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Abstract:

Metaverse is a new immersive technology that is trending to become a new platform
for branding, marketing and advertising campaigns. This study is aimed at studying
the process of brand promotion in Metaverses, due to limited research on this topic.
Majority of the current research is based on analogous virtual spaces, meaning that
its data and conclusions may not be fully applicable to Metaverse. This study aims to
identify brand promotion tools and study consumer behavioural responses to these
tools. The study used a mixed methodology, exploratory design. Qualitative stage of
the study involved interviewing experts from Russian marketing agencies that
specialize in Metaverse brand integration. The interviews aimed to identify current
promotion tools used in the Metaverse industry for brand integration in the Metaverse,
as well as identify drivers and barriers encountered by the experts.

The quantitative part of the study was an online survey that was conducted among
122 active Russian-speaking Metaverse users. The survey results were used to the
gauge the behavioural and affective reactions of consumers to promotion tools, and
to test the relationship of drivers and barriers of the Metaverse with promotion tools.
Based on the results, six main promotion tools were identified, which were divided
into two groups: interactive and native. The connections between promotion tools and
drivers and barriers were also identified, and the behavioural and affective reactions
of users to brand promotion tools in the Metaverse were studied. Two interactive tools
(events, bonus system) had stronger correlations with drivers and barriers than two
native tools (landscape advertising, product placement). However, one native tool
(branded avatar accessories) demonstrated correlations comparable to the two
interactive tools. There were no significant differences between interactive and native
tools in influencing affective and behavioural responses. However, interactive tools
such as bonuses and product testing, and native tools such as branded avatar
accessories, were rated as most likely to generate positive consumer reactions.
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Introduction

The Metaverse combines the physical and virtual worlds, creating an interactive and
immersive virtual space using VR (virtual reality) and AR (augmented reality) technologies.
This allows users to interact in real time with other users and brands. This new technology
can transform business processes and give companies a competitive advantage in
marketing and communications. Each year, Gartner Hype Cycle Rankings identify 25
most promising technological innovations for enterprise architecture and tech industry.
By 2022, technology for enhancing immersive experiences, such as Metaverse, has
become the number one topic. According to the rating, the Metaverse is under
development and will peak in the next 10 years'. However, many companies and
celebrities are already using the Metaverse to promote their products and services. Large
multinational companies are also developing infrastructure for user interaction with virtual
worlds, such as gaming platforms, online stores, and social networks. Several
corporations, such as Roblox, Nvidia, and Unity, are working on creating realistic digital
spaces. In 2020, the Metaverse market was worth almost five hundred billion dollars. Its
growth is estimated to reach eight hundred billion dollars by 20242. Many large Russian
companies such as M.Video, cellular operators Megafon and Beeline, the clothing brand
Befree and the Friday TV channel created their own worlds in Roblox. Tinkoff Bank has
also created its own world in the Decentraland Metaverse, where the first concert of the
Russian singer Mikhail Shufutinsky took place.

The Metaverse can become a new opportunity for business and marketing, however
the technology is still in development. At this stage, there have been attempts to bring
brands into Metaverse, but research on brand promotion in the Metaverse is limited.
Large companies have the means to develop their own worlds on Metaverse platforms,
while smaller brands would be able to use virtual marketing. However, research area
lacks the publications that identify tools for promoting brands in Metaverses and describe
the mechanisms of their work. Most studies theoretically describe the Metaverse and its
possibilities in broad strokes. Thus, currently there is no clear understanding of the use
of promotion tools for marketing and branding purposes in Metaverses. The purpose of
this study is to fill the knowledge gap regarding brand promotion in Metaverses by
identifying tools and identifying consumer behavioral responses to these tools.

"Perri, L. (2022, August 10). What’s New in the 2022 Gartner Hype Cycle for Emerging Technologies.
gartner.com. https://www.gartner.com/en/articles/what-s-new-in-the-2022-gartner-hype-cycle-for-emerging-
technologies

2 bloomberg.com. (2021). Metaverse may be $800 billion market, next tech platform.
https://www.bloomberg.com/professional/blog/metaverse-may-be-800-billion-market-next-tech-platform/
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Theoretical Framework
Conseptualisation of Metaverse

The metaverse is a digital multi-user reality that combines social, immersive virtual
reality platforms and physical reality (Mystakidis, 2022). Multiplayer games and virtual
environments such as Second Life (Gent, 2022), Roblox, Fortnite (Damar, 2021) were
described in previous studies as predecessors of the Metaverse, but now some of them
have already declared themselves as Metaverse sites.

Matthew Ball, author of the book ‘The Metaverse: And How It Will Revolutionize
Everything’ defines the key characteristics of the Metaverse: persistence of connectivity
(like the Internet), synchronous real-time existence for all users, a sense of individual
"presence”, unlimited number of users, economic interactions, platform compatibility, rich
content and user experience (Ball, 2020). He also points out that games, virtual spaces
and worlds, digital and virtual economies, virtual stores and user platforms are analogous
but not equivalent to Metaverse.

Modern versions of the Metaverse combine several types of digital technologies:
open game worlds and spaces, as well as immersive virtual reality platforms compatible
with massively multiplayer online video games. Virtual reality creates a fully simulated
environment for user interaction using VR devices (glasses, helmets, gloves, etc.).
However, due to limited availability of VR technology, some Metaverses, such as Roblox,
ZEPETO or Decentraland, are accessible on more wide-spread electronic devices.

The Metaverse allows brands to create digital twins of their products and
merchandise, providing users with the opportunity to try them in a virtual environment
(Bushell, 2022). It also acts as a platform for hosting events, research, exhibitions,
conferences and training (Bushell, 2022).

The Metaverse audience is mainly concentrated on Generation Z and Y, due to their
active presence on social networks (Tayal et al., 2022), and video games are most in
demand among these generations (Grider et al.,, 2023). When developing promotion
strategies in the Metaverse, it is hecessary to take into account that generations Zand Y
have different priorities and are different target audiences.

Features of virtual commerce in Metaverses

Virtual commerce describes the process of consuming products and services in a
virtual environment and is a type of commerce that is used in Metaverses, where brands
can promote two types of products: physical and virtual (Denegri-Knott et al., 2010).

Retail researchers believe that virtual reality is one of the most promising innovations
that will lead to significant changes in the consumer shopping experience (Roggeveen et
al.,2020). VR devices, as well as the variety of virtual content, create a feeling of deep
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immersion and presence, which significantly influences cognitive reactions and purchase
intention. The advantages of this trading method include the ability to interact with the
product in three dimensions in real time, which positively influences the purchasing
decision; virtual platforms can offer products to customers by quickly adapting to the
consumer’s personalized request (Fang et al., 2014). The study on the impact of virtual
reality on e-commerce highlights the main paths leading to purchase intention: emotions
from the VR experience influence the sense of presence and the desire to make a
purchase; affect from the virtual environment leads to higher levels of brand awareness,
atso increasing purchase intention (Martinez-Navarro et al., 2019). It is important to note
that design artifacts also play an important role in influencing purchase intention (Shen et
al,, 2021). According to previous studies, the following features can act as produce
affective reactions in consumers of virtual worlds can-be-identified: role-playing games
and immersive activities (Jung et al., 2014), discovery of new products and interaction
with people (Tran et al., 2011), telepresence (Jin et al., 2012).

Consumer behavior in virtual commerce

Virtual reality is emerging as an important sales channel that requires understanding
consumer behavior to tailor products, develop marketing strategies, and create in-
demand products while considering the factors that influence purchase intent.

Previous studies on consumer behavior in virtual commerce describe the purchase
decision through the five-stage classical consumer decision model (Zhang et al., 2016,
pp.95-108). Most studies measure the purchase decision by the consumer's desire to
purchase a product or service. Research shows that platform context (interactivity,
engagement) contributes to a sense of flow (immersion, loss of time) in a virtual
experience, which in turn influences the value of the virtual product and leads to purchase
intention (Cheon, 2013, pp.315-330). The authors of previous studies identify in
conceptual models the following indicators that have most influence consumer purchase
intention: utilitarian value of the product, attitude towards technology (XR), level of
pleasure (Lau et al., 2018), level of trust, attitude towards the product, satisfaction user,
attitude towards the brand (Shen et al., 2021).

Consumer behavior research often uses the Stimulus-Organism-Response (SOR)
model. This model studies the predicted behavior of users when using information
technology (Chen et al., 2018, pp.1249-1262). “Stimulus” — external environmental stimuli
as advertising in communication channels, brands, products, prices, store environment.
The “organism” is the area in which a person consciously or unconsciously processes
stimuli, where the process of change in beliefs, intentions, learning and impressions
occurs. “Response” includes verbal, non-verbal and behavioral reactions. Purchasing
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behavior and intention are classified as responses to incentives in many studies (Peng et
al., 2014; Zhu et al., 2020).

Metaverse as a brand extension tool

Brand extension is a marketing strategy where a brand extends their positioning to
other consumer categories and channels (Claire et al., 2021). Brand extension strategy is
used by large companies. The goal of using this strategy is to generate positive consumer
response in the new area by leveraging the brand's success in the old area.

Previous research identifies six main dimensions that make up the brand extension
construct: trait-based fit (product shape, price, color identical to the parent brand),
resource-based fit (financial, production, technological, intellectual and sales resources),
and features fit (similar functionality), use case fit (similar use situations), image-based fit
(similar consumer associations and values), and target market-based fit (ability to build
your customer base) (Claire Deng et al., 2021). The study authors also emphasize that
strict use of all six components leads to suboptimal solutions, so the combination of brand
extension elements is individualized.

In the media space, there are more cases where companies and individuals use the
metaverse as a brand extension tool, where the virtual world is a separate additional
brand in the digital space (Bushell, 2022). Creating a world in the Metaverse as an
extension of a brand is a case of extending a parent brand into the market for digital
goods and services.

Features of gamified advertising in Metaverses

Gamified advertising is a type of advertising that uses gaming technologies to
promote products and services. Previous studies distinguish two types of such
advertising: in-game advertising and advergaming (van Berlo et al., 2022).

In-game advertising inserts advertising into existing games through banners and
elements of the game world. Advertising games are created by brands to interact with
customers through gaming content. Both types of gamified advertising can be
considered a precursor to the Metaverse.

Analysis of a 2021 study found that users have more positive attitudes toward
gamified advertising than real-life advertising, but consumers are less likely to recognize
brands in a gamified environment (van Berlo et al., 2021). In-game advertising presents
brands as attributes of users' identities, which helps reinforce the bond between brand
and customer. When comparing the placement of advertising content in a gaming
environment, previous research shows that the ability to interact with a brand has a better
effect on brand awareness than advertising integrated into the background (Rifon et al.,
2014). A study of in-game advertising in Second Life (a massively multiplayer computer
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game) shows that players who notice brand promotion have positive attitudes towards
in-game PR campaigns and sponsorships (Laskowska-Witek et al., 2014). Brand
placement at more difficult levels of the game has a negative impact on cognitive
perception as players are more focused on the game's objectives (Herrewijn et al., 2013).
Also, the factor of combining the game and the brand has a positive effect on recognition
(Vermeir et al., 2014).

An example of brand promotion in multi-user virtual worlds, in addition to the use of
the digital landscape, is the holding of events and the organization of competitions, these
tools are most positively perceived by consumers (Laskowska-Witek et al., 2014).

Experience with gamified advertising provides a foundation for exploring similar
advertising tools in Metaverses. The main difference is that Metaverses are spaces
created for brand purposes, while gamified advertising is integrated into existing games.
This means that advertising in Metaverses may have different consumer reactions than
advertising in multiplayer games.

Conceptual model of brand promotion in Metaverses and Research questions

The conceptual model of brand promotion in Metaverses (Figure 1), compiled from a
literature review, is based on three key elements: virtual commerce, brand extension
strategy and gamified advertising. These components focus on brand development,
sales, and advertising.

Promotion in
Metaverse

Brand extension Gamified
Virtual commerce ame
strategy advertising

-~ ™~ e ~

Tools influencing Tools affecting Trait-based fit I . N
affective reactions cognitive reactions In-game advertising Advergaming

Design Artifacts

. Interactive reciprocity Advertising in the
Resource-based fit 3 7 f
with the brand gaming environment

Features-based fit [ Gamified elements ] Organization of
events

Immersive activities
Role-playing games

XR technologies

Social interaction

Image-based fit
Target market-based
fit

Figure 1. The conceptual model of brand promotion in Metaverses
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Virtual commerce uses extended reality (XR) devices to create immersive brand
experiences and influences consumers' cognitive responses. Research in this area
examines how virtual technologies and design artifacts influence purchase intentions and
affective reactions such as enjoyment and satisfaction. Brand expansion and its strategy
in the Metaverses is based on aspects that brands must consider when entering the
virtual market. Experience with gamified advertising allows for development of
advertising strategies in Metaverses using tools such as in-game advertising and game
mechanics. However, these aspects require additional research in the context of
Metaverses since consumer reactions in this space may be different.

The key limitation of these (reviewed) studies is that their conclusions are
extrapolations from marketing experience in other virtual spaces. Thus, they cannot
provide a reliable framework for brand promotion in Metaverse. Research in virtual
commerce is based on the experience of virtual stores and games, which provide a much
narrower consumer experience. Findings in consumer behavior highlight factors that
influence purchase intention in virtual commerce, but not all of these factors are
applicable to the Metaverse. Experience with gamified advertising is also limited to
research in multiplayer games and advergaming. The user experience in the Metaverse
is unique, so existing promotion tools and effects require testing and adaptation. The
purpose of this study is to identify promotion tools that are unique to Metaverse and test
users’ behavioral reactions to these tools.

In recent years, brands in the Metaverse have been seeking PR outreach. However,
with the increasing use of this communication tool, it becomes clear that the mere
presence of a brand in the Metaverse is no longer enough. In the future, the Metaverse
will focus on marketing, advertising and branding, and therefore it is important to delve
deeper into the effects of gamified advertising and virtual commerce on users. It is also
necessary to understand how audiences respond to aspects of brand extension in this
context.

This work focuses on identifying brand promotion tools and describing consumer
responses to these tools. Based on the literature review, the following research questions
for the qualitative phase of the study were formulated:

RQ1: What brand promotion tools are used at this stage of Metaverse development
and for what purposes?

RQ2: What are the drivers and barriers of the Metaverse as a channel of
communication with a brand?

Methods and Quantitative Conceptual Framework

Justification of empirical investigation methodology
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This work has an exploratory design. Exploratory design involves a qualitative phase
followed by a quantitative phase (Creswell et al., 2011).

To answer the first two research questions, in-depth interviews were conducted
among seven Russian specialists, experts and CEOs working in companies or agencies
that have various experiences with Metaverses. Namely the agencies Venera Metaverse,
Maff, VOVA family, INITS and the Sense Tower company. All agencies are engaged in
the integration of brands into the Metaverse, and Sense Tower is developing a platform
for the Russian Metaverse. The interviews were conducted to identify the features of
business and communication between the brand and the consumer in the Metaverse, as
well as to identify promotion tools in this communication channel.

Based on the results of the thematic analysis (Table 1), general conclusions were
drawn from the qualitative stage. After identifying the variables for the quantitative phase
of the study, additional research questions were formulated, and hypotheses were

developed.

Table 1. Code table

Drivers of Metaverse

Simple user path

Competitive

Attractiveness

Raising themes

The presence

element of the gaming | that highlight of elements
world brand values that represent
the brand
“It's good to keep | “They made | "..it's very “..it’'s cool that "... the world of
the project very it interesting, | important that | during the game the Hyundai
simple, just make | they added a | the game is they teach city company in
a small, simple, competitive enjoyable. If residents to Roblox is a
understandable element - you don't like respect nature. space in which
copy of your very good.” it within 50 Thus, the the user gets
store. But in any seconds, you company acquainted
case, some kind leave. It's immediately with products,
of gamification is important that | closed PR, gets
needed.” the game is corporate team acquainted
immediately building, and all with different
captivating this under the types of cars,
and auspices of can test them,
immersive." ecology.” can take part
in races, get
acquainted
with the
ideology of

the company
and can go to
special areas
that tell about
some
conceptual
stories."

142

© Communication. Media. Design, Vol.

9, N°3, 2024



[Scientific Articles]

Sizikova A.

Tools of Brand Promotion Metaverse

“Itis very “For many “The firstis “For example, “The
important to think | usersitis the graphics H&M had a case international
through the user’s | importantto | and the in Roblox. It was dating service
path so that he become a musical called Looktopia. Dating.com
understands what | winner, to be | component. The user ran set up a virtual
is being offered to | first on the Well, as in any | around, collected | registry office
him. The leaderboard, | projecton clothes, recycled in which users
sequence of and so on.” YouTube and them and got new | could have a
steps is not even Instagram, the | merchandise, but | virtual
SO much visual part only then could wedding,
gamification, plays a big he see that it was | which
because role.” even from H&M.” increased
gamification is audience
precisely about loyalty.”
some kind of
game component.
And | mean such
a user path so
that he simply did
not get lost in this
space, and it was
clear to him how
and what would
happen."
Barriers of Metaverse

Misunderstandin | Wrong Inconsistency | Misunderstandin
g of the target choice of with the g of technical
audience platform expectations support

of site users
“When we were "...and the “In Roblox, "..just technically,
making a story- first thing is one of the something
based game for to main doesn't work,
the Samsung IT understand parametersis | there was
school, we very a freebie. That | supposed to be a
offered to play it correctly is, if some concert, but it
in test mode for what kind of | brand is didn't happen, the
both adults and business, placed, it must | avatar didn't
children. We what provide some come out or came
played it for platform is kind of lead out with a delay."
probably 40 suitable for. magnet, some
minutes. This If | give kind of free
despite the fact examples, it skin. It is clear
that | fully knew could be a that you need
what the game gaming to fight for it,
consisted of. And | experience, you need to
some children or maybe, win it. But,
completed this for example, | nevertheless,
gamein 20 a business they must
minutes. Their thatis definitely give
thinking, engaged in it. Then there
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psychology and the will be a lot of
interaction with construction | audience, then
gadgets work of buildings. | there will be a
completely For them, lot of users
differently. Thisis | the task will entering this
very important to be to create | space. But
take into a showroom | some
account." for your companies do
objects in not do this.
the That is, they
metaverse. simply create
And this their own
requires very | world in the
different same Roblox
approaches." | and do not
give anything
to users,
thereby
making a big
mistake. "
“Difficulties arise “For "...we invite a
when they don’t example, if bunch of people
understand what it's Roblox, to the browser-
their audienceis. | thenyou based metaverse,
If there is a can’t and accordingly,
misunderstanding | integrate our servers are
of the audience, links there. based on this
then no, there will | And for particular
be no result.” many metaverse. The
brands, it’s computer simply
very won’t take us out.
important to And we don’t take
create a away any positive
conversion experiences from
to the site or this space."
some other
channels
and lead
users from
the
Metaverse to
their usual
channels.”
Brand Promotion Tools
Events Using Creating Product testing Product Promotiona
landscape accessories placement | codes,
(banners, for an avatar discounts,
billboards, on the bonuses,
push platform points
notifications
)
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notifications
that can talk
about some
new product
from the
brand work
well.”

“You can even "...make "...if brands “Game mechanics | "...you can "If we want
hold an event that | banners and | manage to are the main Create some to receive
attracts an buy collaborate promotion tool. special items, specific
audience one- advertising, with the That s, it could be | which can also | clients, then
time to bringitto | justlike in Metaverse a game where be some kind here we can
the top of the real life itself and you test a brand’s | of advertising already use
Metaverse.” billboards, release products, for analogue." promo
signs, clothes there, example, grill codes,
advertising then thisis a steaks.” bonuses,
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and attract an many coins
audience." and points
as possible
and then
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this for a
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discountin
real store."
"All sorts of "..you can “ltems of “If it was some “Native
events are avery | sell clothing and kind of consumer | advertising
good solution. | advertising some kind of product, for works well by
think they attract surfaces and | achievements | example, placing
the most people." | thus also are very Heineken and branded items
attract important for Absolut entered in different
attention, for | users. It’s like the metaverse spaces, in
example, an | avirtual social | and you could try | different
airplane is status and the products.” metaverses”
flying and brands
thereis willingly take
advertising advantage of
onit." it.”
“Push

The quantitative phase of the study involved an online survey among active
Metaverse users interested in interacting with brands. The survey was distributed among
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communities of users of various Metaverse platforms in the Telegram messenger, the VK
social network and in the Discord servers.

Survey and Analysis conceptual framework

The survey consisted of seven main blocks, six of which corresponded to the
promotion tools identified in the qualitative stage; consumer reactions to these tools were
evaluated. The seventh block included demographic questions to enable a detailed
description of the consumer's portrait. Measures of experiences and reactions were
provided to respondents as statements and rated using a seven-point Likert scale (Joshi
et al., 2015). To assess consumer reactions, the SOR model was used, where the stimulus
is a promotion tool, the organism is the respondent’s affective responses, and the
reaction is a behavioral reaction. To better assess reactions to a promotion tool, it is
necessary to assess the overall level of satisfaction with the experience on the Metaverse
platform, this will allow us to separate the reaction to the experience on the Metaverse
platform as a whole from the reaction to the tools. Overall satisfaction was assessed using
indicators of drivers and barriers identified in the qualitative phase of the study. Affective
reactions refer to the processing of a stimulus, which includes the formation of beliefs,
impressions, and emotional responses. Affective reactions were measured using
indicators of the level of pleasure, level of trust, attitude towards the brand, and purchase
intention. To test the relationship between promotion tools and drivers, the Spearman
correlation coefficient was used. The Wilcoxon signed-rank test was used to compare
native and interactive tools with respect to effects on affective and behavioral responses
(Figure 2).

H1 H1
— | Overall satisfaction with the Metaverse experience
(Based on drivers and barriers)

/

Convenience of the Ahbsence technical .
World's attractiveness
platform problems

(Reaction)

Enjoyment level

[ Trust level ] [ Purchase intention ]
(o) (o]
avatars

Figure 2. Survey Conceptual Model
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Qualitative Results and Hypothesis Development
Findings of qualitative part

Based on the results of the thematic analysis, the research questions of the
qualitative part of the study can be answered.

In Russian Metaverses at this stage of development, six main categories of brand
promotion tools are used, which can be divided into two groups: interactive and native.
Interactive events include events, product testing, a system of discounts and bonuses.
Native tools include landscape advertising, product placement and branded accessories.

The main drivers and barriers of the Metaverse as a channel of communication with
the brand were also highlighted. Barriers include incorrect choice of target audience and
platform, failure to meet user expectations of the site, and technical errors. The drivers
are the construction of a simple user path, the presence of a competitive game element,
the attractiveness of the game world, the presence of themes that support the brand
values and the presence of elements associated with the brand.

Based on the results of the qualitative part of the study, the following research
questions for the quantitative stage can be formulated:

RQ3: For which brand promotion tools are the drivers and barriers of the Metaverse
as a communication channel most significantly related to affective and behavioral
reactions?

RQ4: Is there a difference in target audience’s affective and behavioral reactions to
interactive or native brand promotional tools?

Construction of hypothesis

Thus, the following hypotheses can be put forward:

H1. For interactive tools, affective and behavioral responses are most related to the
drivers and barriers of the Metaverse.

The hypothesis is due to the risks of negative user experience when using interactive
promotion tools. Users expect a lot from interactive tools, which are actively discussed in
the media and the attention of brands is focused on them.

H2. Interactive branding tools elicit more positive affective and behavioral responses.

The hypothesis builds on previous research in virtual commerce, emphasizing that
the pleasure motivators influencing purchase intention are related to online social
interaction and product interaction.

Correlation analysis and results of quantitative research part

122 respondents took part in the survey. Based on the socio-demographic
characteristics of the participants, a portrait of the audience was compiled. The gender
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distribution is close to the Russian population - 53% women and 47% men. Respondents
were divided into four age groups: 18-24 (75%), 25-34 (18%), 35-44 (6%), 44-55 (1%). The
majority of respondents live in cities with a population of more than five million people
(74%), 22% of respondents live in cities with a population of more than one million people,
4% live in cities with a population of less than one million people. 24% of respondents are
in the process of studying at the university, 27% are studying at a higher educational
institution and working, 30% are employed, 7% are business managers, 7% are studying
at school, 5% are not studying and not working. 1% of the audience has low income, 41%
have below average income, 25% have average income, 20% have above average
income and 13% of respondents have high income.

In addition to socio-demographic characteristics, it is important to pay attention to
the number of respondents interacting with different tools. 68% of respondents have
participated in events in the Metaverse, 79% have interacted with advertising embedded
in the world landscape, 60% have used branded accessories for their avatar, 60% have
had experience testing a product in the Metaverse, 54% have experienced product
placement, and 64% received bonuses in the worlds of brands.

Reliability testing of the questionnaire items using Cronbach's Alpha showed an
excellent fit of a=0.981

The relationship of drivers and barriers with affective and behavioral reactions

Spearman's correlation coefficient was used to test the correlation between each
driver and barrier and each response.

Relationship between drivers and barriers and reactions to events in Metaverse

Fairly strong connections were established in the overall assessment of drivers and
barriers with all affective and behavioral reactions when participating in the event. It can
be noted that the assessment of the attractiveness of the world is accompanied by a
more positive level of pleasure (correlation coefficient = 0.768) and level of trust in the
brand (correlation coefficient = 0.638). The convenience of the platform is most closely
related to the brand's perception of caring about the consumer (correlation coefficient =
0.680), which reinforces the level of trust. Compliance with expectations from the event
is accompanied by the highest level of attitude towards the brand (correlation coefficient
= 0.629) and intention to purchase a product or service (correlation coefficient = 0.710).

Relationship between drivers and barriers and reactions from product testing
experience

Moderate connections were established for the overall assessment of drivers and
barriers with all affective and behavioral reactions during the product testing experience.
Compliance with consumer expectations from testing is most associated with level of
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enjoyment (correlation coefficient = 0.658), positive attitude towards the brand
(correlation coefficient = 0.561) and purchase intention (correlation coefficient = 0.408).
The attractiveness of the world most strongly contributes to brand trust (correlation
coefficient = 0.588) and the feeling of care for the consumer (correlation coefficient =
0.473) (The relationship between drivers and barriers and reactions from the experience
of receiving bonuses

Strong connections were established in the overall assessment of drivers and
barriers with all affective and moderate connections with behavioral reactions when
receiving bonuses and discounts in the world of the brand. The attractiveness of the
world is most accompanied by a high level of consumer satisfaction (correlation
coefficient = 0.780), level of trust in the brand (correlation coefficient = 0.782), a sense of
care for the consumer (correlation coefficient = 0.769) and a positive attitude towards the
brand (correlation coefficient = 0.774). And compliance with consumer expectations is
most closely related to purchase intention (correlation coefficient = 0.550).

The relationship of drivers and barriers with reactions from interaction with
landscape advertising

Moderate connections were established for the overall assessment of drivers and
barriers with all affective and behavioral reactions when interacting with landscape
advertising. The attractiveness of the world most contributes to more positive behavioral
and affective reactions: a high level of user pleasure (correlation coefficient = 0.537), trust
in the brand (correlation coefficient = 0.550), a sense of care for the consumer (correlation
coefficient = 0.533), positive attitude towards the brand (correlation coefficient = 0.533)
and purchase intention (correlation coefficient = 0.371).

The relationship of drivers and barriers with reactions from interaction with branded
accessories for an avatar

Fairly strong connections were established in the overall assessment of drivers and
barriers with all affective and behavioral reactions when interacting with branded
accessories for the avatar. The attractiveness of an accessory is most closely
accompanied by user satisfaction (correlation coefficient = 0.753), positive attitude
towards the brand (correlation coefficient = 0.773) and purchase intention (correlation
coefficient = 0.521). The correspondence of the accessory to the respondent’s
expectations is most positively related to the level of trust in the brand (correlation
coefficient = 0.705) and the feeling of care for the consumer (correlation coefficient =
0.773).

The relationship between drivers and barriers and reactions from interaction with

product placement
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Moderate connections were established for the overall assessment of drivers and
barriers with all affective and behavioral reactions when interacting with branded props
in the world environment. The attractiveness of the world is most strongly associated with
respondents' high levels of satisfaction (correlation coefficient = 0.570), feelings of care
for users (correlation coefficient = 0.376), positive attitude towards the brand (correlation
coefficient = 0.615) and purchase intention (correlation coefficient = 0.327). Meeting
expectations is most closely related to brand trust (correlation coefficient = 0.437).

Comparison of reactions to interactive and native brand promotion tools

Using the Wilcoxon signed-rank test, interactive instruments were compared in pairs
with native ones. The variable used for comparison is the subjective assessment of the
degree of affective and behavioral reactions from interaction with the tools. Results
indicated significant differences in the positivity of perception of the tools.

Comparison by level of pleasure

Tools such as branded accessories and bonus programs elicited the most pleasure
in the respondents. Advertising built into the landscape of the Metaverse world was
found to be least enjoyable for the respondents.

Comparison by level of brand trust

Landscape advertising has the least impact on consumer confidence. Apart from
advertising built into the landscape, there is no significant difference in the impact on
consumer trust between native and interactive tools.

Comparison by level of positive attitude towards the brand

Advertising built into the landscape causes the least positive attitude towards the
brand compared to all interactive tools. However, for this affective response, interactions
with branded avatar accessories induce more positive brand attitudes than events. The
experience of receiving discounts and bonuses in Metaverses promotes a more positive
attitude towards the brand than product placement.

Comparison by purchase intent level

In terms of behavioral response, landscape advertising has the least impact on
purchase intent compared to events, rewards, and product testing. Branded avatar
accessories generate higher purchase intent than Metaverse events. There are no
significant differences between other interactive and native tools.

Final conclusions of the quantitative stage of the study

H1 is partially confirmed, since correlations of drivers and barriers with affective and
behavioral reactions are observed for all brand promotion tools. However, interactive
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tools such as events and bonus systems show stronger correlations. Product testing, in
turn, shows more moderate relationships. Native tools, such as product placement and
landscape advertising, also show moderate correlations, and in many respects they are
weaker than the correlations of all native tools. However, correlations for the native
branded avatar accessories tool are for the most part strong.

H2 is partially supported, as for the most part there are no differences in the impact
on users' affective and behavioral responses between interactive and native tools, but
landscape advertising in the category of native tools has the least impact on affective and
behavioral reactions compared to interactive tools. Bonus and discount programs, in turn,
cause greater pleasure and a positive attitude towards the brand than native promotion
tools.

However, branded avatar accessories have an increased impact on enjoyment,
brand attitude, and intention to purchase compared to some online tools. Events, in turn,
generate lower purchase intent than branded accessories and have the least impact on
affective and behavioral responses compared to other interactive tools. Thus, among the
interactive tools, we can single out the bonus system as the most impactful on affective
and behavioral reactions, and activities as the least impactful tool.

However, in terms of overall user satisfaction, events have the lowest score among
all tools (Figure 3), this may be due to events being a broad tool that have more risks
associated with negative user experiences, therefore, the comparison may not be fully
relevant with other tools. Among native tools, we can highlight branded accessories as
the most impactful tool, and landscape advertising as the least impactful.

6,0
5,9
5,8
5,7
56
55
5,4
5,3
52
51
5,0
Events Landscape Branded Product testing Product System of
advertising accessories for placement discounts and
avatars bonuses

Figure 3. Overall satisfaction with the platform when interacting with
promotion tools
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Conclusion and Discussion

This study was dedicated to the study of brand promotion tools in Metaverses. The
study was conducted within a mixed methodology using an exploratory design. The
qualitative study involved seven expert interviews with experts in the field of Metaverses.
Based on the results of the thematic analysis of in-depth interviews, six brand promotion
tools were identified. The tools were divided into two groups: interactive and native. The
main drivers and barriers of the Metaverse were also identified.

Based on the results of the qualitative study, hypotheses were formulated for the
guantitative stage. The relationship between drivers and barriers for native and
interactive promotion tools was tested, and behavioral and affective reactions to both
groups were compared. The quantitative study was conducted among active users of the
Metaverse; 122 people took part in the survey.

One limitation of the study is the breadth of the intervention instrument, such as
events. Due to the variations and capabilities of this tool, it is different from other
identified tools that are built into the world or platform of the Metaverse. Thus, the results
for this instrument may not be fully relevant because they are generalized. The second
limitation is the geography of the study; the sample is limited to Russia.

There are several possible directions for future research based on the conceptual
model developed through the literature review. Future work could focus on identifying
the characteristics of consumer behavior in Metaverses, evaluating the effectiveness of
virtual commerce tools on consumers' affective reactions in the Metaverse, studying
audience attitudes towards various aspects of brand extension in the Metaverse, and
testing the effects of gamified elements in the Metaverse on users. A deeper study of
events as a brand promotion tool is also possible: identifying the elements and mechanics
that evoke positive affective and behavioral reactions within the tool. It is worth
extrapolating the data to consumer responses in other countries and testing it globally.

REFERENCES

Ball, M. (2020). The Metaverse: What It Is, Where to Find it, Who Will Build It, and Fortnite.
Matthew Ball. https://www.matthewball.vc/all/themetaverse

Bloomberg Intelligence (2021). Metaverse may be $800 billion market, next tech platform.
Bloomberg. https.//www.bloomberg.com/professional/blog/metaverse-may-be-800-
billion-market-next-tech-platform/

Bushell, C. (2022). The Impact of Metaverse on Branding and Marketing. SSRN Electronic
Journal. https://doi.org/10.2139/ssrn.4144628

&
.6
10)— © Communication. Media. Design, Vol. 9, N°3, 2024


https://www.matthewball.vc/all/themetaverse
https://www.bloomberg.com/professional/blog/metaverse-may-be-800-billion-market-next-tech-platform/
https://www.bloomberg.com/professional/blog/metaverse-may-be-800-billion-market-next-tech-platform/
https://doi.org/10.2139/ssrn.4144628

[Scientific Articles]

Sizikova A.
Tools of Brand Promotion Metaverse

Chen, C.-C. and Yao, J.-Y. (2018). What drives impulse buying behaviors in a mobile
auction? The perspective of the Stimulus-Organism-Response model. Telematics and
Informatics, 35(5), 1249-1262. https://doi.org/10.1016/j.tele.2018.02.007

Cheon, E. (2013). Energizing business transactions in virtual worlds: an empirical study of
consumers’ purchasing behaviors. Information Technology and Management, 14(4), 315—
330. https://doi.org/10.1007/s10799-013-0169-6

Claire Deng, Q. and Messinger, P.R. (2021). Dimensions of brand-extension fit.
International Journal of Research in Marketing, 39(3).
https://doi.org/10.1016/].ijresmar.2021.09.013

Creswell, J.W. and Plano Clark, V.L. (2011). Designing and Conducting Mixed Methods
Research. 2nd ed. Thousand Oaks Sage Publications.

Czellar, S. (2003). Consumer attitude toward brand extensions: an integrative model and
research propositions. International Journal of Research in Marketing, 20(1), 97-115.
https://doi.org/10.1016/s0167-8116(02)00124-6

Damar, M. (2021). Metaverse Shape of Your Life for Future: A bibliometric snapshot.
Journal of Metaverse, 1(1), 1-8. https://dergipark.org.tr/en/pub/jmv/issue/67581/1051371

Denegri-Knott, J. and Molesworth, M. (2010). Concepts and practices of digital virtual
consumption. Consumption Markets & Culture, 13(2), 109-132.
https://doi.org/10.1080/10253860903562130

Fang, H., Zhang, J., Sensoy, M. and Magnenat-Thalmann, N. (2014). Reputation
mechanism for e-commerce in virtual reality environments. Electronic Commerce
Research and Applications, 13(6), 409-422. https://doi.org/10.1016/j.elerap.2014.08.002

Gent, E. (2022). Lessons From a Second Life > Before Meta, Philip Rosedale Created an
Online Universe. IEEE Spectrum, 59(1), 19-19.
https://doi.org/10.1109/mspec.2022.9676346

Grider, D. and Maximo, M. (2023). The Metaverse. www.grayscale.com.
https://www.grayscale.com/research/reports/the-metaverse

Hamari, J. (2017). Do badges increase user activity? A field experiment on the effects of
gamification. Computers in Human Behavior, 71(71), 469-478.
https://doi.org/10.1016/j.chb.2015.03.036

Hassan, L. and Hamari, J. (2020). Gameful civic engagement: A review of the literature
on gamification of e-participation. Government Information Quarterly, 37(3), p.101461.
https://doi.org/10.1016/j.9iq.2020.101461

X '
© Communication. Media. Design, Vol. 9, N°3, 2024 10)03


https://doi.org/10.1016/j.tele.2018.02.007
https://doi.org/10.1007/s10799-013-0169-6
https://doi.org/10.1016/j.ijresmar.2021.09.013
https://doi.org/10.1016/s0167-8116(02)00124-6
https://dergipark.org.tr/en/pub/jmv/issue/67581/1051371
https://doi.org/10.1080/10253860903562130
https://doi.org/10.1016/j.elerap.2014.08.002
https://doi.org/10.1109/mspec.2022.9676346
https://www.grayscale.com/research/reports/the-metaverse
https://doi.org/10.1016/j.chb.2015.03.036
https://doi.org/10.1016/j.giq.2020.101461

[Scientific Articles]

Sizikova A.
Tools of Brand Promotion Metaverse

Herrewijn, L. and Poels, K. (2013). Putting brands into play. International Journal of
Advertising, 32(1), 17—-44. https://doi.org/10.2501%/ija-32-1-017-044

Jin, S.-A.A. and Bolebruch, J. (2012). Virtual Commerce (V-Commerce) in Second Life: The
Roles of Physical Presence and Brand-Self Connection. Journal For Virtual Worlds
Research, 2(4). https://doi.org/10.4101/jvwr.v2i4.760

Joshi, A., Kale, S., Chandel, S. and Pal, D. (2015). Likert Scale: Explored and Explained.
British  Journal of Applied Science & Technology, 7(4), 396-403.
https://doi.org/10.9734/BJAST/2015/14975

Jung, Y. and Pawlowski, S.D. (2014). Virtual goods, real goals: Exploring means-end goal
structures of consumers in social virtual worlds. Information & Management, 51(5), 520-
531. https://doi.org/10.1016/j.im.2014.03.002

Kevins, J. (2022). Metaverse as a New Emerging Technology: An Interrogation of
Opportunities and Legal Issues: Some Introspection. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.4050898

Kim, M.J,, Lee, C.-K. and Jung, T. (2018). Exploring Consumer Behavior in Virtual Reality
Tourism Using an Extended Stimulus-Organism-Response Model. Journal of Travel
Research, 59(1), 004728751881891. https://doi.org/10.1177/0047287518818915

Krasonikolakis, I., Vrechopoulos, A., Pouloudi, A. and Dimitriadis, S. (2018). Store layout
effects on consumer behavior in 3D online stores. European Journal of Marketing,
52(5/6), 1223-1256. https://doi.org/10.1108/ejm-03-2015-0183

Lahiri, I. and Gupta, A. (2006). Price And Core Brand Effects On Brand Extension Quality
Evaluations. Paradigm, 10(1), 11-20. https://doi.org/10.1177/0971890720060103

Laskowska-Witek, J. and Mitrega, M. (2014). Brand Promotion Throught Computer Games
on the Example of Second Life. Studia Ekonomiczne / Uniwersytet Ekonomiczny w
Katowicach, 205, 34—-48.

Lau, K. W. and Lee, P. Y. (2018). Shopping in virtual reality: a study on consumers’
shopping experience in a stereoscopic virtual reality. Virtual Reality, 23(3).
https://doi.org/10.1007/s10055-018-0362-3

Laudon, K.C. and Carol Guercio Traver (2018). E-commerce 2017 : business, technology,
society. Pearson.

Liang, B. and Fu, W. (2021). The choice of brand extension: the moderating role of brand
loyalty on fit and brand familiarity. Journal of Marketing Analytics, (9), 17-32.
https://doi.org/10.1057/s41270-020-00100-9

&
10)/‘ © Communication. Media. Design, Vol. 9, N°3, 2024


https://doi.org/10.2501/ija-32-1-017-044
https://doi.org/10.4101/jvwr.v2i4.760
https://doi.org/10.9734/BJAST/2015/14975
https://doi.org/10.1016/j.im.2014.03.002
https://doi.org/10.2139/ssrn.4050898
https://doi.org/10.1177/0047287518818915
https://doi.org/10.1108/ejm-03-2015-0183
https://doi.org/10.1177/0971890720060103
https://doi.org/10.1007/s10055-018-0362-3
https://doi.org/10.1057/s41270-020-00100-9

[Scientific Articles]

Sizikova A.
Tools of Brand Promotion Metaverse

Martinez-Navarro, J., Bigné-Alcafiiz, E., Guixeres Provinciale, J., Alcafiz Raya, M. and
Torrecilla-Moreno, C. (2019). The influence of virtual reality in e-commerce. Journal of
Business Research, 100, 475-482. https://doi.org/10.1016/j.jbusres.2018.10.054

Meiner, M., Pfeiffer, J., Peukert, C., Dietrich, H. and Pfeiffer, T. (2020). How virtual reality
affects consumer choice. Journal of Business Research, 117, 219-231.
https://doi.org/10.1016/j.jbusres.2020.06.004

Mystakidis, S. (2022). Metaverse. Encyclopedia, 2(1), 486-497.
https://doi.org/10.3390/encyclopedia2010031

Peng, C. and Kim, Y.G. (2014). Application of the Stimuli-Organism-Response (S-O-R)
Framework to Online Shopping Behavior. Journal of Internet Commerce, 13(3-4), 159-176.
https://doi.org/10.1080/15332861.2014.944437

Rifon, N.J., Taylor Quilliam, E., Paek, H.-J., Weatherspoon, L.J., Kim, S.-K. and Smreker,
K.C. (2014). Age-dependent effects of food advergame brand integration and interactivity.
International Journal of Advertising, 33(3), 475-508. https://doi.org/10.2501/ija-33-3-475-
508

Roggeveen, A.L., Grewal, D. Karsberg, J., Noble, S.M., Nordfélt, J., Patrick, V.M,
Schweiger, E., Soysal, G., Dillard, A., Cooper, N. and Olson, R. (2020). Forging meaningful
consumer-brand relationships through creative merchandise offerings and innovative
merchandising strategies. Journal of Retailing, 97(1).
https.//doi.org/10.1016/j.jretai.2020.11.006

Shen, B., Tan, W., Guo, J., Zhao, L. and Qin, P. (2021). How to Promote User Purchase in
Metaverse? A Systematic Literature Review on Consumer Behavior Research and Virtual
Commerce Application Design. Applied Sciences, 1(23), p.11087.
https://doi.org/10.3390/app112311087

Tayal, S., Rajagopal, K. and Mahajan, V. (2022). Virtual reality based metaverse of
gamification. In: IEEE. 2022 6th International Conference on Computing Methodologies
and Communication (ICCMC), 1597-1604.

Tran, M. Q., Minocha, S., Roberts, D., Laing, A., Langdridge, D. (2011). A means-end
analysis of consumers’ perceptions of virtual world affordances for e-commerce. In: Part
[13. 3th IFIP TC 13 International Conference. Springer Berlin Heidelberg, 362-379.

van Berlo, Z.M.C.,, van Reijmersdal, E.A. and Eisend, M. (2021). The Gamification of
Branded Content: A Meta-Analysis of Advergame Effects. Journal of Advertising, 50(2),
1-18. https://doi.org/10.1080/00913367.2020.1858462

e e

© Communication. Media. Design, Vol. 9, N°3, 2024 10 Q


https://doi.org/10.1016/j.jbusres.2018.10.054
https://doi.org/10.1016/j.jbusres.2020.06.004
https://doi.org/10.3390/encyclopedia2010031
https://doi.org/10.1080/15332861.2014.944437
https://doi.org/10.2501/ija-33-3-475-508
https://doi.org/10.2501/ija-33-3-475-508
https://doi.org/10.1016/j.jretai.2020.11.006
https://doi.org/10.3390/app112311087
https://doi.org/10.1080/00913367.2020.1858462

[Scientific Articles]

Sizikova A.
Tools of Brand Promotion Metaverse

van Berlo, Z.M.C,, van Reijmersdal, E.A., Waiguny, M. K. J. (2022). Twenty years of
research on gamified advertising: a systematic overview of theories and variables.
International Journal of Advertising, 42(1), 1-10.
https://doi.org/10.1080/02650487.2022.2143098

Vermeir, |., Kazakova, S., Tessitore, T., Cauberghe, V. and Slabbinck, H. (2014). Impact of
flow on recognition of and attitudes towards in-game brand placements. International
Journal of Advertising, 33(4), 785-810. https://doi.org/10.2501/ija-33-4-785-810

Xue, L., Parker, C. J. and McCormick, H. (2019). A Virtual Reality and Retailing Literature
Review: Current Focus, Underlying Themes and Future Directions. Augmented Reality
and Virtual Reality, 27—-41. https://doi.org/10.1007/978-3-030-06246-0_3

Yim, M. Y.-C., Chu, S.-C. and Sauer, P.L. (2017). Is Augmented Reality Technology an
Effective Tool for E-commerce? an Interactivity and Vividness Perspective. Journal of
Interactive Marketing, 39(1), 89-103. https://doi.org/10.1016/j.intmar.2017.04.001

Zhang, K.Z.K. and Benyoucef, M. (2016). Consumer behavior in social commerce: A
literature review. Decision Support Systems, 86(1), 95-108.
https://doi.org/10.1016/j.dss.2016.04.001

Zhu, L., Li, H., Wang, F.-K,, He, W., Tian, Z. (2020). How online reviews affect purchase
intention: a new model based on the stimulus-organism-response (S-O-R) framework.
Aslib  Journal of Information Management,  ahead-of-print(ahead-of-print).
https://doi.org/10.1108/ajim-11-2012-0308

940
10)() © Communication. Media. Design, Vol. 9, N°3, 2024


https://doi.org/10.1080/02650487.2022.2143098
https://doi.org/10.2501/ija-33-4-785-810
https://doi.org/10.1007/978-3-030-06246-0_3
https://doi.org/10.1016/j.intmar.2017.04.001
https://doi.org/10.1016/j.dss.2016.04.001
https://doi.org/10.1108/ajim-11-2019-0308

[Scientific Articles]

Sizikova A.
Tools of Brand Promotion Metaverse

MHCTPYMEHTbI NMPOABMXEHNA BPEHAOB B
METABCEJIEHHDbIX

CunsunkoBa A.
MpoekTHbI MmeHepXxep, Nomad Art Kazakhstan
(AnmaTbl, Pecnybnnka KazaxcTaH)

anastasiaa.sizikova@gmail.com

AHHOTauumA:

MeTaBceneHHas — 3T0 HOBasA UMMEPCUBHAA TEXHOMOMUS, KOTOPasa UMeeT TEHAEHLUMIO
CcTaTb HoBOW nnatcgopmor Ana OGpeHAWHra, MapKeTUHra U peknaMHbIX KaMrnaHui.
HdaHHOe nccnegoBaHme HanpaB/AeHO Ha M3yYeHmMe npoLuecca NpoaBMKeHna 6peHaoB
B MeTaBCeNeHHbIX B CBA3W C OFPaHUYEHHOCTbIO WCCAeAOBaHUIA MO 3TOW TeMeE.
Bonbluaa 4acTb TEKYLLMX NCCAeAOBaHMM OCHOBAHAa Ha aHasorM4yHbIX BUPTYanbHbIX
NPOCTPaHCTBax, a 3TO O3HAYaET, YTO MX AaHHblE N BbIBOAbI MOTYT ObITb HE MOMHOCTLIO
NPMMEHMMbl K MeTaBCceneHHoON. 2T0O UCCneaoBaHNeE HanpaBNeHO Ha onpedenexHune
WHCTPYMEHTOB MNPOABMXEHUS OpPEHOOB W U3y4YeHUe TMOBeAEeHYECKUX peakuumn
noTpebuTenen Ha 3T MHCTPYMEHTbI. B nccnegoBaHmm ncnonb3oBanack CMeLlaHHasa
MeTogonorma. KadectBeHHbI 3Tan WUCCefoBaHUS BKAKOYaA MHTEPBbIOMPOBaHME
3KCNEPTOB POCCUACKMX MAPKETUHIOBLIX areHTCTB, CneuManmM3unpyroLlnxca Ha
MHTerpaunm 6peHaoB B MeTaBceneHHble. Llenbto MHTepBbio 6b1/10 BbiABUTb TEKYLUMNE
WHCTPYMEHTbl MPOABWMXEHUS, MCMOMb3yeMble B WHAYCTPMW MeTaBCeneHHol Aans
MHTerpaunm OpeHOoB B MeTaBCeneHHyo, a TakXke onpeaenitb gpanBepbl U
6apbepbl, C KOTOPbIMU CTAIKMBAKOTCA SKCNEPThI.

KonnyecTBeHHOW 4acTblo MWCCAegoBaHUA CTan  OHMaWH-OMpPOC, KOTOpbIn  6bin
npoBefeH cpean 122 akTUBHbLIX PYCCKOA3bIYHbIX NONb3oBaTene MetaBceieHHON.
Pesynbtatel onpoca Oblin  UCMOMb30BaHbl A9 OLUEHKU TMNOBEOEHYECKUX W
athPpeKTUBHbLIX peakunin noTpedntenen Ha MHCTPYMEHTLI MPOABUXEHUA, @ TakXke Ana
NPOBEPKN CBA3M ppaliBepoB W GapbepoB MeTaBCeNeHHOW C WMHCTPYyMEHTammu
npoaswXxeHwuda. No pesynbtatam 6blin onpeaeneHbl WecCTb OCHOBHbIX MHCTRPYMEHTOB
NpoaABMXEHWA, KOTOpble OblM pa3deneHbl Ha ABE rpynnbl: MHTEPAKTUBHbIE W
HaTuBHbIe. Takxe Oblfin BbIABAEHbI CBA3U MeXAy WMHCTPYMEHTaMW MNPOABMXXEHMUS,
apariBepamMmn 1 GapbepaMn, MlydeHbl NoBegeHYeckne M adpPekTMBHblE peakumnm
Mno/b30BaTeiel Ha WMHCTPYMEHThI NMpoABMXeHUA OpeHpaa B MetaBcenieHHon. [Ba
WHTEPAaKTUBHbLIX WHCTPYMeHTa (Meponpuatns, cucrema OOHYCOB) umenu 6onee
CUMBHYIO KOppensauuio ¢ gpanBepaMun n 6apbepammn, Yem gBa HaTUBHbIX NHCTPYMEHTA
(nanpgwadTHaa peknama, NnpogakT-nnencmMeHT). OgHako 0AuMH HAaTUBHbLIA MHCTPYMEHT
(dbMpMeHHbIE akceccyapbl ANs1 aBaTtapoB) MNPOAEMOHCTPUPOBAaN KOPPEeNnsuuto,
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CPpaBHUMYIO C [OBYMS WHTEPAKTMBHbIMW MWHCTPyMeHTamu. He Obiio BbISBIEHO
CYLEeCTBEHHbIX Pas3/Inymnii Mexay NHTEPaKTUBHBIMU M HATUBHBIMU MHCTPYMEHTaMM Mo
BAMAHNIO Ha apPeKkTMBHbIE N NoBeAeHYeckne peakumm. OgHaKo MHTEPaKTUBHbIE
MHCTPYMEHTbI, TaKME KaK GOHYChl M TeCTUPOBAHME NMPOAYKTOB, a TaKXe COOCTBEHHbIE
MHCTPYMEHTBI, Takne Kak (hMpPMeHHble akceccyapbl Ans aBaTapoB, Obl/IM OLEHEHbI
KaK Hanbosee BEPOSITHO Bbi3blBalOLLME MOSTOXUTENBHYIO peakLnto noTpebutenei.

KnioueBble cnoBa: MeTaBCeMNeHHas, npoasm>xeHue 6peHD,OB, MapKeTnHroBble
KOMMYHUWKaUWMN, BUPTYanbHAA
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