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boagnmanom Gmgmbg Gucci-b s3mogogosda, oby
Roblox-obs o o VRChat-ob dmodammdgddy.
Gucci Sneaker Garage 9dmdbdstgdgaml sdgnggl
396lmbomoBgdnm  0dghlbonm  godmgoomgdsl
0 dbgbl b3mbmmo ggbbsgdmol goyowzgdal
bhodgamohgdeb.

2. 808bmd603 d0dmE05lmeb 3mdnbogsgoabsmgals
Gucci Focrdshgdom 0ggbgdl odspgdnmo hgsgmm-
00l 3ot gdl bmgosemy® Jbgmgddo Instagram
o Snapchat. AR gogm@dgoo 8gbodmgdmmdsl
8dgmgal dmdbdotrgdgmb, godhmomnde dmoh-
amb 06gbool dgbglmetgdo, gogebml 86gbral
9bog(H03ob. gomp®gd0m dmdbdsbrgdgmoa 66gb-
©0b boge®dm dmhnggdol, mmaml oy 360b¢Hgd0b
300mbobnmgdgdl 9dsphgdl bognmset gmpmbes oy
30009mb o 38030gdL bmgdLgmgddo. edodhgdoma
6gommdol hgdbmmmganols gsdmygbgdom 6gb-
©ds bymo Jgnfym Lodmadbdstgdmm 3mbhgbhob
Bggabsly s gaBootgdsl d6rgbool  godgomyo
9939600%00.



bICM36aad 3 bMBNMAICOIRACA bN3HBI « 3IENNL J3CI3JaN

3. gobypognéo gadmaygbs Gucci Garden Arche-
types gammgbgosdo sGbgdnmo dndgyndol Gucci
Garden-ob goggnmo sbsgmmgod. 306 {ynemMo
6gommdol hydbmmmaoom dmabdstrgdgml Jg-
dmos Easmgdmoghmb dgdgndo, boog aodmag-
Bogmos 461960l bognmdm bogmgdo, bgmmabgdals
60378900 & SOHgBsIHd0. oM nsEnG0 godm-
3gbd 3mdbdobgdgml sdmysl Bgbodmgdmmds,
39966mL dgbal 3gdz300Mgmdsl s Nboomy-
60 dgomE0m dmmbOHMOnm obhmmasb.

Gucci-b gogbrymo  docrzghebanmo  bhdadgaoo,
Gmdgmog  dhgbols  ggbghomydds  obgdhmdads
30630 4083603 O JOga(oPmads odgdhmedd seng-
bobotmm doggmyd dggddbgl o gebsbmbgogmagl, ome-
b Z-0b396 ogm dodstrogamo. (hgédobo momds Z
(Generation Z) gsdmoygbgds 1997-2012 Famgddo @ods-
9070 m8mdol 3bobndbsgom. Homosd Jpdonbol
©d bogn 3my30L Memdsms MmymEmool Jobgogom 93 mo-
63l 1fmogdgb Bndgthgol, 3mndmyboggdl, demmdo-
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USING VIRTUAL REALITY (VR) AND AUGMENTED
REALITY (AR) TECHNOLOGIES IN THE BRAND
MEDIA ECOSYSTEM FOR EFFECTIVE CUSTOMER
COMMUNICATION

Tea Skhiereli

Keywords: Immersive Technologies, Augmented Reality, Virtual Reality, Extended Reality, Branded Media, Branded Content

In the contemporary digital world, extended reality (XR) technologies are entirely shifting brand-consumer
interaction patterns and methods, as well as branded content format and its avenues of reach through media. The
use of augmented (AR) and virtual (VR) reality technologies, through which the virtual world completely replaces
the real world sceneries or serves as a supplemental element, has become the most essential direction in brand
communication strategies. Extended Reality (XR) is changing many business sectors radically. According to Statista,
the global Extended Reality market is $31.12 billion in 2023, is annually growing by 13.72% and is expected to reach
$52.05 billion in 2027. By the time, XR Technologies will have gained 2,593.00 million users.

Brands tend to successfully use immersive technologies more and more to engage consumers with digital
experiences. They create content by integrating these technologies in branded media ecosystem, that the audience
no longer consumes passively, rather interacts with the brand forming a deep connection that traditional branding
channels could not provide before, encounters unique experiences and shares it across social platforms. Throughout
technological development, implementing virtual (VR) and augmented (AR) reality technologies in brand media

— xtended reality (XR) encompasses all immersive de-
== vices that bring virtual elements into the real world.
- There are three types of extended reality: augment-
ed (AR), virtual (VR) and mixed (MR).

The most accessible extended reality technology is
augmented reality, a video camera captures the envi-
ronment and besides real scenery, additional virtual ele-
ments appear on screen, i.e. the real world is extended by
virtual reality. The availability of smartphones has paved
the way to widespread use of AR. Brands are actively
adopting AR technology to demonstrate competitive ad-
vantage, furthermore, it is an effective tool for impressive
brand storytelling.

Unlike augmented reality, virtual reality (VR) sub-
stitutes real world completely. If smartphone or tablet
is enough to create augmented reality, virtual reality re-
quires special glasses or a headset that displays 3D im-
ages on small screens and headphones to be able to hear
the sound.

ecosystem will become essential for effective customer interactions.

Through mixed reality (MR) tools, user can see both
the virtual and the real environment simultaneously and
interact with virtual objects created in real environment.
In 2024, Apple’s Vision Pro mixed reality glasses and
headset equipped with the first 3D camera will hit the
market blending the virtual and real worlds even more
seamlessly. Vision Pro users will not be isolated from
their real surroundings. It will connect to the keyboard
and trackpad via Bluetooth. This technology will unfold a
new era of immersive and interactive experiences.

For more than ten years, brands have been striving to
introduce new technologies in branding and engage the
consumers. Extended reality technologies create a com-
pelling, unique consumer experience, proven by cases of
successful implementation of AR and VR in branding:

In 2017, the Swedish furniture manufacturer IKEA cre-
ated the IKEA Place app. The application allows users to
select furniture from the company’s catalog and place its
3D model in physical space virtually with AR technology.
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Virtual replicas in real interior provide an accurate rep-
resentation of what the purchased item will look like. The
application enables users to view 3D images of more than
2000 items from different angles, with 98% accuracy.

IKEA is a pioneer of introducing XR technologies in
retail. Its innovative service created a buzz in the digital
world and received extensive media coverage. IKEA Place
quickly became popular being one of the first apps built
using Apple ARKit and Google ARCore tools. By using AR
technology, customer gets a compelling and exciting digi-
tal experience; above all, the decision to buy furniture be-
comes simple, saving time while shopping and increasing
company’s sales.

Another successful case of the effective implementa-
tion of technology is Volvo Reality app with VR tools from
the Swedish car manufacturer. Volvo Cars pioneered in
the automotive industry using AR and VR technologies at
the designing stage, as well as in marketing and brand-
ing. In 2014, the Company created the first ever virtual test
drive app Volvo Reality (in partnership with R/GA Agency
and Framestor VFX Studio). The app was a primary ele-
ment in the promotion campaign for the new XC90 SUV.

Smartphone users downloaded the app with pan-
oramic videos from the company’s website. After con-
necting to a Google Cardboard VR headset (it cost only 12
USD. Other auto producers offered consumers an expen-
sive Oculus Rift headset as an experiment, so their apps
never became mainstream) they took a virtual ride. A
unique experience was provided via photorealistic com-
puter graphics and 360-degree panoramic views, both in-
side and outside the vehicle.

Volvo Reality proved to be an effective experiment,
this result was achieved by transferring potential buyers
to the exact space where the product capabilities were
presented to a full extent. The customer was able to feel
and truly test the car before the actual vehicle was re-
leased.

Volvo’s target audience was youth with technical
know-how, the Company offered a new product and a
unique experience through an innovative avenue applying
VR. In the span of just 6 months 40,000 users downloaded
the app, 34,000 new users were willing to be the first noti-
fied of model XC90 availability; The Company has created
a target audience base and a persistent communication
channel for direct marketing. Branded content gained 238
million views (159 million views through paid media, 19
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million views on social platforms, 500, 000 users visited
the Company’s website) and consequently, the XC90 First
Edition was sold out entirely in 2 days, 6 months before
the car was released.

VR and AR technologies have been effectively put
into practice in Luxury Fashion world too, the Italian luxury
brand Gucci being the prominent example. It has built a di-
verse, both printed and digital branded media ecosystem.
Gucci branded media, particular for actively implement-
ing innovative technologies, is essential for brand identity
representation and fulfilling digital marketing strategy.

Since 2021, the brand has been actively using VR and
AR technologies in the mobile app. The Gucci mobile app
(available on Google Play and App Store) is the Brand’s
essential communication channel, with extraordinari-
ly interesting content and innovative features. Through
the app, users can manage the brand’s VR spaces, try
on items virtually, take photos with brand filters, watch
runway broadcasts, design and order personalized attire,
view iconic pieces in 3D format, virtually travel to places
intertwined with the brand; Branded arcade games are
available on the app as well.

Gucci is the first high fashion brand to practice VR
and AR technologies in branding in a diverse and effec-
tive style to create unique impressions for the target au-
dience, demonstrating the brand’s individuality and crea-
tive vision, namely:

1. Created in 2021, Gucci Sneaker Garage allows users
to virtually try on all models of Brand’s sneakers. Custom-
ers can virtually try on shoes, take photos or videos and
share them on social platforms. Creating a personalized
virtual model and actually ordering it is possible via app.
Users can shop for Gucci digital sneakers Virtual 25 for an
avatar and “wear” it using AR technology in Gucci app,
on Roblox and VRChat platforms. Gucci Sneaker Garage
provides personalized immersive experience for custom-
ers and boosts sneaker sales.

2. Gucci successfully utilizes AR filters on social
platforms Instagram and Snapchat to communicate with
target audience. AR filters allow users to virtually try on
Brand accessories and explore brand aesthetics. Using
filters, consumers can add the Brand’s signature patterns,
logos or prints to their photos or videos and share them on
social platforms. Using AR technology, the Brand promot-
ed creation and sharing of consumer content with brand-
ed visual elements.
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3. Gucci Garden Archetypes Virtual Exhibition is a dig-
ital replica of Gucci Garden Museum in Florence. Using VR
technology, customers can explore the museum displaying
Brand’s iconic pieces, works of art and artifacts. Thanks to
the virtual exhibition customers can learn about Brand’s
heritage and its history chronicled in a unigue way.

Gucci’s digital marketing strategy, designed and im-
plemented by the CEQO Marco Bizzarri and creative direc-
tor Alessandro Michele, targets Generation Z. The term
Generation Z refers to the generation born between 1997
and 2012. According to William Strauss and Neil Howe
generational theory, they are known as Zoomers, Home-
land Generation, Plurals, iGen, New Silent Generation.
This generation actively uses tablets, VR and 3D technol-
ogies - the first truly digital native generation with digital
services and technologies being an integral part of their
existence.

Gucci’s strategy was designed with knowledge of
needs, interests and consumer habits of the young audi-
ence. For Generation Z, it’s not about owning an item, but
creating an impact with impressions, i.e. buying a digital
counterpart and sharing it on Instagram. Gucci has creat-
ed diverse digital content introducing new technologies
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