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OBJECTIVES

1. Analyze previous studies

2. FiInd companies

3. Study implementation methods

4. Make a torecast

5. To identity the most profitable implementation method
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LITERATURE REVIEW

Table 1
— _ Chart 1 smean brochure smean virtual reality
Condition Number of Pretest Post-test Difference
participants
Virtual 34 28.1% 56.5% 28.5%
Pe— fros=———sa:d
Video 34 27.9% 43.9% 16.1%
Textbook 31 25.3% 50.2% 24 9%
(Allcoat & von Muhlenen, 2018)

Chart 2 (Grudzewski, Mazurek, Awdzlej & Piotrowska, 2018)
Technolosv | | Level of Levelof  High qualityof  Level of Immersion Level of

. 4090909090909 63 ] convinience relevance imnformation  interactivity learning

(Rainoldi, Driescher, Lisnevska, Zvereva, Stavinska, Relota & Egger,2018)
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METHODOLOGY

Data collection Forecast

Sales reports @ JAGUAR
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Case study : \
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ANTICIPATED RESULTS

The confirmation of the hypothesis

Recommendations for companies

New and unigue practical knowledge
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SUMMARY

v/ Importance and pragmatism of virtual reality

v/ There are companies who already use VR for marketing

v/ Virtual reality Is a versatile technology
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