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The purpose of the scientific paper is to determine the potential impact of virtual / augmented reality (VR / AR)
technologies on the formation of fashion trends and the development of other activities of the fashion industry; to analyze the
role of VR / AR technologies as trend generators and trend accelerators of the fashion market and determine the mechanisms
of their influence on the generation of innovative design solutions. The research methods are based on a system approach
to determining the impact of VR / AR technologies on the fashion industry development; a historiographic analysis of the
dynamics of the development of VR and AR technologies showed that they are being actively implemented at all stages of
the life cycle of a fashion product; research into the prospects for the application of these technologies and the results of
their impact on the fashion industry has been made with reference to the “impact points” of technologies for each stage. The
scientific novelty is to determine the mechanisms of VR / AR technology impact on all stages of the fashion product life
cycle. The concepts of “trend generator” and “trend accelerator” of fashion were formulated. It is shown that trends of fashion
are not born under the influence of VR / AR technologies, but by association with the characteristic images for which these
technologies are the media environment. That is, the VR / AR technologies are not trend generators, but the trend accelerators
of fashion, technological trends in the fashion market, and carriers of images that have trend-forming fashion potential.
Conclusions. It was found that the VR/AR technologies become trends in the technological development of the fashion
industry. Using the influence of powerful machine intelligence on the mind and creativity of a person can yield fruitful results
in the absence of suppressing the imagination of the author — the generator of ideas. The feasibility of engaging the VR / AR
technologies at the design stage of design artifacts is to extend boundaries of generating imaginative ideas. Since the AR
technology creates the conditions for the generation of innovative images of fashion objects, and the generation of images,
in turn, creates conditions for the emergence of fashion trends, it was concluded that the AR technology can be attributed to
potential trend accelerators.
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Introduction

The modern fashion industry under the influence of the transience of its trends and high technologies is more
than ever subject to the unspoken rule, which has become a survival factor for the fashion business: “Be on the
wave of innovation or disappear”. New technologies, such as virtual and augmented reality, demonstrate a high
potential to influence the development of the fashion industry. In the conditions of total digitalization of business
operations and domestic procedures in the field of design, a number of questions arise: Will technology advances
improve the search for innovative design solutions, what trends will the digital revolution bring and can they
radically change the fashion of the future? On these issues, an actual problem is being formed — the analysis of
the potential, mechanisms and factors influencing the technologies of virtual / augmented reality (VR / AR) on the
formation of fashion trends and other activities in the fashion market. The solution to this problem will help find
ways of sustainable development of the 21st century fashion industry.

Today, there are a large number of publications on the impact of digitalization achievements, including the
technology of virtual and augmented reality on the future of the fashion industry.

The virtual reality (VR) is a model of the world created by technical means, which is presented to a person
through his/her senses with an imitation of actions and reactions to actions, and which blocks communication with
the real world. The augmented reality (AR) is a model of the world created by technical means with the display
of the real situation in a real environment with the addition of virtual components and sensory influences without
blocking communication with the real world (Skrynnikova, 2017).
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Analysis of the dynamics of the development of VR and AR technologies in society and in the fashion industry
relegates the beginning of virtual reality as special technology to the 50s, and the technology of augmented
reality — to the 90s of the twentieth century. As a mass industry, the VR / AR arose in 2016, when virtual reality
glasses for ordinary users went on sale (Skrynnikova, 2017).

In the fashion industry, the VR and AR applications were first associated with virtual fitting rooms, so that
people could “test” newfangled trends at home, and with demonstrations on the websites of fashion week events.
Now virtual and augmented reality represent a powerful digital platform for retail intensification. Brands put into
operation virtual fitting rooms and “magic mirrors”, which allow to try on a virtual model on the real image of
the buyer, as well as organize virtual demonstrations from the podium. As part of a comprehensive study of the
state of the fashion industry in 2018, it became clear that leading innovators in the reporting period in the search
for new ways to generate values demonstrate the capabilities of artificial intelligence (Al) in all links of the chain
of creation, implementation and maintenance of the fashion product. Among the main trends of 2019 are the
acceleration of the launch of new fashion products to the market, the increase in the digital presence in the fashion
business processes by mastering the digital services and analytics platform, the convergence of art and science
based on merchandising, and improvements in marketing forecasts. For companies, the issue of how to quickly
join the online retail platform is becoming increasingly relevant (The state of fashion 2019, 2018).

As there is a massive installation of the VR / AR technologies throughout the world in various fields of
activity, it is believed that their role in the progress of society is to move human communications to the next level,
which is capable to change the lifestyle radically. In the second decade of the century, the AR and VR technologies
became the basis for electronic fashion commerce. Development companies of digital transaction platform are
already providing solutions for using virtual reality elements in retail. The use of VR technology opens up new
opportunities for demonstrations at fashion weeks. The unique film in the technology of virtual reality ‘“Mirror
to the Soul” and from the 31st season of Mercedes-Benz Fashion Week Russia has been awarded at the Virtual
Reality Festival (Zhuravleva, 2015) in the category “The Best VR Travel Film or Experience”.

In Ukraine, there are also trends in convergence of high-tech and fashion technologies. In the fall 0of 2018, the
Ukrainian Fashion Week team presented the Fashion Experiment project. SkyWell Software created an integral
visual and ideological concept from the models of Ukrainian designers in rder to present designer clothes in New
York and Tokyo (VR showcase for Ukrainian Fashion Week, 2018).

An analysis of the examples discussed above in conjunction with materials from publications, exhibitions,
with numerous digests, descriptions of specific implementations of technologies, reports, presentations at TED
conferences (technology, entertainment, design) (Milk, 2016) gives reason to conclude that the VR, AR and Al
technologies are actively being introduced by leading fashion companies at all stages of the life cycle of a fashion
product.

There are significantly fewer reports on the use of technology to activate the search for innovative design
solutions. It is impossible to find materials describing the mechanisms of the stimulating influence of VR, AR
and Al elements on the creative generation of innovative design solutions. The smallest number of reports falls
on a phased analysis of the role of technology of additional reality in the processes of artistic design of modern
clothing models. But there are already offers for services of virtual three-dimensional modeling based on two-
dimensional model developments, which can replace the production of models in the material. There are examples
of demonstrations of completely virtual collections, models of which exist only in virtual space (Zhuravleva,
2015; Berg et. al., 2018).

Materials that reveal the capabilities of technology to improve the design / implementation of a fashion
product are primarily descriptive. The publications do not contain descriptions of the features of transferring real
models into virtual three-dimensional space, preparing virtual design artifacts in 3D printing; practically, they do
not analyze the features of virtual design using avatars, as well as issues of convergence of related specializations
and the expansion of design competencies under the influence of automation.

A separate topical, still poorly studied, problem is the analysis of the potential impact of the VR / AR
technologies on the formation of trends in a wide range of fashion industry phenomena — from fashion trends with
features of mass production of “fast fashion” models, trends in targeted design technology and retail of fashion
products.

The purpose of the article

The research purpose is to determine the potential impact of the VR / AR technologies on the formation
of fashion trends and the development of other activities of the fashion industry. To achieve this purpose, it is
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advisable to analyze the dynamics of the development of VR / AR technologies in society and in the fashion
industry, and use the results of the analysis to assess the level of adoption of these technologies by leading
global brands. Further, based on the system analysis, it is necessary to determine the structure of the trend-
forming potential of VR / AR technologies and characterize the mechanisms of their influence in the projection
on the spectrum of the fashion industry, including the formation of fashion trends. In order to determine the
impact potential of VR / AR fashion trends, it is necessary to conduct a comparative analysis of the mechanisms
of their influence on the generation of innovative design solutions with the traditional factors of the formation
of carrier elements of fashion trends.

Presentation of the main material

The transfer of traditional methods of artistic projecting of design artifacts to a virtual digital 3D
environment with support for automation systems of the technological chain of operations, applied cloud
services, reference libraries of material parameters will require a significant revision of the algorithms for
constructing design solutions.

As the analysis of relevant materials shows, virtual reality is a product created by machine intelligence,
with the perception of which the real situation is replaced by a virtual model. The augmented reality is formed
as a result of the synthesis of the perception of reality with a digital model, which complements this reality.

In the course of analysis, the task arises to determine the nature and mechanism of influence of technologies
on the formation of trends in the fashion industry. Can technology, in particular, advanced technology, play the
role of a generator or accelerator of trends formation? Can it become a trend in certain areas of development
of the fashion industry?

The nature of the impact can be differentiated into the following categories:

the VR / AR technologies (or one of them) in a certain direction of the fashion business are:

- trends;

- trend accelerators;

- trend generators.

If a trend is understood as the main characteristics of the development of a process that prevail in a specific
period of time, in this scientific paper a trend accelerator is the ability of a factor to accelerate the development
of a trend, and a trend generator is the ability of a factor to induce trends.

The analysis of the prospects for the application of these technologies and the results of their influence on
the fashion industry should be extended to all stages of the life cycle of a fashion product: from the generation
of design solutions to the materialization of models, the production and sale of products to the final consumer
(in some cases, with subsequent support in operation).

The life cycle of a design product can be represented as composed of four stages: design, production, sale
(retail), as well as the stage of support in operation. Analysis of the potential impact of VR / AR technologies
on each of the stages of the life cycle of a fashion product is advisable to associate with the “points of impact”
of technologies on the stage.

The design stage is charged with the reproduction of fashion trend carrier elements in fashion products,
so an analysis of the impact of VR / AR technologies on this stage allows us to understand whether they
are trends, trend accelerators or trend generators of fashion trends. From the perspective of the influence of
VR / AR technologies, it is advisable to present the design stage in the form of a sequence of 3 stages — the
pre-design stage, the construction stage of design solutions and the stage of their modeling, and analyze them
separately.

After identifying a social order — a signal for the presence of a need for a particular fashion product, the
designer generates an initial generalized idea of its image, which is a prerequisite for the start of the project,
that is, for the launch of the pre-project stage. The pre-design stage is characterized by the requirements for
awareness of the feasibility of developing a new product and is accompanied by marketing and social research
with the definition of the target group of consumers, the prediction of their expectations and the extent to
which the expectations correspond to fashion trends, with an assessment of the optimal batch volume of
products. Based on the research results, the generalized image of the product adapts to the requirements of
consumers and harmonizes with fashion trends. Thus, at the pre-design stage, the theme and conception of the
design project is formed and substantiated.

An important result of the pre-design research is to determine the relevance of the project in the context
of market requirements, clarify the client base and the requirements of a “social order” to create a fashion
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product with certain characteristics regarding fashion trends. These findings are implemented with the
involvement of innovative methods and means of collecting, processing and analyzing “big data”. At the
present stage of processing large arrays of unstructured information the analysis is carried out on the basis of
the “data mining” technology, which organically combines formalized, statistical and heuristic methods of
analysis. One of the areas of data mining is the visualization technology, in which the VR / AR methods and
techniques are actively used. From this point of view, VR / AR can relate to technological trends at the stage
of pre-design research.

However, this technological trend does not affect the formation of fashion trends. It is usual to study future
trends in fashion design using materials of trend setting agencies, analyze them using materials of coolhunters
who are looking for “trends” that spontaneously originate in the atmosphere of the streets, and new trends
can be identified by analyzing the creativity of new generation designers. Since the younger generation of
designers has a heightened sense of fashion, their work is of particular interest, as it is presented in numerous
sources and also presented by fashion show centers (Gallery, 2018; MBFWRussia Fashion Series, 2018).

Effective support of the process of operation with “big data” can be modeling in the virtual space VR /
AR “street fashion” or characteristic plots from currently popular films, fashion shows, game situations from
the repertoire of computer games. The role of VR / AR at the stage of pre-design research is to visualize
the positive experience of using design solutions based on youth subcultures, the public trend “DIY”
(Do it yourself), the use of the latest materials and technologies in composite solutions of design objects. The
influence of VR / AR technologies at the pre-design stage of the projecting phase can be designated as the
first “impact point”.

At the stage of construction of design solutions, a detailed elaboration of the project idea takes place with
the search for design solutions and their visualization in the form of a two-dimensional sketch. The search for
innovative design solutions is usually influenced by at least two primary sources: one of them is the carrier
of fashion trends, the prototype of the product, and the other is the creative primary source for transferring
its characteristic features and providing the created solution with novelty of perception. An important result
of this stage in terms of the impact of technology on the development of trends is the visualization of images
of design solutions with their transfer from the space of ideas in the mind of the author to a two-dimensional
sketch. The second “point of impact” of VR / AR technologieson the formation of innovative design solutions
is at the stage of constructing design solutions at the design stage.

At the modeling phase of the design stage, design solutions are embedded in the finished image of
a modern clothing product and its three-dimensional materialization in the form of a model from a real
material of the product or visualization in the form of a virtual 3D model takes place. The visualization
capabilities of design solutions in the form of a virtual 3D model form the third point of VR / AR impact on
the design process.

The analysis of the emergence of trends based on materials from various sources, as well as from the
perspective of “impact points” at the pre-design stage and the stages of construction and modeling of design
solutions suggests that technologies, even advanced ones, do not have trend-forming potential in the context
of fashion trends, but they can play the role of technological trends. That is, at the phases of the design stage,
VR /AR are not trend generators of fashion. They can be technological trends in the context of the techniques
of visualization, modeling and materialization of design solutions.

Fashion trends originate not under the influence of the technologies themselves, but of characteristic
images for which technologies can be a media environment. That is, the VR / AR technologies are not trend
generators of fashion trends, but carriers of images that have trend-forming potential and generators.

An example is the “mosaic” trend in graphics, which arose under the influence of images distorted by
the quantization noises of portraits of human faces. In the process of low-rate digitalization of images in
areas with a smooth transition of brightness, “false contours” arise, which in some scenes is perceived as
a grotesque transformation of the surface into a mosaic structure. This side “digital” artifact is used in graphics
as a technique for enhancing the image expressiveness.

The second example is the influence of the youth movement (subculture) “cosplay” on the trends in
the youth costume. The “Cosplay” subculture is a theatrical costume and role-playing representation of the
images materialization of the heroes of comics and computer games, which is characterized by the most
complete reconstruction of the images of comic book characters, anime or computer games in the costume
and image of a representative of the subculture — a cosplayer. The appearance of mass production of attributes
and cosplay costumes indicates the emergence of a fashion trend not under the influence of the augmented
reality technology, but under the influence of cosplayers. The brutal “ears” on hats and hoods, “tails” on
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jackets and coats, shoulder belts, leather belts, shoulder pads of unusual shape and metal inlays on gloves are
manifestations of the influence of cosplayers on the design of modern clothes.

Another example of the formation of trends in the reconstructive-compilation direction in a youth costume
is the tendency to reproduce in the models the characteristic features of the images of the virtual world characters
of computer games. The development of three-dimensional visualization and animation programs created
a technological platform, and the ideas of augmented reality — the plot direction for computer games. Visual
effects, unlimited possibilities of modifying images in terms of augmented reality, colorful scenes and the
fascinating narrative of computer games gave fashion designers a chance to distance themselves from existing
fashion products. The origin of the “cyberpunk” style is not based on the technology of augmented reality, but
on the impression from the images of the characters of the computer saga generated by the environment of
augmented reality.

A great influence on the formation of youth fashion have iconic typed image figures, the carriers of which
are technologies of show business, cinema, television, advertising. The technology of augmented reality has
the greatest potential for generating cult typed image figures of heroes of fairy-tale and quasi-realistic stories.

Since the search for innovative design solutions is carried out under the impression of real prototypes
from the fashion world, the use of AR technology is effective at this stage. The mechanism of influence of AR
technology on the design process can be interpreted as follows. As a result of the synthesis of the image of
a real prototype with a digital model of the virtual source, the creative potential of innovativeness is generated.
Impressed by the transformation of the image of a real prototype in a virtual augmented space, the author’s
consciousness is changing. A change in consciousness may be emergent. The qualitatively new state of
consciousness of the individual consists in the transition from the passive perception of the environment to
the active generation of the media environment in which innovative images of fashion objects spontaneously
originate. Since the generation of images creates the conditions for the emergence of fashion trends, the AR
technology can be attributed to potential trend accelerators.

In order to implement creative innovative potential in the augmented reality space, it is necessary to create
an informative, powerful, naturally harmonious and unobtrusive layer of digital information over the real world.
Instead of blocking (as in virtual reality) or distorting (as in mixed reality) the reality of the individual, to
achieve the emergence of the state of consciousness, metadata must be presented that are capable to harmonize
with the real world and not suppress the sense of reality.

If these data purposefully add something useful to the synthesized model of the situation (for example, they
recreate the images of a particular trend in the stage of generation), consciousness will be able to effectively
generate innovative images of fashion objects that can stimulate the development of this trend.

The augmentation of reality contributes to the expansion of the boundaries of fantasy and the removal
of professional inertia of thinking in the process of generating creative design solutions. The feasibility of
engaging the VR / AR technologies at the design stage of design artifacts is to extend boundaries of generating
imaginative ideas. Using the possibilities of influence of powerful machine intelligence on the mind and
creativity of a person can yield fruitful results in the absence of suppressing the imagination of the author — the
generator of ideas.

The third “point of impact” of VR / AR technologies on the life cycle of fashion products arises in the
process of materializing fashion objects with the latest tools, in particular, using 3D printers. The fourth “point
of impact” can be associated with the processes of improving the technology of manufacturing products and
improving the methodology of project management at the experimental and working stages of production.
The following “points of impact” of VR / AR technologies are related to product promotion on the market
based on information and visual devices of marketing, merchandising and retail, with the formation of
positive user experience and product support in operation. At these stages, VR / AR technology plays the
role of technological trends. The trend of the fashion industry is also the use of VR / AR technologies for
product model presentations and demonstrations at a geographic distance from the creative studio in the form
of a “virtual podium”. “Telepresence” systems allow us to create virtual meetings and consultations, remote
group work on the development of clothing collections and evaluate the results of work in the form of a virtual
podium or fitting room. The use of modern audiovisual systems for displaying information about products in
the “augmented reality” mode opens up broad prospects for another “point of introduction” of the impact of
VR / AR technologies in the direction of individualization and targeting of design. In order to implement this type
of systems, tools and techniques are used on the technological platform of augmented reality with the addition of
specialized information panels that are connected to databases on products, services and advertising and which
include tools for measuring parameters of a human figure, as well as tools for image processing and recognition.
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The fact that VR / AR technologies have become technological trends in the fashion industry it is confirmed
by the desire of innovative companies to create a chain of services using virtualization and an increase in the real
situation that supports the entire life cycle of a fashion product. Modern solutions for the entire life cycle of the
fashion business using VR / AR and Al technologies are offered by Gerber Technology and Avametric, which
decided to combine resources and technological developments in order to achieve the task. These companies
have entered into a cooperation agreement for the provision of 3D solutions that cover the entire value chain
of the development of fashion products. While Gerber has solutions focused on the design and production of
garments throughout the model’s life cycle, Avametric already offers virtual reality programs for consumers that
have aroused interest in some of the world’s leading fashion brands. Collectively, these two companies are the
only supplier of an integrated end-to-end three-dimensional platform that seamlessly integrates with the popular
Gerber AccuMark 2D design product (Technology, 2018; Solution for the fashion business life cycle, 2018).

The scientific novelty is to determine the mechanisms of VR / AR technology impact on all stages of the
fashion product life cycle. The nature of the impact of VR / AR technology on the formation of fashion trends
differentiated by categories of generation and acceleration of fashion trends. The concepts of trend generators
and trend accelerators of the fashion market have been introduced and characterized. It was found that at the
stage of design of fashion products, in order to increase the efficiency of generating innovative design solutions,
it is more efficient to use the AR technology. One of the new results of the analysis of the mechanisms of
digitalization impact on fashion design is the establishment of the fact that fashion trends do not originate
under the influence of the digital (in this case, VR / AR) technologies, but as associations with the characteristic
images for which these technologies are the media environment. It is validated that the VR / AR technologies
are not trend generators, but the trend accelerators of fashion, technological trends in the fashion market, and
carriers of images that have trend-forming fashion potential.

Conclusions

In the context of informatization, the transfer of traditional methods of artistic projecting of design artifacts
into a virtual digital 3D environment will require a revision of the algorithms for constructing design solutions
and mastering the latest methods of extracting, processing and reproducing information. The technologies
of virtual and augmented reality open up new possibilities of projecting design using the synthesis of the
achievements of science, technology and art in both traditional and new directions of creativity. The development
of three-dimensional visualization and animation programs created a technological platform at which AR / VR
technologies have reached a new level of development, at which they can be viewed as a new direction of art
in the origin stage.

In the course of the study, the potential impact of VR / AR technologies on the formation of fashion trends
and development trends in other areas of the fashion industry has been described. Answers to questions are
formulated whether technology, in particular, advanced, can play the role of a generator or an accelerator of the
formation of trends, can it itself become a trend in certain directions of the development of the fashion industry.

Based on the results of the analysis of the dynamics of the development of VR and AR technologies, it was
found that VR / AR technologies (or one of them) can be trends in the technological areas of the fashion industry
and trend accelerators in the directions of the formation of fashion trends. An analysis of the prospects for the
application of these technologies and the results of their influence on the fashion industry, carried out for each
of the stages of the life cycle of the fashion product with reference to the “impact points” of technology on the
stage, showed that technologies, even advanced ones, do not possess trend-forming potential in the context of
fashion trends. Trends originate not under the influence of the technologies themselves, but under the influence
of characteristic images for which technologies are the media environment. That is, the VR / AR technologies
are not trend generators, but generators and carriers of images that have a trend-forming potential in the context
of fashion trends. The augmentation of reality contributes to the expansion of the boundaries of fantasy and the
removal of professional inertia of thinking in the process of generating creative design solutions. The feasibility
of'engaging the VR / AR technologies at the design stage of design artifacts is to extend boundaries of generating
imaginative ideas. Using the influence of powerful machine intelligence on the mind and creativity of a person
can yield fruitful results in the absence of suppressing the imagination of the author — the generator of ideas.

Further research should be directed to detailing the chain of services supporting the full life cycle of
a fashion product in a virtual space with 3D modeling of design artifacts.

194



JTN3AWMH
ISSN 2410-1176 (Print) « Bicank KHYKiM. Cepisti: MucrtenrsoznaBctso. Bur. 40 ¢ ISSN 2616-4183 (Online)

References

Berg, A., Heyn, M., Hunter, E., R6lkens, F., Simon, P. and Yankelevich, H. (2018). Measuring the fashion world. McKinsey
& Company. [online]. Available at: <https://www.mckinsey.com/industries/retail/ our-insights/measuring-the-fashion-
world> [Accessed 17.03.2019].

Gallery. (2018). Mercedes-Benz Fashion Week Australia. [online]. Available at: < http://mbfashionweek.com/gallery>
[Accessed 17.03.2019].

MBFWRussia Fashion Series. (2018). Mercedes-Benz Fashion Week Russia. [online]. Available at: <http://
mercedesbenzfashionweek.ru/designers> [Accessed 17.03.2019].

Milk, Ch. (2016). The birth of virtual reality as an art form. 7ED. [online]. Available at: <https://www.ted.com/talks/
chris_milk the birth of virtual reality as an art form> [Accessed 17.03.2019].

Skrynnikova, A. (2017). Vse, chto nuzhno znat pro VR/AR-tekhnologii [Everything you need to know about VR / AR
technology]. Rusbase. [online]. Available at: <https://rb.ru/ story/vsyo-o-vr-ar/> [Accessed 10.03.2019].

Solution for the fashion business life cycle. (2018). Gerber Technology. [online]. Available at: <https://www.
gerbertechnology. com/fashion-apparel> [Accessed 17.03.2019].

Technology. (2018). Avametric. [online]. Available at: <https://www.avametric.com/technology> [Accessed 10.03.2019].
The state of fashion 2019: A year for awakening. (2018). McKinsey & Company. [online]. Available at: <https://www.
mckinsey.com/industries/retail/our-insights/the-state-of-fashion-2019-a-year-of-awakening (Accessed 17.03.2019).

VR showcase for Ukrainian Fashion Week. (2018). Skywell Sofiware. [online]. Available at: <https://skywell.software/
portfolio/vr-showcase-for-ukrainian-fashion-week/(Accessed: 17.03.2019].

Zhuravleva, N. (2015). Novye vozmozhnosti: VR-tekhnologii na Nedele mody Mercedes-Benz v Moskve [New features:
VR technology at the Mercedes-Benz Fashion Week in Moscow]. New Retail. [online]. Available at: <https://new-retail.
ru/tehnologii/novye vozmozhnosti vr tekhnologii na nedele mody mercedes benz v. moskve 8312/> [Accessed
10.03.2019].

Cnucok BUKOPUCTAHUX JZKepeJI

1. XKypasnesa H. HoBrie Bo3mokaoCcTH: VR-Texnonornm Ha Henmene moner Mercedes-Benz B Mockse. New Retai :
[cafiT]. 2015. URL: https://new-retail.ru/tehnologii/novye vozmozhnosti vr tekhnologii na nedele mody mercedes
benz v_moskve 8312/ (Accessed: 10.03.2019).

2. CkpeinHukoBa A. Bcee, uto HyxHO 3Hath Ipo VR/AR-Texnonorun. Rusbase : [caiit]. 2017. URL: https://rb.ru/
story/vsyo-o-vr-ar/ (Accessed: 10.03.2019).

3. Gallery. Mercedes-Benz Fashion Week Australia : [site]. 2018. URL: http://mbfashionweek.com/gallery
(Accessed: 17.03.2019).

4. MBFWRussia Fashion Series. Mercedes-Benz Fashion Week Russia : [site]. 2018. URL: http:/
mercedesbenzfashionweek.ru/designers (Accessed: 17.03.2019).

5. Measuring the fashion world / Achim Berg, Miriam Heyn, Elizabeth Hunter, Felix Rolkens, Patrick Simon,
Hannah Yankelevich. McKinsey & Company : [site]. 2018. URL: https://www.mckinsey.com/industries/retail/ our-
insights/measuring-the-fashion-world (Accessed: 17.03.2019).

6. Milk Ch. The birth of virtual reality as an art form. TED : [site]. 2016. URL: https://www.ted.com/talks/chris_
milk the birth of virtual reality as an art form (Accessed: 17.03.2019).

7. Solution for the fashion business life cycle. Gerber Technology : [site]. 2018. URL: https://www.gerbertechnology.
com/fashion-apparel (Accessed: 17.03.2019).

8. Technology. Avametric : [site]. 2018. URL: https://www.avametric.com/technology (Accessed: 10.03.2019).
Measuring the fashion world. McKinsey&Co : [site]. 2019. URL: https://www.mckinsey.com/industries/retail/our-
insights/measuring-the-fashion-world. (Accessed: 17.03.2019).

9. The state of fashion 2019: A year for awakening. McKinsey & Company : [site]. 2018. URL: https://www.
mckinsey.com/industries/retail/our-insights/the-state-of-fashion-2019-a-year-of-awakening (Accessed: 17.03.2019).

10. VR showcase for Ukrainian Fashion Week. Skywell Sofiware : [site]. 2018. URL: https://skywell.software/
portfolio/vr-showcase-for-ukrainian-fashion-week/(Accessed: 17.03.2019).

The article was received in editors office: 28.03.2019

195



JIN3AWMH
ISSN 2410-1176 (Print) « Bicank KHYKiM. Cepisti: MucrtenrsoznaBctso. Bur. 40 ¢ ISSN 2616-4183 (Online)

AYI'MEHTALIA PEAJIBHOCTI | I'apna6xanse Ipuna AnaromiiBHa
SK ®AKTOP 3APO/ICKEHHSA TPEHIIB | Joyenm, Kuiscokuii nayionanshuii ynisepcumem
B ®EINH-THAYCTPII | xyomypu i mucmeyme, Kuis, Yxpaina

Mera poOOTH — BU3HAYMTH MOTEHIIAN BIUIMBY TEXHOJIOTIH BipTyasnbHoi/ayrmeHToBaHOi peanbHOCTi (VR/AR) Ha
(hopMyBaHHS TEH/ICHIii1 MOJIM 1 PO3BUTOK 1HIIIMX HAMPSIMIB JISUTLHOCTI (DeIIH-1HAYCTPIl; TpOaHai3yBaTh POJIi TEXHOJIOTIH
VR/AR sk TpeHA-TeHEpaToOpiB Ta TPEHI-aKceneparopiB (emrH-puHKy Ta BHU3HAYUTH MEXaHI3MU IXHBOTO BIUIMBY Ha
TCHEpAIlif0 IHHOBAIlIHHUX AN3alHEPCHKUX PillIeHb. METOMOOTIS TOCTiHKEHHS IPYHTYEThCS HAa CHCTEMHOMY MAXOI 10
BH3HAYCHHS BIUTHBY TexHomoriii VR/AR Ha po3BuTOoK (hemH-iHIyCTpil; icTopiorpadidanii aHai3 AMHAMIKHA PO3BUTKY
texHousoriii VR 1 AR 3acBiguuB, 110 BOHM aKTHBHO BIIPOBA/UKYIOTHCSI B YCI €TaNM SKUTTEBOTO IMKITY (DEHIH-IPOIYKTY;
JIOCITIJPKEHHS TIEPCIIEKTUB 3aCTOCYBAaHHS IIMX TEXHOJIOT1H Ta pe3y/bTariB IXHBOTO BIUIMBY Ha (DElIH-1HAYCTPit0 BUKOHAHO
i3 IPUB’A3KOI0 «TOYOK BIUIMBY» TEXHOJOTIH JI0 KOXKHOTO erary. HaykoBa HOBM3HA Moisirae y BU3HAUYCHHI MEXaHI3MIB
BBy VR/AR TexHomoriii Ha BCi eramu >KUTTEBOTO HMKIY (emH-npoaykry. ChopMylibOBaHO MOHSATTS «TPEHI-
TEHEPaTOp» 1 «TPEHI-aKCeIepaTop» MOIH. 3’ ICOBaHO, IO TPEHIM MOIHN 3apOKYIOTHCS HE IiJ] BIUIMBOM camux VR/AR
TEXHOJIOTIH, a sIK acomiallii 3 XapaKTepHUMH 00pa3aMu, IS SIKUX I1i TEXHOJIOTI] € MemiacepenoBuieM. ToOTO TEXHOIOTIi
VR/AR € He TpeHA-TeHepaTopamMy, a TPEHI-aKCceIepaTopaMy MOJIH, TEXHOJIOTIYHUMH TPEHIaMH (eIH-PUHKY Ta HOCISIMH
00pa3iB, sIKi MalOTh TPCHIYTBOPIOIOUMIT OTeHIal Moau. BucHoBKH. JloBeneHo, mo TexHomorii VR/AR cramu TpeHnamu
PO3BUTKY TEXHOJIOTIUYHMX HampsMiB  (emrH-inaycTpii. BUKOpUCTaHHS BIUIMBY MOTY)KHOTO MAIIMHHOTO IHTEJIEKTY
Ha PO3yM 1 KpEaTWBHICTh JIOAMHM MOXKE AT TUIAHI pe3ysibTaTH 3a YMOB BIJICYTHOCTI NPUIYIICHHS ySBU aBTOpa —
rereparopa igei. JomniipHicTs 3anydeHHs VR/AR Ha erami npoekTyBaHHs Au3aiH-apTe(aKTiB MOJSIrae B PO3IIMPEHHI
rpaHeil reHepanii oOpa3aux imeil. Ockinbku TexHomoriss AR cTBOproe yMOBH reHeparii iHHOBaIifHIX 00pa3iB (emrH-
00’€eKTiB, a TeHepaIllis 00pa3iB, CBOEIO YEPror0, CTBOPIOE YMOBH JUII BUHUKHEHHS (DEITH-TPEHIB, 3p00ICHI BHCHOBOK,
mo texHouorist AR Moxe OyTH 3apaxoBaHa 10 MOTEHLIIHUX TPEH/I-aKCeIepaTopiB.

Kniouosi crosa: BipTyanbHa peajibHICTh; ayrMEHTOBaHA PEANbHICTb; TEHJCHIT MOJM; TOYKH BILUIMBY; TPCHI-
reHeparop; TpeHI-aKceleparop.

AYI'MEHTAIUSA PEAJIBHOCTMU | T'apnabxanse Upuxa AHatoibeBHA
KAK ®AKTOP 3APOXIAEHUS TPEHIAOB | Joyenm, Kuesckuii nayuonansuwiii yrusepcumem
B ®OIIH-UHAYCTPUMN | xyromyper u uckycems, Kues, Ykpauna

Llens pa®oThl — ONpenenuTh NOTEHIMAT BIMSHHUS TEXHOJOTHH BUPTYaJbHOM/ayrMEHTHPOBAHHOW pEaJbHOCTH
(VR/AR) Ha QopmupoBaHue TEHISHIUI MOIBI M Pa3BUTHE JAPYTUX HAIPaBICHUN JEATEIBHOCTH (DIIIH-WHIYCTPUH;
MpoaHaTU3upoBaTh ponu TexHomormii VR/AR Kkak TpeHHa-TeHepaTopoB W TPEHI-aKCeNnepaTtopoB  (HAIIH-pBIHKA
U ONpENEeNUTh MEXaHW3Mbl UX BIMSHHSA HA TEHEPAlUI0 WHHOBAIMOHHBIX IU3ailHEPCKUX peleHuid. Meromonorus
HCCIIEJOBAaHNSI OCHOBAaHA Ha CHCTEMHOM IIOJXO/IE K OIpPEAENIEeHHI0 BIUsHUs TexHonorunii VR/AR Ha pasButue (omin-
WHIyCTPUH; UCTOpHOTpadUUecKuil aHaIM3 TUHAMHUKH pa3BuTHA TexHoiornid VR u AR 3acBuzerenbcTBOBall, YTO OHU
AKTHBHO BHEJPSIOTCS BO BCE ATAIIBI )KU3HEHHOTO LIUKJIA (IIIH-TIPOIYKTA; UCCIICIOBAHHUE TIEPCIIEKTHB IPUMEHEHUS STHX
TEXHOJIOTHI U Pe3yJIbTaTOB MX BIMSHUS Ha (DIIIH-UH/YCTPHUIO IIPOBEJICHO C MTPUBSI3KOH «TOUEK BO3ACHCTBHUS TEXHOIOTHIA
K KaxJoMy dtany. Hay4Hasi HOBU3HA 3aKJIIOYaeTCsl B ONpe/eieHn MexaHu3MoB BimsiHus VR/AR Texnosnoruii Ha Bce
9TaIbl )KU3HEHHOTO IHKIA (PmH-npoaykTa. ChopMyInpoBaHbl HOHITHS «TPEHI-TEHEPATOP» U «TPEHJI-AKCEIepaTop»
Mobl. BBISICHEHO, UTO TPEHBI MOABI 3aPOXKIAIOTCS HE IO BIMsHUEM caMblXx VR/AR TexHonoruii, a kak acconuanun
C XapakTepHBIMH 00pa3aMu, JUIsl KOTOPBIX 3TH TEXHOJOTHH SBISIIOTCA Menuacpenoi. To ects texnomormn VR/AR
SIBISIETCSl HE TPEH/-TeHEepaTopaMM, a TPEHJ-aKCeJIepaTropaMHu MOJIbI, TEXHOJIOTHYECKUMH TpEeHIaMHu (AIIH-phIHKA
Y HOCHUTEIISIMH 00pa30B, KOTOpbIE UMEIOT TPEHI-00pa3yronuii moreHnuan Moabl. BeiBonsl. [TokazaHo, 4To TeXHOIOTHN
VR/AR cranu TpeHaamu pa3BUTHs TEXHOJOIMYECKUX HampaBieHHH (AUIH-MHAycTpud. Vcnonb3oBaHUE BIUSHHS
MOIIIHOTO MAIIMHHOTO WHTENJIEKTa Ha yM M KpPEaTUBHOCTh YEJIOBEKAa CIOCOOHO JaTh IUIOAOTBOPHBIC PE3YIbTaThl
B YCJIOBHAX OTCYTCTBHUS TIOIABJICHHUsI BOOOpaXXEHHs aBTOpa — TeHeparopa uaei. llemecooOpa3HOCTh IMpUBIEUCHHS
VR/AR Ha 3Tane npoeKTupoBaHust An3aiiH-apTe(hakToB 3aKII09ACTCs B PACIIMPEHUH TpaHeH reHepauy 00pasHbIX HICH.
[ockonbky TexHonmorust AR cosmaer ycioBus reHeparii MHHOBAIMOHHBIX 00pa3oB ()AIIH-OOBEKTOB, a 3TH 00pasbl,
B CBOIO OYepe/ib, CO3/IA0T ITOTEHIINAII JUIsi BOSHUKHOBEHHMS (DIIIH-TPEH/I0B, CAEIaH BBIBOJ, YTO TeXHoJorust AR moxer
OBITh OTHECEHA K MOTEHIMAILHBIM TPEH/I-aKCeIepaTopaM.

Kniouesvie cnosa: BUpTyasibHas peaibHOCTh; ayTMEHTHPOBAHHAS PEabHOCTh; TCHACHIIUN MOJIbI; TOUKH BO3ACHCTBHS;
TPEHJI-TEHEePaTOp; TPEHI-aKCEIepaTop.
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