY

Home Depot | AR, nonatok y cmaptdoni

Pokémon Go | AR, muiatdopma 1y1st rpu Bipryamsna rpa
WalMart | AR, ¢ineTpu B JogaTKax Ta COLiaTbHIX Mepexax | BipTyanbHa npuMipka ofisiry
Military | VR, oculus quest Koman tHa rpa 1y1st BIICBKOBHX
L’Oreal | AR, momarok Modiface TecTyBaHHs1 KOCMETHYHHX NPOIYKTIB
BipryansHa nonopox ¢abpukoro depe3 MOIOYHi
Oreo VR, rapuirypa Cardboard six Google PIKH i Kakao-rop, 1100 1M00a4YnTH, SIK BUTOTOB-

JISIFOTH TIICYUBO

Jxepeno: y3araapHeHO aBTOPOM Ha OCHOBI [8].
VY Tabnuii 6a4uMo, SIKMM YMHOM KOMIUIEKCHI TEXHOJIOTIT po3iupeHoi peaibHocTi (XR)

JIO3BOJISIIOTh  KJIIEHTAM CaMOCTIHHO TpHUIMAaTH pIlIeHHS 3a JOMOMOTOI0 3TeHEpPOBAaHUX
MTYYHUM 1HTEJIEKTOM TporpaMm. Y IIbOMY KOHTEKCTI BapTO JETajbHINIE MPOAHAII3yBaTH
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TEXHOJIOTIIO, M03asK TaKi JOJaTKH HAOyBarOTh BEIHMKOI MOMYJSIPHOCTI y CriokuBada. Tomy
MapKETUHTY HEOOXiTHO BUPOOUTH METOJUKH BHUKOPHUCTaHHS JAHUX, MPOJYKOBAHUX IMMHU
TEXHOJIOTISIMU JUIsi TIPOTHO3YBAHHS TIOBEIIHKM CIOXHBadya. 3a3BHYail, MpU IMPOBEICHHI
CIEIIaIbHO OPraHi30BaHUX MAapKETHHTOBUX JOCTIIKeHb 30MparoTh JaHi 3a 3a3Jalieriib
NPOJyMaHUM METOJIOM. BBakaemo, 10 ChOTO/HI € MOKJIMBICTh BUKOPUCTATH SKICHI METO/IU
JOCIIJKEHHSI 3a JIOTIOMOTOI0 CIIOCTEPE)KEHb JIsi TeHepalii BeTUKUX JaHuX, sKi OynyTh
HEOOX1THI MapKETOJIOTaM JIJIs IPUHHSTTS CTPATETIYHUX pillieHb. JloCiiKeHHS MOKa3y0Th, 110
CIIOXKMBAY 32 IepioJ1 nepedyBaHHs B i30is1il uepe3 Ccovid-19 i micnskapaHTUHHHUN TIEPioJ TyKe
3MiHUBCS. Yac, MpOBEICHUH y 3aKpUTOMY INPOCTOPI 3 BIACHUMH TaJpKeTaMu, c(hOopMyBaB
MOPTPET BXKE HOBOTO KIII€HTA, IKUH MOTpedye KoMopTy, a pexinama OpeH/iB MOBUHHA HOTO
BpasuTH W 3muByBath. Came JOCBiJ MepeOyBaHHS KIIE€HTAa Yy BIPTyalbHIM peasbHOCTI
JIOTIOMO’K€ HaM OTPUMATH SKICHO HOBi JaHi, 1100 3a JOMOMOroOI0 INTYYHOTO IHTEIIEKTY
noOynyBaT Takui mpodinp crokupaua, SKUil Oyne BiAMOBIZAaTH caMe€ HOBUM BHUMOTaM
pearbHOCTI W YMOXKJIIMBUTH IIBHIKE HAIAMITYBAHHA PEKIAMHOTO KOHTEHTY Ha BUMOTH
KOHKPETHOI JIIOAMHU. 3reHepyeMo y TaOmumi 2 AaHi, siKi MOXXKHA OyJe OTpUMAaTH METOJO0M
CIIOCTEPEKEHB 3a pe3yJIbTaTaMU KOHTAKTY JIFOJIMHU 3 TEXHOJOTISIMU BipTyalbHOI PEaIbHOCTI.
BBaxkaemo, 110 B TaKMX J0JaTKax MYJbTUCCHCOPHUI 3B’S30K i3 BUKOPHCTAHHSIM BiIYyTTiB
KJTIIEHTA TIOTIOMOYKE MapKETOJIOTaM 1 MpH 1moOy/10Bi TOBapHOi Ta KOMYHIKaliiHOI CTpaTerii.

Tabauus 2. [lani, reHepOoBaHi TEXHOJOTISIMA BipTyallbHOI PEANTBbHOCTI 11 MAPKETHHTOBUX JOCIIKEHb

Mero MapKETUHIOBUX

OCTUKEHD JaHi, siki MO’KHa OTPUMATH 3aBJISIKH TEXHOJIOTISIM BipTyaJibHOI peanbHOCTi

Hecmpyxkmypogani ani

CkpiH expaHa
CIIOCTEPEXEHHS I'eomokaris
CriocTepexeHHs 3a pyXOM PyKH, ouei
Peakuii Ha KOMEHTapi Ta IOCTH Y COLIAJIbHUX Mepexax
Cmpyxkmypogani oani
JaHi, siki koprcTyBay ny0JiKye mpu peectpariii (imM’si, IHTEpecH, CTaTh, BiK)
®DiHaHCOBI JJaHi PO MPOBECHHS IIATEKIB
IP anpecu rapxeTiB
CIIUCKH IPY3iB y COLIaTbHUX MEpEkKax
BipryanbHi aktusu (kpunrosantora, NFT Ta iHui)

AHAIJIITUKA

AHani3zyroun TabauIoo 2, KOHCTAaTyeMO, IO JJII MapKEeTHHTOBUX JIOCHIDKEHb JTyXkKe
KOPHUCHOIO € 1HTEerpallist TEXHOJIOT1H BipTyaJbHOI pealbHOCTI 31 CoXKUBayamMu. JIOCIIITHUKY 3a
JIOTIOMOT'OK0 BMOHTOBAHMX 1HCTPYMEHTIB MOXYTh CIIJKYBaTH, KyJIU CIIOXHBa4 TUBUTHCA 1 SIK
B33a€MOJII€ 3 BIPTyaJbHUM MPOAYKTOM. Lle YyMOXJIMBUTH CETMEHTAIliI0 KIIEHTIB 3aJI€KHO Bij
TOTO, KY/IH CIIPSIMOBYETHCS iX yBara. AJpKe BipTyasibHA i IOTIOBHEHA PEATbHICTh CTBOPIOIOTH
peaTICTUYHY CUMYJISLII0 CepeIoBHUINA 3 JIOTIOMOI0I0 HEHPOMApKETUHTOBUX TEXHOJIOTIH, SKi
0a3yl0ThCsl Ha BUKOPUCTAaHHI OpraHiB BIUYTTS JIOAWHU. ToMy 1Bl MOil, sIKI BiIOyBarOThCS
OJTHOYACHO — <JTI0/INHA BUBYA€E KOMIT IOTEP» 1 «KOMII'IOTE€p BHBYAE JIIOAUHY» — JI03BOJISIOTH
3i0pati ¥ ompamroBatu 3a jgonomororo Il Benmwky KUIBKICTh BaXXIMBUX JIaHUX.
BukopucToByouM Takuii METOJT MApKETUHTOBHX JIOCIIIKEHb SIK CIIOCTEPEKEHHS, MU MOKEMO
CIIJIKYBaTH 3a PEAKI[I€I0 KITIEHTIB y BIPTyaJlbHUX IITYYHO CTBOPEHUX yMoBax. PosmmpeHa
peaybHICTh Jla€ MApKETUHTY 3HAHHA PO MOBEAIHKY CIOXHMBaya, WOTO JIOCBiA, SKUH MH
3MOKEMO NIEPEHECTH 3 BIPTYAIbHOI'O CEPEOBHILA B PEAIbHE.

BucnoBku. Crioctepe)xeHHs Ta 1HIII METOIM MApPKETUHTOBUX JIOCII/IKEHb 103BOJISIOTh
3poOWTH BUCHOBKH, 110 32 MUHYJII POKU 3 SIBUJIOCS AYXe 0arato KOMIT I0TepHUX irop. Jlroau
noTpeOyI0Th 3aBaHTAXKEHHS Y BIpTyallbHY pealibHICTb, TAK SIK 1€ OJJMH 13 C1I0Cc001B BiAMTOYHHKY.
[Tix yac BUBUEHHS HOBUX TOBAPIB 1 MOCIYT 3a IOMOMOTOI0 TEXHOJIOTIH BIPTyalbHOI peaTbHOCTI
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CaiTilana XpynoBud

PO3KPUBAIOTHCS JOBOJII CHJIBHO TICMXOJIOTIYHI Ta €MOIliHI OCOOJIMBOCTI KOpHUCTYBadiB. Y
KOHTEKCTI JIOCITIJUKCHHsST Ham Oylo BaXIJIMBO JOCHIAWTH, SIKI JaHi, IO PENpe3eHTYIOTh
IHTepaKTUBHUHN Ta 1HOOPMATUBHUIA JOCBiJ, € IIKABUMH W BOKJIUBUMH JJII MAapKETUHTOBUX
JOCTiKEeHb. BIITMB BIpTyalbHOT peaqbHOCTI HAa BUOIP CIIOKUBAYIB CHOTO/IHI II€ HEAOCTATHBO
BUBYECHHH. HpOTe oA HOBa rmaT(bopMa, I[aHi 3 SIKOT MOKJINBO OIlpaltoBaT 3a JOIIOMOI'OIO
MITYYHOTO 1HTEJIEKTY, MOXKE CTAaTH KaTali3aTOpoOM Ui MOJEIIOBAHHS IMOBEAIHKH CHOXKHBAaya
HOBOI 1M (poBoi reHepairii. Mu y miit ctaTTi po3nodanu poOOTy HaJl CACTEMHUM KOMILIEKCOM
JOCITIJDKeHb TEXHOJIOTIH BIpTyalbHOI pPEaJbHOCTI, SKi CIYTyBaTUMYThb MAapKETHHTOBHM
JoCHiDKeHHAM. TyT € BeTu4e3HU MOTEHIIIall BIpTyaIbHUX 1HCTPYMEHTIB BIUTMBY Ha KJII€HTA,
AKi OyIyTh LIKaBUMH JJIi MapKeToJoriB. Tomy el HampsMOK € JOBOJI aKTyaJlbHUM, YOMY
OyIyTh MPUCBSYCHI HACTYITHI PO3BIIKK aBTOpA.

Conclusions. Observations and other methods of market research allow us to conclude
that a lot of computer games have appeared over the past years. People need to immersion into
virtual reality as it is one of the ways to relax. During the study of new goods and services with
the help of virtual reality technologies, the psychological and emotional features of users are
revealed quite strongly. In the context of our research, it was important for us to explore which
data representing interactive and informative experiences are interesting and important for
marketing research. The impact of virtual reality on consumer choice is not yet sufficiently
studied. However, this new platform, from which data can be processed with the help of
artificial intelligence, can become a catalyst for modeling the behavior of the consumer of the
new digital generation. In this article, we have started work on a systematic complex of research
on virtual reality technologies, which will serve as marketing research. There is a huge potential
for virtual customer influence tools that will be of interest to marketers. Therefore, this direction
is quite relevant, which will be devoted to the following explorations of the author.
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