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virtual reality 

本文讨论了数字技术如何与营销条件相融，改变并推动近年来所形成的沉浸营销环境

沉浸技术以视、听、动、触觉高频互动为目的实现传播，借此增加消费者触点并获得情感反应。
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第三， 

感官、观念、情绪和行为的多维度干预
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Abstract ; Big data, artificial intelligence ( AT) and the Internet of things( IOT) have spawned the emer-

gence of immersive communication. It can be delivered via virtual reality ( VR ) , augmented reality ( AR ) or
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mixed reality ( MR ) with the goal of creating high-frequency interaction of the visual , auditory , tactile and ves-
tibular senses. The rapid development of digital technologies, the comprehensive upgrading of consumption
needs and the profound changes of marketing conditions have promoted immersive marketing environment
which features consumer-centered marketing scenarios and experiences. Immersion technology is bound to
bring a new round of innovations as well as new integrations and developments of opportunities in the field of
marketing and communication. In this paper,we discussed how changes in digital technologies and marketing
conditions have converged to promoteflimmersive marketing environmentthat has been unfolding in recent
years. We also reviewed the research findings and #he theories about the impact of immersive technologies in
advertising and marketing. Suggestions for future research in this area were offered at the end.

Key Words : Immersive Marketing ; Immersive Communication ; Immersive Experience ; Immersive Tech-

nology ; Immersive Media
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