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REFLBL S (virtual reality, VROV N —FP B ZEAYTTIR H2 R (immersive technology ) , i 13 {7 FL
P TE = HE ST AR AR FR s T AT S SRR A 5 B B SN E
H (Lele,2013) . EYF (Freeman:,2017) il (Miillerds,2016) .2 F (SlaterfllSanchez-Vives,
2016 )55 ALl A 3R BRI R, 78 B R AR 16 e & 48 B R B R i e AR R AU
BURE SR , 320224 A 42 5K KE AU S48 1Y 2 HE AT 145 00077 226 00077, EDI A A
F100/2 2150123570 W (12, vh A SEAE202 14E 8o R B K LI Se i 3, A1l
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EETH: 5 2H K5 2545 4L £ A (KAUTE-siitio) (20190003)
EEEN: % 45(1985—), %, PAMABUA X F TR ERF R LT A;
Kok (1990—), 4, X 2B REKFAF 20MERFH L HEEMA R GRIRES);
TB4(1964—), B, P M2 8k K ¥ L7 F PR, 44 507,
Juho Hamari (1984—), %, 3 Z3940F X FAe 3k 2 B R E R F 8L, A FIF,
OB AR - R Digi-Capital T-20184F3 J % 7 1 3¢ “China Could Beat America in AR/VR/XR Long-Term” ¢ F , 15 HEbI 30 5214 4 14
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LR IK 20790.242 70", HE LA IR SE (9 TR AE (0 ] 2 BT 35 5112.8642%

I P B TG R R FR S A A PEAICR AY [R) R AR 1B S RO ARG AR, R PR S
SEWEA  MUBE R E B B LR E , B Re R AR S S 5T B T T A B8 o
FULBR S R AR B A RCR AR B M 0 SR ), g s ok T —4e(m B H R Sy K e, i
PUI B B O A Al R G A S5 i FE 2 B (KuligaF, 2015) , B FRoM2 L 20 i 5LV )
B3 B BHT (Loureirods , 2018 ) o 48 A7 W 3R B AT I B R TR AT 75% 4 S R 2 2887 7 1 e 40180
STEEAT R RIS N T A B B AT R TR S RS B B
N, A58 IRIR IS P PUUER SRS UUE B JRIT S s , JrB Joo 2 ) 7= i PO 75 R R B
PUBR AL = S 5 TR T MR 6] 7= b S PR () LR oK s T ] AR (2B B WA
AT B P A Rl UL S ARG R TR it REEORES A4 356 25 31 9 2 5 BT HE Buy +1) F FE
PR R i S WA, L A RAS A LR T W — P LS AR5

SR, H AR AP0 S5 6 04 & Ji v b TR 9 o B - Sl iR DL B S 3 000 H 7R S 2 AT R
TR BT I AR A 2 A R H8 T, DT A A b A EE i A B8 L A, R 43 401
PR AR BB S iy BRI 2 LA B AR 20 0% FR W], e = SEBR G R b o, AN B, 468 150 2 % i LR
SUE R A2 BEATIAT TR HE R o T AR HE X0 A R DU S 0 ok T M A A e ok ) i 30
B ARG A R G A I RO 2R, TG L IE 3 Y AR BE S R = 5 SR AR IR RS
DRI, A i J2 R FOLER S5 0 R i A SIE B 8, 7 R TR i 7 i i o $OL IR S 5 B M L ELAR
HEES SR UL R ZAE AL T

FE LB S2 35 B F 9T e 5 R 40080 S S B S 8 D RE B H R 9 A 2% (Pantano fl Laria,
2012;BaefllLeem, 2014 ; BordegonifilCarulli,2016) , Fifi J5 H BH 1 5T 25 Xof ki 400 B0 52 28 6 1)
% J& (Shin,2018; Tussyadiah%, 2018 ; HerzflIRauschnabel , 2019 ) . £l %) J 480 B8 51278 5 G187 %
% (Dad ,2016; BoydFlKoles, 2018 ; CowanFliKetron, 2019 ) 35 5] SR W5 . B % kg A3 S 4 A
403k #5X 7R #% (head-mounted display , HMD ) LA K A8 B AR & i@ , IT4F R AH A 58 A
TRER TR B R ST HE S SR mT Be S A E FIBLI (MoesFllvan Vliet, 2017 ; van Kerrebroeck
%% ,2017a;El Boudali%, 2018 ; Juan$, 2018 ; Marasco?s, 2018 ) X1 , H AT K 05T 0 4%
M S ZE R T w IERIS R A A AR T E A8, TR 24 AR BT OS2 8 6 1 ¢
M AR B A AR H L 2E A 0 77 ) E PS5 F T o

RN PR R LIS B 8 , A SO AN BB 5T SR AT T B B4, SR T2 B AT X
FELVERSE AR I 5T, 45 A ME PR S AE 5 B o B ELAR R 32 4 T B LB S B A&, e 17
AP SLE A 1 PN TR R A0 PETEAE LR 5 0 FHAIL , X 1l 01 255 45 e UL B S 8 A AH DG 1 = A~
LA B — Al TE A BRA R SRS E Y 5 ., BRI E B S B I AT A =, HE AU
PSE RIS RZVE LS o I, A SCR GG T B Sk P9 B AH T A T
W& PEMT S HESR (Palmatierds, 2018 ) , J145 H T A AT BERIAFSE J7 W] .

—. ERHKEH NS

REFAIL S B R B B 2 00— IR I S8 40U, DGR TR A A EAR R I B B 1 L A1 ST
BRI R HE AU B S5 5 OB A T 1 AT B9 R, B 22 X R DL S 5 S LR B0 B 4

OBHEAE (b FE RS T AR5 R A ——B 5 ), fi 3 )R A Greenlight Insights 7201746 7 27 H & 4ii , http://report.iresearch.
cn/report/201706/3016.shtml.,

@A : (P E VR P AT R WFFE iR ) , B B XUBEBE AT i) ) 5 B F20164E3 7 18 HIA & Aii , http://www.199it.com/
archives/458293.html,

OMRYEY ouVisit?E 201547 K A7 A g AT S il MEAR B HE A, 75% B AR AT 0T HH: S Sec A A0 (0t B e« AR 23 v il ) o 9 2 38 s D3 T AR IEAS
I R 00300 5 s SR B SR, 8 ) BHR A BT PR B IS A

SNEZGFHSEE (F4HF108])



FHUBARSS G R FF A5 3 o X AR SCHNE HEA T AR, A SORHE I MEA T e i TR0 75
AR ) HE AU S8 B IO G- AT 1 A o AR SOy, MEADL IR S8 B S 5 4 i AL S AR 7 ]
TEMIGS, EAR M EHEE T @ e mh Al RS S 2, SEER A 5 Al
Y E B FIAE T, B TH B A5 i S AN (B 5 AR5 (8L, Al D) AT SRA5-48 8 2400 T S (0 400 B2 A
g A RERAN 2 25 07 T B BGHC , RSB T Al 55 A (6 Y S [ B3

(— )R FAB IS S 50 B Bt JR A SR

FEAABL AR (BEACE L an 26 1 s ) B 1AL ——— D i 5 Z A7 50 B
Bl = 4EST /R PEE (Greenbaum,, 1991) . I SRS Sy 3= 1% 1 15025 R (it K ) B 3y i A\ ¢
ARWRT T IS A: g (vividness ) 38 B M (interactivity ) LR 4 (immersion ) FIF4 AR 14
(imagination )RFAE , {5 FH P 76 2 40090 SC A5G v mT D= A6 3 5 1Y I /8% (Steuer, 1992 Sivan,

2008 ) o i 7 B B PE WA FAF BB A B ERIE B FH P 0 BRI b e (o s 4 3 s

AT A B ) RS (Steuer, 1992) , HAR T | & —Fp 5 iz i A R AEEZ T P <25 77 M
AR PTHE ) FLSEIRES , < BRI A FME B AR A R EREE , 2077 A A% B AR I R ot
(KimFBiocca, 1997 ) . i /82 M SR S0 9 5 o BN T Ry = A s i 1) 82 22 P 4 (Hutehinson
FlAlba, 1991), AT LIXTHE 3% 4 A7 & 2 f2E 2 7= A2 1E [a) &2 (Kim Al Biocea, 1997 ; Li%F,
2002 ) , JTE I 2 IO 26 5 I 2 1A AT (Diemera, 2015) .

Fz1 ERHIHEAR
FIR R SHEAR
g BT S AERNLEDEEOR s A S R BR s PO SRR BOR s 1 T B R A
&‘L‘&jﬁ Eﬁ*
WARE  BdETE BRI s R B S
BRETL 5 A H G 5 [T o B 50 5 43 A2 A 5 B PR 9 Sk B X S 7R 2% L 49 A Oculus YR ft
HTCHYVive, = 2 M Gear VR  ZE X & M7 XU 3545 ; FF5 B R 7% (hand-supported display,

it B o HSD ) ; Mt 37 £ 5 7R 7% (floor-supported display,FSD ) ; #8 K4 5 5 4E ; I /R R
(CAVE); B e FHLL B /R 2% , ] W Google Cardboard
S P LR PN ) 2 — AR IR R IR, AT AR L SE T B WRBE | i i 45 22 o %

B, T RIEZS 6] N RS sk B | TRt o] DA j L2 18] N (R B8 A (A
EREE I M Milgram K ishino (1994 ) . BurdeafICoiffet(2003 ) LA & GutiérrezZ (2008 ) K3

() RIS B A B RRAE « T 0 BN 22 S B A

5T, RSB B HA = 07 BRI o AE RSB A b & TR B S R
PIASER 22 5, B BE AR ST DB T RN R G 5 Lt A e 22 5 i UL 2, 5
THFH P B AL BT IR R RUER ST (Bhatt, 2004 ) o AT, HE 4D S8 4 s AT m AR I, ]
DABR AL L2 BT A8 H o RIS T LA A IRBE T3 RBE i i 5 2 R R A £ L, X LS iy
K FTAE B PR BT A T A Sl A Z 1 LI T A3 i i 00 R S 18 455 R S B S B L3, 3
Fh a2 B IEShAS BN H £/ (Flavian®F, 2018 ) , K ICJEE AEDAS HL A A (9 an e 40 B
NBEAE ) AR CEEE T B LS (SuhFlLee, 2005 ),

(=) BB E R B i SCBUN (A A

JE AL B B HLAS 100 EAURRE BEAS 0035 = i Aol Lt R A B SR B TR A B

O BN K b Se e Bt = ZRUTE R R R A R 456 AeyiiR 2R UL S (non-immersive virtual reality ) 23T 2 B S0 52
(semi-immersive virtual reality ) FITIZ 2 #E FUBL I (immersive virtual reality ) (GutiérrezZ5,2008 ) , i SR AR TR 3k &2 ilig SR I L, 3
AEA [P LN — A AR B A E B 3h Bk S 2 RSB B A B PRI P M AR 5 K PR T v S 2 LA )
AE FESEFIR L F IR AR R i A2 v )38 K AL PR A8 A TR AR 58 o Rt , AR S RIS IR il 1 D U AL S AR (R TR
TNER ) AR S B SR 7T SR P L5734
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T W BRA B 6 ST Al AR RRAE RS B o 5 TR I, B SUBLS RERS (2 I %
B ERERIE B A AR 8] RS U BBl AR SO, REAUA BRI X 4 5 B L BN 2 75 5K
ARk A B R SO T BB 1 B R B A B2, REAUL B S S B SR 1 3 and¥oim
7 i R R i XU 4 i A 55 58 ISR ANC I R I Z e m S N EL, Sl ok T RVE 1
SN AT ST T5 T R RSN S AL T &, MBS B AR T T AL A
SRR, T ELXH 2 5 W SL IR 25 R R E 1) 20 SOh A B3 T A B A T (A it
R AR (S I

Bi% &
piEwe | RBBECER | fEsH
SR O FAER S R B TTH B
W, SRS Al o
HRAE B R E BUEAL2S . B B2
e 3 BHETEA

B1 EMIALEHSMNELEIERE
=, RMIKEHPEEN A

T 3 A R LB SIS B O FH A G A [ AR Sk, A SR 40 4 1T LS R A0 R S AR 3R A T
AVUFE S, 00 CERRRE PR B R I DL S A
W RGBS EEE T A E AT I EBT I EARRE I EALEE SR A NG SR S Al A 2%
HOE T BERWEHME.

(— ) LIS 5 7 A R AF

BRI M E BT 0 E 2T B G R R 5 B AN ZS &, 7T DL 35 4 = AT
PSR FIAARE o AN, 76 M FUB SRS v, JRIAIE AT L™ A% 42 1 0 R i s 7= i R 2 3R
577 A2 (Tonkin%s, 20115 Zhao5,2017) 7= i 7EJE A BT 48 AU (Zhao , 2017 )55 IR
T LA P 2Bk 2 15 A8 WA O B 2% S s sz 07 R FHLBR 285 14 U B 50 491 dn B & Fg HIR )y
(Tonkin%¥,2011; MeiBnerss,2019) . KA AT 9% SCIT 24 T15 B R S8 LAR# 4347 (Ploydanai
85,2017) LA, BB BEAT SR THIN & 2 5 5 PRI 0 SRS, D I B2 T35 5 AT £ g
AL (Bramleyds, 2018 ) o fH 2 , MU IC S R IRBIF (408 0 A3 et —25 424, Lb an B
HUAE FE AR SE 15 45 43 & RVl FH B R 5 11 7 T A7 A () (AT — S R AR 25T R, B 8
S LS IAEE () B LA AR & SN RLEE , BRI vl LAk 8 S TS ST 2 ML 2 RIS BLA
HRIFSE T B e M AP S B P48 SR b (19474 (van Herpens, 2016 ) (I YR i (Waterlander
25,2015 RS AT TAG BN H 8 WA F AR (R B2 7 K FULBR S 3R v A4 o0 5 HE LSt
BRI MAMEEZE S 10, 76 Rl B S PREE b, T A48 2R ) (] AR AR A5 B 76 7=
BRI 4K (Tonkins:, 2011), 17 ELBUE X 7= A % A BUE (Waterlander? , 2015 ; van
Herpen&,2016).

(OB 57 &

= ST 5 AR SE AR A, vT DASR 7= S JF & AN , IR S5 T M B TS
Bl o e ST AR ELRT LRI 2% 5 B AL TS B Bl R ) 0 5 N A5 44 15 B (Lee fllChung,
2008 ; BordegoniFlCarulli, 2016 ) . B HZ 42 , MBI T LAIE i 22 AU B B ARBLALLI 2% 4 fi
FH 7= S AR, 491 a0 i PR i /s 45 K (olfactory display , OD )R = i (134 (Bordegoni Al
Carulli,2016;BausF1Bouchard, 2017 ), i iz /1 S f5t45% AR (haptics AU 2574 5 7 il EL BN 1 fik

SNEZGFHSEE (F4HF108])



T, DL S ABEALL I B 25 (o FH 7= S F 175 485 AN i J% (Serrano %, 2013 ) o iR SR EE AT LS B4l
AT R R R i 8 25 3 e BE A, AR S T A, T 9 M 55 Al i i
55 IR K TCIY | 5 788 (4 IR 55 A i ] ARSI A B30 EL S B R 55 (Bae AllLeem, 2014) S8R 1T, 7
i AR 55 AR BEAATS 2t AL AR A, T 28 HBERE S A 3R A T PP o b L3 52 S b m] LA
ST A WRAE A Al 550 9 U R B B S A R BB T B X — W ) AR B

()RS S 55

JERAILSL ) 5 BG4 5 T L ARG 5 A7 W A O At o B AL 45 1T L B
FE AR SR AN, BT 9 5 P SR B AN 2 M (van Kerrebroeck %, 2017b ) o 1 3% 4 AR A
N LS 45 B AR A A 2447 (Leanza, 2017 ), 43, 55 22 /i 2% & DR sh i) E.8) , R AT
DA AT T6E P2 i ) A & ( Spielmann AlMantonakis , 2018 ) o kLB SE 518 0] DA 2% 4
7t B s RIS A TR, IR T % B A 17 SR B (Marasco %5, 2018 ) o SEFR L, UL
SEAEIE 2 TR, DI T 4 A = A B 7 A R 2 1Y 8% (Wang fllChen,
2019), R AT DRSS T R 98 3 , 302 H AT SE T 32 e —Fp i 2 7R B
1o FEERRURT S8 AR B, T 2% 8 R TA RN 07 28 2o X DL S )4 P AR 7 A 7 TR

(V) MEDL IS 5 TR A 2

e, IS E AR 0] LS TS G, SCBL A (A% 35 o KE PRS2 0T DL S B &
X it P AR, A AT DG X WA s AR G e S B il 42 (Lawson %, 2016 ) |
“HEFUE P77 (Juanfs, 2018 ) , i J& 76 W 3K K BB i 5e 2 5 RS L A R8UR (MahdjoubiéE,
2014) , AU SC AN HE L0 4 JC 75 BC SR ™ gk AT DL R0 M /8%t b A 2230 7 il - 1o
& B 5= 5 [ FHRCR: (SuhfllLee, 2005 ) o JE FUUPH S8 435 v DAAE W BT By B 45— 75 ) S D 3 T
e B, B AT 2 SRR AR AN e e, i/ 53X FH 7 it g A, B I3 5 7 A S 2 R R A ™
i IR 4% (Zhao %, 2018 ) BN EZLAY A2, MR 40L B S5 Bl AR LU AL S0 45 5 &, v Lok B4 42
HELE SR A NAT R OIS R I™ b A5 B U 3 BC S DL e AR 6 , B2 I3 % 1 ) A DR SRR 3
WA Bk ) 55 AR AR 6 (Lau AT Lee , 2018 5 Schnack 45,2019 )

25 b FRATAT LAE R IS E A v N T E BT IMER T SRS I E L S
EIE ST, AR RS A AT 7 oE R s B R A U Y I SE 2R )
A < 38 A 1 1 BE 7 ELAY R FU 5, ST B oA A b R T B (L3 20 A SRk i i A S A
R P R I M E T, S BN S WK B S 5 BB R S IE A5 R, T T R
Al A I E (AR S DL 3R2) SR, M ADL IR S8 A A 0 FH A7 A — S (] 85 i FUL3
LR 5 E s A IS AU P IR A TR EEANS L BEAh , B H AR 2 S Al
HER S, (12 0T LUIRSS TIH 28 S i R G158 I 93 5 5 EOC 2R 88 , (H H i fif
D3k 675 TR I

M, ERHLEHNERRR

FURI, 27 AR SO HE AU BB B ) BRSO LA B R GERT LR U N A 2 5
T (XiMIHamari, 2019 ) , % k2 U S K 1458 B ST AA TR AN BT R A o LB SE B T LIAE
FR R RS AT 2 X il A AT S B B SR8, SCRT LIRS A
AR PR Y TR AT | T 2 A R T 4 S IR B AT S R AR AR AT
B3 SR K AL B SEE B 0T S PN (BRI A8 (L O XU

(— )BT A T MBS A 32 5 BIE HO 0 =7 > A 1

SuhFILee(2005) 45 5 WA F w MBS IS5 BRIE , 48 1 1T M PUB S O 2 S A
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®2 EMILEHNA

WEFT Mg SHIIRE B 1 Al E

X P2 B A
B AR e G2 TEIEECE
RSN EAT I 5 o -
o oy MEIERARGEE BB LRMAE | WPRBL
PMEEIT TR s b s ORISR s
Hif
e TREREROER  PCERRIEE TG
Prifcicsl TR g et SRS B
e
X G EUE L e
Biiffen RS dwmRegss OO A
XD 0 () i o

FORPICUR : AR AR O SRS 2

(ZUWLIE2) AR E R MBS U B — R B = 5 B2 n] DU S 5 E )y IR 18 R A7
T BRI ORI &, BEORAY 5 5 B 2o Wi O AR e A R 0 e R S A
% iR (DaftFlLengel, 1984) INHI B G FEIE A BOR AYSORBRE 2 26 A 2 TS, 24
BORGAE 5 A PEBTAR XTI I FAR BRI ELF (Vessey, 1991) o MU AL X — AL P L Ky
SR AR A AR, LBz R R R 7 i AL S TR e R
AEIE T AU BL S A LE T o R AR S B R, RIGA R 3245, ) S ) T s o~
AR A B A WK R ST H A IE T 45 2R . Luiss (2007 )W SR FEAT 140 8 , ZE R0 e
MBS T SE /PR RS Z A0 A T BB 3245 .

| REAKFERRIY | - BE¥S
| mmEEe | I
1= o osE |
1 kEE | | wEE | |
A S B S |
| g |
| owEE ||
. S
; S |
| mmmERRES |
| e ||

ORI A : AR5 Suh M Lee (2005 ) 44 H
B2 EFHEEEMHRLIANZSERNFESZ IR
RS T A I SR Ao 38 0k 55 77 S P B T e A %o 7 i SRR A SIS B
BB o J5 SR ST T IX —SEHUE B SR B AR o 491 G0 R LI S 5 7 i 1 Y B
B, PR 3 A 7 i s BEIGNB2 0F 7™ b 1 R, R B0 3K B AR T (ZhaoS%,2017) R 2,
o 00 B SRR A o S5 119 S s T Bl 4, 2 M 2 DAL 38 % 2 1 W 3K 3 R P AIK (Liu A Uang

SNEZGFHSEE (F4HF108])



2016) o (HIZABE Y T AN ™ S A5 S A S B, 22008 17 7 b T Ah B B B0, I HL 2R A 2 1 1AL o
Wr b A 325, 240 T Bl R 0L S A R AR 8 R 777 A LS R A i T ) M T
JERILAL R A 324G S LA, A BRI R U0 B S B B A ™ it R Y e B A2 Ty T
P S, AHL 1 A B R TR AR 0 A A R 0 % T A 6 o o 400 0L 52 3 4 B 8™ A A i
S

() TR — AR — I N AE 42 P o 00 20 ST )5 el s 24 7S A 78

BUJG  WFFE BT U T R P B S0 8 B PR i 5 AR, o R 401 I Sk G A o A P
TR G AR 1) Bt . Dad % (2016 ME 4 TAE LR LUK Fr ok 22 2 308 210 I 2 15
BT BT IE SE %, JE T I —A LR — 2 N HEZR AN B = A E T T R SR E Bl A5
XoF B AT SRy s M PR R A 8 (2 DL 3 ) o AR A — LA — S W AE S, R 0L B0 S S Al A )
R R B R IR BT SR A 2 (VB0 EE TR B ), S SO SR B 42 30 i [l 3k A AT
(MehrabianflRussell, 1974 ) . #R4 AR 55 4= 5t45 %5 (Rosenbaum #llMassiah, 2011 ), Dad%5: (2016 ) ¥
JEFAIRSE G Bl RS A BB R A H SR A SR AT R A SREER DU 0L B S0 5
PR BEE R At ST R A SRAEE R (AN 550 25 18] bRk Rt RS A B2 55 ) 2%
TS5 B R AR B AUPAEE T AL, Tk ke 5| ) R AR S BB Y — S A A AR
FIBE Ay 2 i ORI il 5 T A B PN 246 15l =z [ ) 2 DX

HIB Bk 4 A

YRR
7S¢ i

25 [Hl /T R
PR SALARH

HEER
RT
%
KA 5 B 4 ot B el iapid

WO RIEER WiEE i ]
ik
RS /84T
HAREE
w55
—H
VORI AR Dad % (2016 )33
B3 ETRE—E—R NAEZR A E I SL S R = (T A Ey

TG ST 05 7 R 4000 S Bl P (R I BB L K R A S 5 5 Sl R B v iy 5 2R
RIUATE G 1R T — 5T L0 5 B Ry 4 T SR | J5 SR SR AE IR B 45 1 &S TR 5 1)
e 01 TS TR TR & R, 010, AR 7E B IS5 i b in AR 5 13X — MR R
X TS 5155 2 7 A ) 5 W ( Sikstrom a5, 2016 ), BFFE 2 HDLIR 55 A G2 1 2 400 il Xl J0t 25 14 175 SR Py
77 HE I TE 1] 5%00 ( ZhaoS% , 2018 ), AF 5% 2 1) B AL 22 B8 T RE4PL IR 55 A\ 53 )RR B, JBi 25 T g
FEHE B 1T 25 (Dzardanovas, 2017 ) o J5 ST 0595 S S S5 Bl i 1 AR 20 i
BRI o B A, > o 25z 3] L S P A B ARSI, UL S P (4 pry s b s de 5 1 ] 175
28 AT ELSE I ) I ) 25 B AR A5 B R AL (van Kerrebroeck %5 ,2017a) o 1M B 25 -5 i fUUER
SN A B I BB S 5 B Bl HAT — S0P S5 i B ) AT R URR (Speicher 4,

A
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2018) SR, AR Y B SR TR T JBAA LS , (TS A S SR B AR TS NS A7 R A o A LA 2 7Y
PRI AN o AT , AR R B T 5 PR EE 1R , IR VS SOE A RBIE 7 Sh AR 5 5 A Y
VAR5

(=) FETRFIME I B FTHE S

B (B B DA R B et P A B A (BB R P (% 328 1) 5 A o SR (B Y
H U 2 5T 2 R BRI ) i BRI C A 22 [ RS , PRI I PR 2 B T v R BRI L, 23 R i %
A BEFNAT R0 IF 17 0 2% (Zeithaml, 1988 ) o 55 T BN BRI AL AR , HE IS0 35 4 7™ A= BAk
) 5 AR AN AN TR 7 N R 8 B 732 T 5 5 U, W DA 552 3 i 4 T 2 1) A (B0 2 22 07 T YD o
MahdjoubiZ (2014 )45 F 57 21 R FUL B 28 8 XoF 0 2% DA 60 AR A7 TR 18) XU 5 ) - — )y THT , B 401
IS 7 i O Y AT 174) S B T R P SRR AR A2 2T 5 s — O T, S R IR 55 A
U B 245 B (A I Bt Ok T 1E )52 M) o KR RIS Bl ) 23 (R A oy e L A PR B3 T 232 5
B AT DL B A ok S AN (B, tha T LR B 7 o 52 AR ARG (Lau Al Lee, 2018 ) UL 4F K,
HF 5 56 RSB SL A 3 R TR (ELEEA T T A0 IX 43 s H A S B G B b, IR B S
5 Ay s A s A A R 43 T M VR AR A 2 S AR £ A BRI 5 (Tom Dieck®,2018).
TEWS G BE T, R 0030 S35 0 A s 2 ) s ) AN (0 T 3k S R (B FIAR 35 L, X PRI {1 S
RIS PHER IR A A9 o =28 BT Ia o i A7 ER T i AV A o £ 1) 52 FH (AR 36 ) # {EL (Kapusy
FILOg6,2017 ) oH H FiFs J5 ] (A AIFFE T k2400 B0 528 B B0 i i e (i - A 204 BH Ay Ll 1 3
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Summary: We define VR marketing as the application of virtual reality technology to any aspect
of marketing. Throughout practice and literature, VR is employed to improve either or both the utility
and experientiality of aspects of the marketing value chain.

With the advent of the internet in the 1990s, marketing was revolutionized in terms of its
information propagation efficiency. Today, pervasively across the entire value chain, marketing is facing
yet another revolution: Virtual Reality (VR). While in the 1990s, the internet made marketing hugely
efficient, and it reduced the experiential nature of marketing that exists, e.g., in bricks-and-mortar

marketing. The potential of the current wave of virtual reality in marketing is seen to stem from
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combining the efficiency of digital platforms with the immersiveness, experientiality and multisensory
nature of “physical” marketing environments. However, while the narrative of the potential of VR in
marketing may seem as intuitively appealing, there is still a lack of coherent understanding as to whether
these benefits have been realized in VR marketing. Therefore, we firstly seek to define VR marketing,
and secondly, to review the expanding literature related to it. In particular, we review in which areas of
marketing VR has been researched, how it has been researched, which kinds of technologies have been
used, and which theories this corpus of literature draws from and contributes to. Moreover, we review
the effects of VR marketing on consumer experience and behavior that the extant literature has been able
to tease out.

Next, we examine VR marketing in four different marketing domains, namely marketing research,
product innovation, advertising and retailing, which represent aspects of value determination, value
creation, value communication and value delivery during the marketing value chain. Virtual reality
marketing is used to improve both the utility and experientiality of aspects of the marketing value chain.

Furthermore, we examine the trends of related theories in the relevant research, and find that virtual
reality is viewed either as a kind of media that highlights products’ attributes and improves the consumer
learning process or as a way to reshape shopping environments in the computer-based virtual world
which can influence consumer affection. We can also realize that researchers have recently begun to
integrate more values realized by VR marketing into their research frameworks. Based on this, we
propose a generally conceptual framework for future VR marketing research.

According to the current body of literature, virtual reality technology shows considerable promise
for the areas of marketing. However, current research still lacks in-depth insights as to how virtual
reality works in marketing, and which factors can influence its marketing success. Given these findings,
we offer a detailed discussion of the future agenda for VR marketing research.

Key words: virtual reality; presence; immersive technology; mixed reality; experience marketing
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