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Abstract
This article analyzes the experience and prospects of using augmented and virtual reality technologies in 
advertising in the context of digital transformation of society. Based on the research of modern scientists and the 
experience of using augmented and virtual reality technologies in advertising, the main characteristics of these 
technologies are systematized, and conclusions are drawn about the advantages, risks, and prospects for their use 
in tourism advertising. This comparative analysis of these technologies in the context of their use in advertising 
can be a useful tool in the decision-making process for selecting optimal technologies for promoting specific goods 
and services. The idea proposed in this article for creating an interactive quest game using modern digital 
technologies can be adapted for other advertising purposes in the tourism sector.
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Аңдатпа
Мақалада қоғамның сандық трансформациясы жағдайында Жарнамалық қызметте кеңейтілген және 
Виртуалды шындық технологияларын қолдану тәжірибесі мен перспективалары талданады. Заманауи 
ғалымдардың зерттеулерін және жарнамада кеңейтілген және Виртуалды шындық технологияларын 
қолдану тәжірибесін талдау негізінде осы технологиялардың негізгі сипаттамалары жүйеленді, туризмді 
жарнамалау саласында оларды пайдаланудың артықшылықтары, тәуекелдері мен перспективалары туралы 
қорытындылар жасалды. Технологияларды жарнамада қолдану тұрғысынан салыстырмалы талдау нақты 
тауарлар мен қызметтерді жылжытудың оңтайлы технологияларын таңдау туралы шешім қабылдау 
процесінде пайдалы құрал бола алады. Осы мақалада ұсынылған заманауи цифрлық технологияларды
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пайдалана отырып, интерактивті квест ойынын құру идеясы туризм саласындағы басқа жарнамалық 
міндеттерге бейімделуі мүмкін.

Кілт сөздер: зияткерлік технологиялар; жарнама; туризм, қоғамның сандық трансформациясы.
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Аннотация
В статье анализируется опыт и перспективы использования технологий дополненной и виртуальной 
реальности в рекламной деятельности в условиях цифровой трансформации общества. На основе анализа 
исследований современных ученых и опыта применения технологий дополненной и виртуальной 
реальности в рекламе систематизированы основные характеристики данных технологий, сделаны выводы 
о преимуществах, рисках и перспективах их использования в сфере рекламы туризма. Проведенный 
сравнительный анализ технологий в контексте их использования в рекламе может явиться полезным 
инструментом в процессе принятия решений по выбору оптимальных технологий продвижения 
конкретных товаров и услуг. Предложенная в настоящей статье идея по созданию интерактивной квест- 
игры с использованием современных цифровых технологий может быть адаптирована для других 
рекламных задач в сфере туризма.

Ключевые слова: интеллектуальные технологии; реклама; туризм, цифровая трансформация общества.

Introduction
The digital transformation of society, as the evolution of the stage of informatization, 

determines the need to transform the processes of advertising and marketing [1,2].
The digitalization of society has radically changed the landscape of the advertising 

industry. The consumer, overwhelmed by traditional advertising messages, develops "banner 
blindness" and is increasingly skeptical of intrusive communication formats. In these 
circumstances, the key task for brands is not just to inform, but to create a deep, emotionally 
colored interaction experience.

One of the solutions to this problem is the use of new immersive technologies - virtual 
and augmented reality [3-6], which make it possible to transfer consumers to the digital space 
or enrich their perception of the physical world.

The relevance of the research is due to the digitalization of society, the growth of 
investments in the virtual (VR) and augmented (AR) reality markets, and their active 
introduction into the practice of advertising activities of leading global brands. However, 
despite the growing interest, scientific understanding of the impact mechanisms and 
effectiveness of these technologies in advertising remains fragmentary.

Modern research shows that immersive technologies significantly affect consumer 
engagement, emotional perception of brands and decision-making processes in tourism 
marketing [7-10].
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The purpose of the research presented in this article is a comprehensive analysis of the 
use of VR and AR technologies in advertising, identifying their advantages, limitations and 
prospects for their use using the example of the tourism sector of the Novosibirsk region.

Materials and research methods
The methodological approaches of the study focused on studying the experience of using 

augmented and virtual reality tools in the advertising activities of specific campaigns. The 
methodological basis is the dialectical method of cognition, methods of system analysis, and 
methods of comparison.

The empirical base of the study consists of a complex of various sources, domestic and 
foreign, allowing to reveal the subject of the study and come to certain conclusions.

Research results
Interactive advertising is a format of digital advertising distributed through interactive 

communication channels, the purpose of which is to involve a potential target audience in the 
advertising process in the form of direct creative user interaction with an advertising message 
using a specific game tool [1,2,7].

Virtual, augmented and mixed reality are powerful technologies that allow us to "replace" 
real life with the perception of virtual life, artificially stimulating human feelings in order to 
accept another version of reality.

The evolution of human immersion in the virtual world is shown in Figure 1, where with 
each new stage a person moves further into digital reality.

Fig. 1. Evolution of reality levels in the context of digital technologies [3]

Based on the analysis of research by modern scientists [4-8,11,12], the authors 
systematize the main characteristics of augmented and virtual realities and present them in 
comparative table 1.

Table 1. Comparison of AR and VR by various parameters

Parameter Augmented Reality (AR) Virtual Reality
(VR)

The principle of 
operation

Superimposing digital objects 
on the real world through 
special technical devices

Full immersion of the user into 
an artificially created digital 
world

Access devices Smartphones, tablets, AR 
glasses (Apple Vision Pro)

Virtual Reality helmets (HTC 
Vive Pro 2), controllers
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The main purpose of 
advertising

Increased sales conversion, 
reduced returns, customer 
engagement and retention at the 
product review stage

Creating a deep emotional 
contact with the brand, fully 
immersing yourself in the 
story, involves the human 
senses and perceptions

Target audience Wide reach, mass consumer A niche, more trained and 
specialized audience

Implementation costs For example, you can start by 
using filters in social networks 
and artificial intelligence 
technologies.

Very high, requires expensive 
equipment, qualified 
personnel for maintenance 
and configuration

Examples Virtual fitting of clothes and 
selection of images for the type 
and style of the user (Lamoda); 
"animated" product advertising, 
when pointing the smartphone 
camera at a special QR code 
opens a virtual product model 
with real proportions (Faberlic, 
Fig. 2);
interactive filters/masks on 
social networks

Virtual tours are actively used 
by hoteliers to demonstrate the 
territory of their hotel and 
room stock (Rixos Krasnaya 
Polyana Sochi, fig. 3); 
immersive presentations: a 
test drive of new car models 
(Volkswagen);
virtual organization of space 
and furniture in housing 
(IKEA Place)

The conducted comparative analysis of technologies in the context of their use for 
advertising purposes can be a useful tool in the decision-making process on choosing the 
optimal technologies for promoting specific goods and services.

For example, augmented reality technologies can be used effectively if the goal is to 
influence the customer in the decision-making process about the appropriateness of the 
purchase. The technology allows you to reach a wide audience with minimal effort.

Using virtual reality technologies is effective if the goal is to create a unique and 
unforgettable brand image and evoke strong consumer emotions. These technologies are 
suitable for the presentation of cars, expensive equipment, real estate or the organization of 
unique virtual events.
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Fig. 2. An example of using AR technology by Faberlic brand [9]

Fig. 3. An example of using VR technology at the 5* Rixos Krasnaya Polyana Sochi hotel
[10]

Interactive technologies provide a number of key advantages for their use in advertising 
as a brand promotion tool. In particular, due to the deep involvement of users in active 
interaction with the content (not passive, as in most cases). The memorability of the advertising 
context is significantly improved by facilitating an emotional and interactive experience. It is 
created by VR/AR technologies and stored in memory much better and easier than static
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advertising, due to bright and moving images significantly improves memorability and 
emotional engagement [9,13-15].

Emotional connection immersiveness promotes empathy and the formation of positive 
associations, which directly affects the loyalty of potential customers.

Personalization of the experience allows you to quickly and easily adapt content to the 
actions and preferences of a particular user.

In addition to the prospects, the problems of introducing VR/AR into advertising should 
also be taken into account, as a number of factors may hinder this. For example, high advertising 
development costs (creating high-quality VR/AR content requires significant investments in 
software, 3D modeling, design, and more) may hinder this [6,12,16].

The VR entry barrier for potential consumers is another obstacle to getting a full and high- 
quality VR experience. Firstly, expensive equipment is needed, which limits the range of the 
target audience. Secondly, some consumers fear for the security and confidentiality of their 
data. AR and VR technologies are quite new and often require access to device data or login 
through registration, which raises concerns among users.

Discussion
The practical application options for AR and VR technologies can be diverse and depend 

on the target audience and the budget of the advertising campaign. Immersive technologies are 
increasingly used for destination marketing and cultural tourism promotion [17-19].

Let's consider the application options for AR and VR technologies using the example of 
popularization of the cultural and leisure segment in the Novosibirsk region.

As an example, let's imagine the development process of the quest tour "The Keys of 
Time in Novonikolaevsk", which will essentially be an AR game.

To implement the idea, you can use an application that will allow you to read cultural 
objects and show old archive photos. Photos can be "brought to life" using neural networks, 
thereby simulating a journey into the past.

The concept of such a quest will be that tourists become time agents who have arrived in 
Novosibirsk to restore the chronology of the key events of the founding of the city.

Concept: the historical memory of the city has been erased by an evil scientist from 
Akademgorodok; players, collecting mysterious artifacts and solving exciting puzzles, will be 
able to return the city to its heritage.

The goal of the game is to complete a certain route, collect 5 virtual artifacts and activate 
them in the main square so that the fragments of the erased memory of the city return to their 
places and give the city its former brightness.

The target audience is tourists of Novosibirsk, caring residents of the city.
The necessary equipment is a smartphone with the quest app installed, Internet access and 

special AR glasses for greater realism.
In the course of the research presented in this article, a specific route for the quest game 

was developed (Table 2).

Table 2. The route of the AR-quest «The Keys of time of Novonikolaevsk»

Name of the 
object

The AR effect Task Decision Historical
background

Alexander
Nevsky
Cathedral

The cathedral is 
illuminated by a 
golden glow on

This is the first 
stone church in 
Novo-

On the 
smartphone 
screen on one

Right! The 
Alexander 
Nevsky Cathedral



М. Қозыбаев атындағы СҚУ Хабаршысы /
Вестник СКУ имени М. Козыбаева. № 1 (69). 2026 257

the central dome. 
The inscription: "a 
new object has 
been unlocked" 
The right chrono- 
key hovers at the 
very top of the 
dome.

Nikolaevsk. To 
get the chrono 
key of the 
"Holy Faith", 
find the year of 
its consecration 
on the wall of 
the building 
and enter the 
last digit of the 
year multiplied 
by two.

of the walls of 
the cathedral, 
the number 9 
will not be very 
noticeable, 
which is the 
key to the 
solution. The 
answer is: 
1899. You 
must enter this 
date in the 
response field. 
Receipt: 
chrono-key 
"Holy Faith"

was founded in 
1897 in memory 
of Emperor 
Alexander III and 
consecrated in 
1899. It became 
the spiritual center 
of the city under 
construction [8].

100-Flat
Building

The building is 
disassembled into 
geometric shapes 
in the style of 
constructivism 
and then 
reassembled. The 
chrono key is 
visible above the 
main entrance.

This
architectural 
masterpiece 
received the 
highest award 
at the World 
Exhibition. 
Who was its 
creator, the 
architect?
Hint: Take a 
look at the 
plaque.

Through the 
camera, a rebus 
will be brightly 
highlighted on 
the
commemorativ 
e plaque, in 
which the 
surname 
Kryachkov is 
hidden, Figure 
4.
Receipt: the 
chrono key 
"Facade of the 
past"

Right! Architect 
Andrey
Kryachkov. His 
100-Flat Building 
is a hallmark of 
Novosibirsk 
constructivism, 
which won the 
Grand Prix in 
Paris in 1937 [8].

Chapel of St. 
Nicholas the 
Wonderwork 
er

An old wooden 
version of the 
chapel appears on 
the site of the 
modern chapel, 
and a map of the 
Russian Empire is 
projected on the 
ground.

The chapel 
marked the 
geographical 
center of Siberia. 
To get the 
"Return to the 
Source" chrono 
key, it is 
necessary to 
rebuild the 
chapel: align the 
contours of the 
old and new 
chapels in AR 
space.

Mini-game:
The player 
moves the 
phone to 
overlay the 
outline of the 
old chapel on 
the real one. 
After an exact 
match, a bell 
will ring. 
Receipt: the 
chrono key 
"Return to the 
source".

Well done! You 
have restored the 
chapel, which was 
destroyed in the 
1930s and rebuilt 
in 1993 as a 
monument to the 
dead and a symbol 
of the rebirth of 
the city [8].
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Pervomaisky 
Square / 
Museum of 
Local Lore

The square comes 
to life: shadows of 
people from 
different eras from 
the Russian 
Empire to the 
present appear

We need to go 
deeper into the 
square. This 
place has seen 
fairs, rallies, 
simple walks, 
and musical 
performances. 
Your task is to 
capture the 
spirit of Unity. 
Take a photo 
with shadows 
of people from 
different eras 
in the frame at 
the same time.

The tourist is 
looking for a 
certain angle to 
complete the 
task.
Receipt: the 
chrono key 
"Unity of the 
Spirit".

Great job! 
Pervomaisky 
Square is a 
witness to all the 
main events of the 
city, a place where 
its history and 
people are 
inextricably 
linked. The 
decision on the 
construction of 
the square was 
made in 1929, the 
square itself was 
laid out only by 
1932 [8].

NOVAT Previously 
collected pearls 
fly out and hover 
over the dome of 
the theater, where 
the last part of the 
mystery is hidden.

To combine all 
the chrono 
keys, solve the 
last riddle: how 
many columns 
adorn its 
mighty facade?

The AR model 
on the device 
highlights the 
columns. 
Answer: 24 
pieces.
Getting: the 
chrono key 
"Heart of the 
City" and 
completing the 
quest.

You did the job! 
NOVAT -  the 
largest theater in 
Russia, was built 
in 1931-1941. The 
main feature is a 
huge dome with a 
diameter of 60 
meters and a 
height of 35 
meters [8].

Fig. 4. Rebus for the object -  100-Flat Building

To visualize the tour, Figure 5 shows the route diagram of the interactive quest game 
«The Key of Time in Novonikolaevsk».
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Fig. 5. The route of the quest game "The Keys of time of Novonikolaevsk"

The finale may be the merging of the chrono keys and combining them into a single 
vintage watch. A 3D video series will be launched, where horsemen of the past rush through 
the theater square, the first wooden houses grow, then Soviet buildings are replaced, and finally, 
the city turns into a modern metropolis. The end credits may look like this: "Mission 
accomplished! The temporary flow of Novosibirsk has been restored. Thanks to you, the history 
of the city has regained its vivid image. You haven't just visited some of the city's many 
attractions -  you've revived their memories. Congratulations, Agent X! The memory of the city 
will now remain in your hands. Take care of her and keep her safe."

Digital rewards for completing such an interactive tour can be, for example: 
a gallery with 3D models of all the collected artifacts, as well as the attractions to which 

they belong, will open in the application with quest tours.;
For the successful completion of the quest, tourists will be able to receive an individual 

discount on visits to any museum in the city, exhibitions, excursions or theatrical performances;
the opportunity to share your success in the form of an AR show on your social networks 

under the special hashtag #КлючиВремениНовониколаевска (#TheKeysofTimeof 
N ovonikolaevsk).

Conclusion
Virtual and augmented reality technologies allow us to move from advertising as an 

information tool to advertising as a tool for creating a unique consumer experience. Despite the 
fact that there are still psychological and technological barriers to mass technology adoption, 
the trend towards immersiveness is irreversible.

The consumer journey is currently undergoing a transformation, with VR and AR erasing 
key barriers to product acquisition. They effectively bridge the gap between interest and
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solution, providing unprecedented opportunities for product testing, customization, and 
visualization in the context of a consumer's daily life.

In the future, with the development of technology and cheaper equipment, VR and AR 
will become not an exotic addition, but a standard communication channel in digital marketing 
ecosystems [14,18,20], blurring the line between the digital and physical world. Further 
research on this topic should focus on the study of immersive campaigns and the long-term 
impact of such experiences on consumer behavior.

The idea proposed in this article to create an interactive quest game using AR technology 
will allow in the long term to create a unique tourism brand of Novosibirsk as a technological 
city and can be adapted for other advertising tasks in the field of tourism.

In conclusion, it is worth noting that virtual and augmented reality technologies open up 
a wide range of innovative ways for marketers to interact with their target audience. At the same 
time, the effective use of these tools requires professional expertise and a balanced approach.

The analysis of the above suggests that the pace of creation of methodological approaches 
to the use of modern digital solutions in marketing significantly lags behind the speed of 
development of the technologies themselves. Consequently, scientific research in the field of 
forming a methodological basis for the application of digital innovations in the field of 
marketing and advertising is an extremely sought-after and promising area of research today.

Литература:

1. Тулегенова, М. К. Реклама в современном мире, ее роль и функции / М. К. Тулегенова, А. Ж. 
Алимжанова // Актуальные научные исследования в современном мире. -  2018. -  № 11-4(43). -  С. 
115-120. -  EDN YQNHNJ.
2. Аминова Г.Г., Козырева Л.К. Технологии виртуальной и дополненной реальности в дизайне 
рекламы // Ноэма. 2021. №2 (7). URL: https://cvberleninka.ru/article/n/tehnologii-virtualnov-i- 
dopolnennoy-realnosti-v-dizayne-reklamy (Дата обращения: 28.12.25).
3. Шахмурадян Е. А. ДОПОЛНЕННАЯ РЕАЛЬНОСТЬ: ПРЕИМУЩЕСТВА ПРИМЕНЕНИЯ В
ПОСЕДНЕВНОЙ ЖИЗНИ // Вестник науки. 2024. №1 (70). URL:
https://cyberleninka.ru/artide/n/dopolnennaya-realnost-preimuschestva-primeneniya-v-povsednevnoy- 
zhizni (Дата обращения: 28.12.25).
4. Кожахметова Р.Н., Кольева Н.С., Панова М.В., Шемакин В.В. РЕАЛИЗАЦИЯ AR ТЕХНОЛОГИИ 
В ДЕЯТЕЛЬНОСТИ МУЗЕЕВ. Вестник Северо-Казахстанского Университета им. М. Козыбаева. 
2024;(2 (62)):189-196. https://doi.org/10.54596/2958-0048-2024-2-189-196
5. Барсукова, Н. И. Технологии виртуальной реальности в дизайне интерьера / Н. И. Барсукова // 
Архитектура и дизайн в цифровую эпоху: коллективная монография по материалам 
Международной научной конференции, Москва, 23-24 апреля 2021 года. -  Москва: Московская 
государственная художественно-промышленная академия им. С.Г. Строганова, 2021. -  С. 222-228. 
-  EDN WIUJZQ.
6. Ткач Д. П., Просвиркин Б. Л. AR и VR в маркетинге: создание уникального клиентского опыта
через виртуальную реальность // Вестник науки. 2024. №7 (76).
URL:https://cyberleninka.ru/artide/n/ar-i-vr-v-marketinge-sozdanie-unikalnogo-kHentskogo-opyta 
cherez-virtualnuyu-realnost (Дата обращения: 28.12.25).
7. VR-маркетинг. Использование виртуальной реальности в рекламе // Exiterra. URL: 
https://exiterra.ru.
8. Туристический портал Новосибирской области. URL: https ://turizm. nso.ru/ru/content/interaktivnaya- 
turisticheskaya-karta (Дата обращения: 28.12.25).
9. Гуттентаг Д. Виртуальная реальность: применение и последствия для туризма // Управление 
туризмом. 2010. https://doi.org/10.1016/i.tourman.2009.07.003

https://cvberleninka.ru/article/n/tehnologii-virtualnov-i-dopolnennoy-realnosti-v-dizayne-reklamy
https://cvberleninka.ru/article/n/tehnologii-virtualnov-i-dopolnennoy-realnosti-v-dizayne-reklamy
https://cyberleninka.ru/artide/n/dopolnennaya-realnost-preimuschestva-primeneniya-v-povsednevnoy-zhizni
https://cyberleninka.ru/artide/n/dopolnennaya-realnost-preimuschestva-primeneniya-v-povsednevnoy-zhizni
https://doi.org/10.54596/2958-0048-2024-2-189-196
https://cyberleninka.ru/artide/n/ar-i-vr-v-marketinge-sozdanie-unikalnogo-kHentskogo-opyta
https://exiterra.ru
https://doi.org/10.1016/i.tourman.2009.07.003


М. Қозыбаев атындағы СҚУ Хабаршысы /
Вестник СКУ имени М. Козыбаева. № 1 (69). 2026 261

10. Туссиадия И., Ван Д., Юнг Т., Том Дик М. Виртуальная реальность, присутствие и изменение 
отношения: эмпирические данные из сферы туризма // Управление туризмом. 2018. 
https://doi.org/10.1016/i.tourman.2017.12.003
11. Том Дик М., Юнг Т., Том Дик Д. Повышение эффективности обучения посетителей 
художественной галереи с помощью дополненной реальности // Информация и менеджмент. 2018. 
https://doi.org/10.1016/i.im.2017.06.005
12. Флавиан К., Ибаньес-Санчес С., Орус К. Влияние технологий виртуальной, дополненной и 
смешанной реальности на качество обслуживания клиентов // Журнал бизнес-исследований. 2019. 
https://doi.org/10.1016/i.ibusres.2018.10.050
13. Ведель М., Бинье Э., Чжан Дж. Виртуальная и дополненная реальность: передовые исследования 
в области потребительского маркетинга // Международный журнал маркетинговых исследований. 
2020. httos://doi.org/10.1016/i.iiresmar.2020.04.004
14. Лоурейру С., Г еррейру Дж., Али Ф. 20 лет исследований виртуальной и дополненной реальности 
в контексте туризма: метод интеллектуального анализа текста // Управление туризмом. 2020. 
https://doi.org/10.1016/i.tourman,2019.104028
15. Юнг Р., Ху-Латтимор С. Новые реалии: систематический обзор литературы по виртуальной и 
дополненной реальности в исследованиях туризма // Актуальные проблемы туризма. 2019. 
https://doi.org/10.1080/13683500.2017.1417359
16. Ким М., Холл С. Может ли иммерсивная виртуальная реальность повысить эффективность 
маркетинга туристических направлений? // Journal of Travel Research. 2021. 
https://doi.org/10.1177/0047287520904669
17. Яворник А. Внедрение дополненной реальности: Краткий обзор литературы по AR-маркетингу 
//Журнал розничной торговли и потребительских услуг. 2021. 
https://doi.org/10.1016/i.iretconser.2020.102095
18. Бек Дж., Райнольди М., Эггер Р. Виртуальная реальность в туризме: обзор современного 
состояния // Tourism Review. 2022. https://doi.org/10.1Ш8/Ш-03-2021-0154
19. Хуан Ю., Бэкман С., Бэкман К. Исследование иммерсивных технологий в туристическом 
маркетинге // Journal of Hospitality and Tourism Technology. 2023. https://doi.org/10.1108/JHTT-06- 
2022-0182
20. Бухалис Д., Леунг Д. Интеллектуальный туризм и иммерсивные технологии: AR/VR для 
маркетинга туристических направлений // Обзор туризма. 2024. https://doi.org/10.1108/TR-11-2023- 
0658

References:

1. Tulegenova, M. K. Reklama v sovremennom mire, ee rol' i funkcii / M. K. Tulegenova, A. ZH. 
Alimzhanova // Aktual'nye nauchnye issledovaniya v sovremennom mire. -  2018. -  № 11-4(43). -  S. 115­
120. -  EDN YQNHNJ.
2. Aminova G.G., tozyreva L.K. Tehnologii virtualnoi I dopolnennoi realnosty v dizaine reklamy // 
Noema. 2021. №2 (7). URL: https://cyberleninka.ru/article/n/tehnologii-virtualnoy-i-dopolnennoy- 
realnosti-v-dizayne-reklamy (data obrashcheniya: 28.12.2025)
3. Shahmuradyan E. A. DOPOLNENNAYA REAL'NOST': PREIMUSHCHESTVA PRIMENENIYA V
POSEDNEVNOJ ZHIZNI // Vestnik nauki. 2024. №1 (70). URL:
https://cvberleninka.ru/article/n/dopolnennava-realnost-preimuschestva-primeneniva-v povsednevnoy- 
zhizni (data obrashcheniya: 28.12.2025).
4. Kozhahmetova R.N., Kol'eva N.S., Panova M.V., Shemakin V.V. REALIZACIYA AR TEKHNOLOGII 
V DEYATEL'NOSTI MUZEEV. Bulletin of Manash Kozybayev North Kazakhstan University. 2024; (2 
(62)):189-196. https://doi.org/10.54596/2958-0048-2024-2-189-196
5. Barsukova, N. I. Tekhnologii virtual'noj real'nosti v dizajne inter'era / N. I. Barsukova // Arhitektura i 
dizajn v cifrovuyu epohu: kollektivnaya monografiya po materialam Mezhdunarodnoj nauchnoj 
konferencii, Moskva, 23-24 aprelya 2021 goda. -  Moskva: Moskovskaya gosudarstvennaya 
hudozhestvenno-promyshlennaya akademiya im. S.G. Stroganova, 2021. -  S. 222-228. -  EDN WIUJZQ.
6. Tkach D. P., Prosvirkin B. L. AR i VR v marketinge: sozdanie unikal'nogo klientskogo opyta cherez 
virtual'nuyu real'nost' // Vestnik nauki. 2024. №7 (76). URL:https://cyberleninka.ru/article/n/ar-i-vr-v- 
marketinge-sozdanie-unikalnogo-klientskogo-opyta-cherez-virtualnuyu-realnost (data obrashcheniya: 
28.12.2025)

https://doi.org/10.1016/i.tourman.2017.12.003
https://doi.org/10.1016/i.im.2017.06.005
https://doi.org/10.1016/i.ibusres.2018.10.050
https://doi.org/10.1016/i.tourman,2019.104028
https://doi.org/10.1080/13683500.2017.1417359
https://doi.org/10.1177/0047287520904669
https://doi.org/10.1016/i.iretconser.2020.102095
https://doi.org/10.1%d0%a88/%d0%a8-03-2021-0154
https://doi.org/10.1108/JHTT-06-2022-0182
https://doi.org/10.1108/JHTT-06-2022-0182
https://doi.org/10.1108/TR-11-2023-0658
https://doi.org/10.1108/TR-11-2023-0658
https://cyberleninka.ru/article/n/tehnologii-virtualnoy-i-dopolnennoy-realnosti-v-dizayne-reklamy
https://cyberleninka.ru/article/n/tehnologii-virtualnoy-i-dopolnennoy-realnosti-v-dizayne-reklamy
https://cvberleninka.ru/article/n/dopolnennava-realnost-preimuschestva-primeneniva-v_povsednevnoy-zhizni
https://cvberleninka.ru/article/n/dopolnennava-realnost-preimuschestva-primeneniva-v_povsednevnoy-zhizni
https://doi.org/10.54596/2958-0048-2024-2-189-196
https://cyberleninka.ru/article/n/ar-i-vr-v-marketinge-sozdanie-unikalnogo-klientskogo-opyta-cherez-virtualnuyu-realnost
https://cyberleninka.ru/article/n/ar-i-vr-v-marketinge-sozdanie-unikalnogo-klientskogo-opyta-cherez-virtualnuyu-realnost


262
М. Қозыбаев атындағы СҚУ Хабаршысы /

Вестник СКУ имени М. Козыбаева. № 1 (69). 2026

7. VR marketing. Using virtual reality in advertising // Exiterra. URL: https://exiterra.ru.
8. Turisticheskii portal Novoaibirskoi oblasty. URL: https://turizm.nso.ru/ru/content/interaktivnaya- 
turisticheskaya-karta (data obrashcheniya: 28.12.2025)
9. Guttentag D. Virtual reality: Applications and implications for tourism // Tourism Management. 2010. 
https://doi.org/10.1016/i.tourman.2009.07.003
10. Tussyadiah I., Wang D., Jung T., tom Dieck M. Virtual reality, presence, and attitude change: Empirical 
evidence from tourism // Tourism Management. 2018. https://doi.org/10.1016/i.tourman.2017.12.003
11. Tom Dieck M., Jung T., tom Dieck D. Enhancing art gallery visitors’ learning experience using 
augmented reality // Information & Management. 2018. https://doi.org/10.1016/um.2017.06.005
12. Flavian C., Ibanez-Sanchez S., Orus C. The impact of virtual, augmented and mixed reality technologies 
on the customer experience // Journal of Business Research. 2019. 
https://doi.org/10.1016/ubusres.2018.10.050
13. Wedel M., Bigne E., Zhang J. Virtual and augmented reality: Advancing research in consumer 
marketing // International Journal of Research in Marketing. 2020. 
https://doi.org/10.1016/uiresmar.2020.04.004
14. Loureiro S., Guerreiro J., Ali F. 20 years of research on virtual reality and augmented reality in tourism
context: A text-mining approach // Tourism Management. 2020.
https://doi.org/10.1016/i.tourman.2019.104028
15. Yung R., Khoo-Lattimore C. New realities: a systematic literature review on virtual reality and 
augmented reality in tourism research // Current Issues in Tourism. 2019. 
https://doi.org/10.1080/13683500.2017.1417359.
16. Kim M., Hall C. Can immersive virtual reality increase tourism destination marketing effectiveness? // 
Journal of Travel Research. 2021. https://doi.org/10.1177/0047287520904669
17. Javornik A. The Mainstreaming of Augmented Reality: A Brief Literature Review on AR Marketing // 
Journal of Retailing and Consumer Services. 2021. https://doi.org/10.1016/uretconser.2020.102095
18. Beck J., Rainoldi M., Egger R. Virtual reality in tourism: a state-of-the-art review // Tourism Review. 
2022. https://doi.org/10.1108/TR-03-2021-0154
19. Huang Y., Backman S., Backman K. Exploring immersive technologies in tourism marketing // Journal 
of Hospitality and Tourism Technology. 2023. https://doi.org/10.1108/JHTT-06-2022-0182
20. Buhalis D., Leung D. Smart tourism and immersive technologies: AR/VR for destination marketing // 
Tourism Review. 2024. https://doi.org/10.1108/TR-11-2023-0658

Information about the authors

A.A. Andreenko -  student, Siberian Institute of Management is a branch of the Russian Presidential 
Academy of National Economy and Public Administration, Novosibirsk, Russia; e-mail: aandreenko- 
25@ranepa.ru;
E.V. Shevchuk -  corresponding author, PhD, Associate Professor of the Department of Social, Cultural 
and Library Activities, Novosibirsk State Pedagogical University, Novosibirsk, Russia; e-mail: 
evshevch@mail.ru.

https://exiterra.ru
https://turizm.nso.ru/ru/content/interaktivnaya-turisticheskaya-karta
https://turizm.nso.ru/ru/content/interaktivnaya-turisticheskaya-karta
https://doi.org/10.1016/i.tourman.2009.07.003
https://doi.org/10.1016/i.tourman
https://doi.org/10.1016/um.2017.06.005
https://doi.org/10.1016/ubusres.2018.10.050
https://doi.org/10.1016/uiresmar.2020.04.004
https://doi.org/10.1016/i.tourman.2019.104028
https://doi.org/10.1080/13683500.2017.1417359
https://doi.org/10.1177/0047287520904669
https://doi.org/10.1016/uretconser.2020.102095
https://doi.org/10.1108/TR-03-2021-0154
https://doi.org/10.1108/JHTT-06-2022-0182
https://doi.org/10.1108/TR-11-2023-0658
mailto:aandreenko-25@ranepa.ru
mailto:aandreenko-25@ranepa.ru
mailto:evshevch@mail.ru

