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íàÿ ñî ñòàäèè ñîçäàíèÿ ïðåäïðèÿòèÿ, êîãäà ôèíàíñîâûå ðåñóðñû ïðèíèìàþò âèä ïåð-
âè÷íîãî êàïèòàëà.
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Ðàçâèòèå òåõíîëîãèé è òåõíîëîãè÷åñêèå íîâøåñòâà è èçîáðåòåíèÿ ðàñøèðÿþò
ãðàíèöû âîçìîæíîãî. Â òàêèõ óñëîâèÿõ ñïîñîáíîñòü ìûñëèòü íåñòàíäàðòíî ïîçâîëÿåò
ðåøàòü ìíîãèå çàäà÷è ìàðêåòîëîãà (âèçóàëüíîãî âîñïðèÿòèÿ è ïîãðóæåíèÿ â íåîáõî-
äèìóþ àòìîñôåðó) ïî-äðóãîìó. Ñêîðîñòü è êà÷åñòâî ðàçâèòèÿ ñâÿçè ïîçâîëÿþò ïåðå-
ìåùàòü è ïîìåùàòü êëèåíòà â íåîáõîäèìûå óñëîâèÿ, íå çàâèñèìî îò ìåñòà åãî ôèçè÷åñ-
êîãî íàõîæäåíèÿ, åãî ñïîñîáíîñòè è æåëàíèÿ ê ïåðåìåùåíèþ. Èç-çà íîâîãî îáðàçà
æèçíè âñå áîëüøå ëþäåé ñòàíîâèòñÿ ïîêëîííèêàìè îíëàéí-ïîêóïîê. Òàêèì îáðàçîì,
âîçìîæíîñòü ïîñåòèòü òîðãîâûé öåíòð 24 ÷àñà â ñóòêè, ïðèìåðèòü è èçó÷èòü åãî
òîâàðû, ñôîðìèðîâàòü ïåðâè÷íîå îòíîøåíèå, ïîãðóçèâøèñü â âèðòóàëüíóþ ðåàëü-
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íîñòü, à ïðè íåîáõîäèìîñòè è ñîâåðøèòü ïîêóïêó íå âûõîäÿ èõ äîìà – ýòî óíèêàëüíàÿ
âîçìîæíîñòü ñîâåðøåíñòâîâàòü ïðîöåññ ïðîäàæ è óâåëè÷èòü îáúåì òîâàðîîáîðîòà.
Òåõíîëîãèè âèðòóàëüíîé ðåàëüíîñòè ìîãóò èñïîëüçîâàòüñÿ êàê îí-ëàéí ìàãàçèíàìè,
òàê è êðóïíûìè òîðãîâûìè öåíòðàìè êàê ñðåäñòâî äîïîëíèòåëüíîãî êîíòàêòà ñ êëèåí-
òîì è ôîðìèðîâàíèÿ åãî âûñîêîé ëîÿëüíîñòè.

With the fast development of technology and the newest inventions that we are
reaching day after day, nothing is impossible anymore. It is on the other hand healthy to
think out of the box and believe that our dreams will eventually come true. Who would
imagine we will be that close worldwide? That telecommunication will be that fast and that
accurate at the same time? We are able now to live in a total virtual space from home and
experience it, with true feelings, effortlessly. On the other hand, people are becoming fans of
the online shopping due to the new hectic lifestyle they are enduring and mainly for the
convenience and practicality of this new concept. Therefore, being able to visit a Shopping
Mall, try its goods and being able to buy, by a simple click, is a unique shopping experience
that every one of us would ask for, and every retailer would wish to offer to its customers
to sell more and definitely gain more.

Internet and other advanced technological developments as social medias and their
varieties have been developed quiet rapidly within the 21st and 22nd centuries. On the other
hand, Shopping Malls have received a remarkable broad attention from people due to the
most essential killing application people or customers can spend or find out on Internet as
what we call online shopping. Though many studies have been researched on identical
concepts, few involved ideas regarding the application of Virtual Reality. This study objective
is to investigate whether Virtual Reality is somehow common and is going to be applicable
on a large scale, and as a consequence would gain positive effects on customers’ behaviour,
due to their satisfaction and of course in comparison of other traditional and ordinary
Shopping Malls.

City Centre Mall is a developed prototype of Virtual Reality, which there is, in one
floor, a prototype of both 3D graphics and avatars using it as an experimental medium.
Already, many customers are paying to try this new innovation. This prototype was a test
to prove whether people, as customers, are satisfied in accordance to their convenience,
enjoyment and quality assurance for the purpose of developing Virtual Reality Shopping
Malls. Additionally, we conducted an analysis to test whether customers are pleased with
this experience or not; we took a sample of 80 reliable people from male and female between
the ages of 14 to 21 years. However, the study was done through four weekends simply
because it was the best time to collect data. The results are following: almost 70% are
satisfied, 20 % are neutral, 10 % have no additional plus.

Now, the Virtual Reality technology is somehow providing an experience to be closer
to a “Real World Shopping Centre”. Indeed, this is going to be meant for the next generation
of e-commerce, when customers and people will be equipped with a full 3D VR experiences.
Thus, this will be for the first time a knocking sales fiesta, where people can buy or shop
their goods in a Virtual Reality World. It could become one of the most popular ways to
shop online and with the rising demand of Virtual Reality devices. The data gathered by
retailers is by itself a shopping experience, a reliable record to build a good marketing
strategy, and a complete survey that can help for future orders, to be more accurate and meet
closely with customers’ expectations. It is a beneficial transaction to stakeholders.

Customers would have an idea of what an item would look like, how it feels like,
experiencing its material and if it would fit their body before they purchase it. Moreover,
this is a good way in determining fitness simply because there are many shops inside
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Shopping Malls which do not have fitting rooms, in addition to the exchange and refund
policy that is prohibited in most shops. Overall, the future of Virtual Reality looks very
bright and with this unique involvement, shopping experiences a potential revolution that
arises as part of Virtual Reality.

What is more impressive about Virtual Reality is when shoppers use the VR headsets
to watch 360 degrees runway which shows and even go behind the scenes with models. This
is an interesting ideology if it is of course applied with practical ease of proficiencies. In
another word, it can be described as an individual adventure for a shopper to be wondering
around and yet exploring every singular brand shop with a bit of signs, music and images of
the store and more. It also gives retailer flexibility in ensuring Virtual Reality experience
without having to spend money. Moreover, it can open exciting possibilities for cross sells
and upsells, as consumers walk around through a virtual store or shop rather than being
trapped on a singular page.

This article investigates and conducts the influence and the impact of a human computer
minded interaction in Virtual Reality Online Shopping Malls. It measures the effectiveness
and the efficiency of how consumers visualize items. Though it is a sophisticated approach
of interaction of primary objectives but it is the only way later on to stimulate the typical
decision of purchase. The challenges involved in Virtual Reality are only minor due to the
vast opportunities that are presented in the evaluation and the feedback of the future plan.

The focus of this article is to expose one to launch Virtual Reality to Shopping Malls
as a revolution or unique way of shopping rather than the ordinary one. Excluding the
massive benefits that would generate to disabled people and showing them all that they are
appreciated, respected and at the same time feel freedom by all means and forgetting their
real status. It is a new discovery yet to be launched and promoted taking into consideration
the new lifestyle and the new technological aspects in mind. It is considered as an advanced
field of science that Shopping Malls have to figure out, in applying and implementing
Virtual Reality, to extend their profits and to develop their businesses.

Consequently, Virtual Reality is another mean to get in touch with customers’ attitude,
behaviour and emotions fulfilling a successful involvement of not only physical presence
but to assist in spending money. This directly headed to the economic status of stakeholders
that are directly or indirectly involved with Shopping Malls. It is among the best way to
generate and to spend money that could lead to the refreshment of the economic situation of
any country and especially of Lebanon.

It is a major contributor to private consumption and has a significant impact on
investment. Furthermore Virtual Reality offers a customer service that it is still unmatched
domestically and internationally. An Approximate of 2.5 million dollars as a total budget is
invested in roads and infrastructure for every singular medium size mall. “For instance,
according to ABC Mall, the launching of the cinema, which sold almost 550,000 tickets of
the estimated one million tickets sold in Lebanon last year.”

A study conducted by Nielsen in 2016, showed the effectiveness of VR publicity.
VirtualSKY, a commercial maker, offered 360 degrees video ads and compared its impact
with flat traditional videos. The results were outstanding in favour of 360 degrees videos.
The effectiveness was 1.5 to 18 times better and people could recall the brand 8 times more
after the survey.

Shops can now double their chances in keeping a strong image of their products in the
mind of customers, reaching their deep thoughts and sharing information with others. Noting
that those results occurred with the elimination of distracting backgrounds. The interactivity
and personal involvement requested in VR make of it an unbeatable way to let each individual
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be a real operational part of the advertisement and turn the whole campaign into a more
particular and subjective one.

As human beings, people suppose we are in control of our mind and our decisions are
taken after a logical and rational thinking. However advertisements and our surrounding in
general affects our choices by reaching our feelings and emotions. Therefore, in reality our
emotions are the main drivers in any decision making process.

No one can deny the importance of Virtual Reality in the world of marketing, science,
medicine and much more. However as every new discovery it has its advantages and
disadvantages that cannot be denied (table).

Table – Pros and Cons of Virtual Reality in the world of marketing

Pros Cons 

VR redefines the concept of communication:  

People from real life and others connected to the 

internet. Relationship will be based mainly on same 

interests more than general location. 

Price:  

 

Not affordable to all social classes. 

Effective Trainings:  

Mainly in the fields that are risky like in aviation, 

medicine and law enforcement etc. 

Usability:  

Not very practical, bumping into others and in 

walls. 

Handset not user friendly to all 

Gaming:  

Taking computer graphics to an upper level and 

professionalism. 

It provides a chance to experience impossible missions 

Mental Consequences:  

Some people got addicted and they tend to leave 

the real world to escape from their depression, 

and disregard their duties in real life. 

Some others feels insignificance after it s use. 

Total deception.   

Videos:  

Play back videos as if in reality to catch back 

memories. 

Niche product:  

The ones who don’t have access to it or cannot 

afford VR are left out 

Visualization:  

You can see in 360degree just by turning your head 

and watch a full presentation 

Behavioural problems: 

Some people would show unacceptable reactions 

due to the lack of laws regarding VR. Freedom of 

doing illegal acts because of the sense of 

anonymity 

Disabled people:  

Disabled people can now experience reality and share a 

full life. 

Motion sickness:  

The VR headset showed some side effects on 

many persons mainly motion sickness, dizziness 

and headaches 

Visual tours:  

It gives a real detailed view of an existing site for the 

people who don’t have the chance to travel. 

Further development:  

VR world still lacks a lot of details and laws. 

Headset is not very practical. Scientifics are still 

working on all features 
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In order to conduct an effective selling, marketers have to understand the need of
customers and grasp the market demands. Nowadays everything is directed towards
technology and all scientific researches are done to update day by day the new discoveries
and innovations.

As human beings, we are driven by our emotions and feelings, they dictate us what to
buy, what to do and how to behave. They have a great influence on our choices and using the
new technology of Virtual Reality in some cases is just the perfect option to attract more
customers and sell more. Decisions are simply emotional, not rational neither logical. Virtual
Reality is a completely new ingenious technology that let any individual be immersed in a
whole new world. Beside the advantages of this new technology, some disadvantages can
never be easily fixed. Addictions, frauds and even the high cost will unfortunately haunt the
progress of Virtual Reality forever.

References

1. Kane Simms Decisions are emotional. The 8 emotional states that influence purchase
decisions [Electronic resource] // Guided-Selling.org. – 2016. – March 15 – Mode of access:
https://www.guided-selling.org/8-emotional-states-that-influence-purchase-decisions. – Date
of access: 20.02.2019.

2. Lubbes, E. Marketing And Virtual Reality: Studies On Effectiveness [Electronic
resource] // Revinax. – 2017. – October 26 – Mode of access: https://www.revinax.net/
studies-effective-virtual-reality-marketing. – Date of access: 20.02.2019.

3. Agrawal, A. What are the pros and cons of Virtual Reality? [Electronic resource] //
Quora. – Mode of access: https://www.quora.com/What-are-the-pros-and-cons-of-Virtual-
Reality – Date of access: 20.02.2019.

4. Kaweroa, B., Omo-Nnadiekwe, E. A Guide To Virtual Reality, How It Began, Where
It Is Going And The Pros And Cons Of Its Uses [Electronic resource] – Mode of access:
https://virtual-reality.weebly.com – Date of access: 20.02.2019.

5. Kuhuk, J. Belarusian Wargaming and Russian VRTech invest $16 million in VR
gaming company [Electronic resource] // East-West Digital News. – Mode of access: http:/
/www.ewdn.com/2018/02/06/belarusian-wargaming-and-russian-vrtech-invest-16-million-in-
vr-gaming-company – Date of access: 20.02.2019.

Öè Ïýéþé, ìàãèñòðàíò

Þ.È. Åíèí, ä.ý.í., ïðîôåññîð

 ÓÎ «Áåëîðóññêèé ãîñóäàðñòâåííûé ýêîíîìè÷åñêèé óíèâåðñèòåò»

    Ìèíñê (Áåëàðóñü)

ÐÀÇÂÈÒÈÅ  ÝÊÑÏÎÐÒÀ  ÏÐÎÄÓÊÖÈÈ
ÀÃÐÎÏÐÎÌÛØËÅÍÍÎÃÎ  ÊÎÌÏËÅÊÑÀ  ÐÅÑÏÓÁËÈÊÈ

ÁÅËÀÐÓÑÜ  Â  ÊÍÐ

 Ðåñïóáëèêà Áåëàðóñü â ïîñëåäíèå ãîäû äîñòèãëà çíà÷èòåëüíûõ ðåçóëüòàòîâ âî
âíåøíåé òîðãîâëå ïðîäóêöèåé ÀÏÊ è ïðîäîëæàåò èíòåíñèâíî îñóùåñòâëÿòü îñâîåíèå
âíåøíèõ ïðîäîâîëüñòâåííûõ ðûíêîâ. Êèòàé ÿâëÿåòñÿ îäíèì èç íàèáîëåå âàæíûõ òîð-
ãîâî-ýêîíîìè÷åñêèõ ïàðòíåðîâ Ðåñïóáëèêè Áåëàðóñü. Î ïîëîæèòåëüíîé äèíàìèêè




