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ABSTRACT 
This study aims to determine innovative global trends in communications 
and their impact on the development of the marketing and PR industry. For 
this, we applied trend analysis, one of the modern forecasting methods, 
which is based on the examination of secondary sources and news publica-
tions and allows the identification of weak information signals from various 
markets based on the mention of digital innovations. Innovative tools guide 
companies to construct a new reality for stakeholders, improve interaction 
methods with stakeholders, and form their favorable corporate image and 
brand positioning. We identified six trends that will impact the development 
of communications in the coming decades: machine learning; big data; 
virtual reality technologies; digital gamification; blockchain and NFT; 
migration to the metaverse. We concluded that these digital innovations 
would enrich the promotion toolkit, form a new socio-communication di-
mension, and produce a creative and meaningful context. In particular, we 
conclude that VR technologies will encourage further penetration of adver-
tising and PR into the field of integrated virtual communications. Gamifica-
tion will become more and more deeply rooted in all areas of marketing and 
PR activities, diversify interaction with stakeholders, and increase its effec-
tiveness thanks to novelty, emotionality, and user involvement. Finally, 
NFT will become a symbol of innovation from the image perspective and a 
thematic platform for stakeholder communications. The article also outlines 
the features of marketing and PR in the metaverse. 
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ɊȿɁɘɆȿ 

Ɇɟɬɚ�ɰɶɨɝɨ�ɞɨɫɥɿɞɠɟɧɧɹ�– ɜɢɡɧɚɱɢɬɢ�ɝɥɨɛɚɥɶɧɿ� ɿɧɧɨɜɚɰɿɣɧɿ�ɬɟɧɞɟɧɰɿʀ�ɭ�ɤɨɦɭɧɿɤɚɰɿɹɯ�ɬɚ� ʀɯɧɿɣ�ɜɩɥɢɜ�
ɧɚ� ɪɨɡɜɢɬɨɤ� ɦɚɪɤɟɬɢɧɝɨɜɢɯ� ɿ� 35-ɤɨɦɭɧɿɤɚɰɿɣ�� Ɂɚɞɥɹ� ɰɶɨɝɨ� ɡɚɫɬɨɫɨɜɚɧɨ� ɨɞɢɧ� ɿɡ� ɫɭɱɚɫɧɢɯ� ɦɟɬɨɞɿɜ�
ɩɪɨɝɧɨɡɭɜɚɧɧɹ�– ɚɧɚɥɿɡ�ɬɪɟɧɞɿɜ��ɳɨ�ʉɪɭɧɬɭɽɬɶɫɹ�ɧɚ�ɜɢɜɱɟɧɧɿ�ɜɬɨɪɢɧɧɢɯ�ɞɠɟɪɟɥ�ɬɚ�ɧɨɜɢɧɧɢɯ�ɩɭɛɥɿɤɚ�
ɰɿɣ�ɿ�ɞɚɽ�ɡɦɨɝɭ�ɜɢɹɜɢɬɢ�ɫɥɚɛɤɿ�ɿɧɮɨɪɦɚɰɿɣɧɿ�ɫɢɝɧɚɥɢ�ɡ�ɪɿɡɧɢɯ�ɪɢɧɤɿɜ��ɫɩɢɪɚɸɱɢɫɶ�ɧɚ�ɡɝɚɞɭɜɚɧɧɹ�ɩɪɨ�
ɰɢɮɪɨɜɿ�ɿɧɧɨɜɚɰɿʀ��ɡɚɜɞɹɤɢ�ɹɤɢɦ�ɤɨɦɩɚɧɿʀ�ɤɨɧɫɬɪɭɸɸɬɶ�ɧɨɜɭ�ɪɟɚɥɶɧɿɫɬɶ�ɞɥɹ�ɫɬɟɣɤɯɨɥɞɟɪɿɜ��ɭɞɨɫɤɨɧɚ�
ɥɸɸɬɶ� ɫɩɨɫɨɛɢ�ɜɡɚɽɦɨɞɿʀ� ɡ�ɧɢɦɢ��ɮɨɪɦɭɸɬɶ�ɜɥɚɫɧɢɣ�ɫɩɪɢɹɬɥɢɜɢɣ�ɤɨɪɩɨɪɚɬɢɜɧɢɣ� ɿɦɿɞɠ� ɿ�ɩɨɡɢɰɿɸ�
ɜɚɧɧɹ�ɛɪɟɧɞɿɜ��Ⱥɜɬɨɪɢ�ɞɨɫɥɿɞɠɟɧɧɹ�ɜɢɨɤɪɟɦɢɥɢ�ɲɿɫɬɶ�ɬɪɟɧɞɿɜ��ɹɤɿ�ɦɚɬɢɦɭɬɶ�ɜɩɥɢɜ�ɧɚ�ɪɨɡɜɢɬɨɤ�ɤɨ�
ɦɭɧɿɤɚɰɿɣ�ɭ�ɧɚɣɛɥɢɠɱɿ�ɞɟɫɹɬɢɪɿɱɱɹ��ɦɚɲɢɧɧɟ�ɧɚɜɱɚɧɧɹ��big data��ɬɟɯɧɨɥɨɝɿʀ�ɜɿɪɬɭɚɥɶɧɨʀ�ɪɟɚɥɶɧɨɫɬɿ��
ɰɢɮɪɨɜɚ�ɝɟɣɦɿɮɿɤɚɰɿɹ; ɛɥɨɤɱɟɣɧ�ɬɚ�NFT��ɦɿɝɪɭɜɚɧɧɹ ɭ�ɦɟɬɚɜɫɟɫɜɿɬ��Ɂɪɨɛɥɟɧɨ�ɜɢɫɧɨɜɨɤ��ɳɨ�ɰɿ�ɰɢɮ�
ɪɨɜɿ� ɿɧɧɨɜɚɰɿʀ� ɡɛɚɝɚɱɭɜɚɬɢɦɭɬɶ� ɿɧɫɬɪɭɦɟɧɬɚɪɿɣ� ɩɪɨɫɭɜɚɧɧɹ�� ɚ� ɬɚɤɨɠ�ɮɨɪɦɭɜɚɬɢɦɭɬɶ� ɧɨɜɢɣ�ɫɨɰɿɨɤɨ�
ɦɭɧɿɤɚɰɿɣɧɢɣ� ɜɢɦɿɪ� ɿ� ɤɪɟɚɬɢɜɧɨ-ɫɦɢɫɥɨɜɢɣ� ɤɨɧɬɟɤɫɬ�� Ɂɨɤɪɟɦɚ ɫɬɜɟɪɞɠɭɽɬɶɫɹ�� ɳɨ� VR-ɬɟɯɧɨɥɨɝɿʀ�
ɡɚɨɯɨɱɭɜɚɬɢɦɭɬɶ�ɩɨɞɚɥɶɲɟ�ɩɪɨɧɢɤɧɟɧɧɹ�ɪɟɤɥɚɦɢ�ɣ�PR ɭ�ɫɮɟɪɭ�ɿɧɬɟɝɪɨɜɚɧɢɯ�ɜɿɪɬɭɚɥɶɧɢɯ�ɤɨɦɭɧɿɤɚ�
ɰɿɣ��Ƚɟɣɦɿɮɿɤɚɰɿɹ�ɞɟɞɚɥɿ�ɝɥɢɛɲɟ�ɜɤɨɪɿɧɸɜɚɬɢɦɟɬɶɫɹ�ɜ�ɭɫɿ�ɧɚɩɪɹɦɤɢ�ɦɚɪɤɟɬɢɧɝɨɜɨʀ�ɬɚ�PR-ɞɿɹɥɶɧɨɫɬɿ��
ɭɪɿɡɧɨɦɚɧɿɬɧɸɜɚɬɢɦɟ�ɜɡɚɽɦɨɞɿɸ�ɡɿ�ɫɬɟɣɤɯɨɥɞɟɪɚɦɢ��ɡɛɿɥɶɲɭɜɚɬɢɦɟ�ʀʀ�ɪɟɡɭɥɶɬɚɬɢɜɧɿɫɬɶ�ɡɚɜɞɹɤɢ�ɧɨɜɢ�
ɡɧɿ��ɟɦɨɰɿɣɧɨɫɬɿ��ɡɚɥɭɱɟɧɨɫɬɿ�ɤɨɪɢɫɬɭɜɚɱɿɜ� 1)7�ɫɬɚɜɚɬɢɦɭɬɶ�ɫɢɦɜɨɥɨɦ�ɿɧɧɨɜɚɰɿɣ�ɜ�ɿɦɿɞɠɟɜɨɦɭ�ɪɚɤɭ�
ɪɫɿ� Ɍɚɤɨɠ�ɭ�ɫɬɚɬɬɿ�ɨɤɪɟɫɥɟɧɨ�ɦɨɠɥɢɜɨɫɬɿ�ɬɚ�ɨɫɨɛɥɢɜɨɫɬɿ�ɦɚɪɤɟɬɢɧɝɭ�ɬɚ�PR ɭ�ɦɟɬɚɜɫɟɫɜɿɬɿ� 
ɄɅɘɑɈȼȱ�ɋɅɈȼȺ��ɤɨɦɭɧɿɤɚɰɿʀ��ɦɚɪɤɟɬɢɧɝ��ɦɟɬɚɜɫɟɫɜɿɬ��NFT��ɩɚɛɥɿɤ�ɪɢɥɟɣɲɧɡ��ɜɿɪɬɭɚɥɶɧɚ�ɪɟɚɥɶ�
ɧɿɫɬɶ� 
 
Introduction 

 
“Virtual reality: When what does not really exist is stronger than what does,” noted the re-

spected Ukrainian scholar Pocheptsov (2021). In the conditions of the contemporary digital soci-
ety, this statement acquires extraordinary depth. Innovations related to the digital area and virtual 
reality technologies give rise to new ways of data exchange, communication, perception, and 
knowledge of reality. They direct, inspire, become the meaning of development, and reveal un-
precedented opportunities and threats. 

Innovative digital technologies’ impact on society’s behavioral models is at the center of re-
searchers’ attention. In 2004, the Scientific American Journal published an article on the Internet 
of Things, which demonstrated how artificial intelligence could change the human environment 
by eliminating routine problems through automation (Gershenfeld, Krikorian, & Cohen, 2004). 
Since then, innovative technologies have taken a giant step forward. They help improve the 
world and transform its paradigm, changing the usual way of life. 

Innovative trends in communications can be detected with the help of weak information sig-
nals from different markets. They reflect revolutionary digital solutions due to which corpora-
tions construct a new reality for consumers and other stakeholder groups, improve ways of inter-
acting with them, and use the attractive power of innovation in shaping the corporate image and 
brand positioning. Researchers say communications prospects are linked to concepts such as 
artificial intelligence, machine learning, the Internet of Things, big data analysis, mobile applica-
tions, cloud computing, augmented and virtual reality, blockchain, and much more (Troise & 
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Camilleri, 2021). Therefore, this study aims to determine the main global innovative trends in 
communications and characterize their impact on developing marketing and PR technologies. 

Theoretical background 
Forming a theoretical justification for the impact of innovations on communications, scholars 

in Ukraine and worldwide study the principles, features, and prospects of using artificial intelli-
gence, virtual reality, blockchain, NFT, and metaverse technologies in various practice areas. 

Chinese investigators believe that interaction with AR/VR (augmented reality and virtual re-
ality – authors’ note) can be considered a process of tricking the brain, so developers should pay 
more attention to forming a believable virtual experience (Tan, Xu, Li, & Chen, 2022). Due to 
the involvement of the full senses, the illusion of the real world is created, and a user becomes an 
integral part of the interaction. Furthermore, the development of affordable portable devices, such 
as head-mounted displays, which can integrate various interaction methods and free users’ hands, 
should revive their use and improve human-computer interaction, which will generally affect the 
convenience and quality of such communications. 

Martyniuk and Korolyov (2020) analyzed the current state of virtual marketing technologies 
and the transformational processes in the virtual reality environment. Observing innovations at 
Facebook, Lego, Adidas, Nike, Wayfair, and IKEA, they concluded that the desire to innovate to 
improve business performance and attract investment is the reason for using VR in such fields. 

Researchers from the University of Duisburg-Essen conducted an expert survey and found 
that NFT (non-fungible token) is most actively used in the art sector (Gonserkewitz, Karger, & 
Jagals, 2022). At the same time, they expand the field of application of this innovation in busi-
ness, communications, and intellectual property protection. Bao and Roubaud emphasized that 
blockchain and cryptocurrency generally are relatively well-studied, but NFTs are still in the 
shadows and not fully covered (2022). They are convinced that NFTs are at the crossroads of 
several fields, requiring researchers to have specific knowledge and understanding of how many 
domains function. In order to better understand the progress in this area and create a solid foun-
dation for further exploration, the authors analyzed the state of NFT research, focusing on eco-
nomic and financial aspects. 

The environment that combines virtual reality and other digital innovations is the metaverse. 
Laeeq, a computer technology expert, suggests that more companies will “get on the metaverse 
train” because this innovation will eliminate the problem of geography in the context of business 
interaction (2022). Representatives of the J. P. Morgan Corporation investigated the topic “Op-
portunities in the metaverse: How businesses can explore the metaverse and navigate the hype vs. 
reality,” involving 18 companies with experience using this digital space (Moy & Gadgil, 2022). 
The main conclusion was that developing virtual experiences assists people in creating communi-
ties based on similar values and authentically expressing themselves. Moreover, the combination 
of technological, social, and economic possibilities makes this technology engaging. 

Other authors emphasize that the transition to physical and virtual integration consists of 
three stages: digital doubles, digital natives, and the metaverse (Lee et al., 2021). Thus, an im-
mersive future with a metaverse requires both developing technologies and creating an ecosystem 
because it must connect permanent, general, parallel, and three-dimensional virtual spaces united 
into a single universe. This paper also identifies innovation research’s fundamental challenges 
and design to shape the “future in the future.” 
 
Method 

 
This research uses trend analysis, one of the modern forecasting methods, which combines a 

systematic approach, the study of cause-and-effect relationships, extrapolation, and rational and 
intuitive prediction. At the same time, the trends in digital innovations are considered in the con-
text of developing marketing and PR activities, making it possible to determine its state in the 
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long term schematically. In this way, macro trends show changes in communication methods and 
audience behavior, imprinting business and social development. 

Trend analysis as a research method in communications can be based on various data 
sources. For example, Elving used a set of publications from a scholarly journal (2010); Raupp 
and van Ruler (2006) utilized dissertations on a selected topic. In addition, trend analysis can be 
IRXQGHG�RQ�VWDWLVWLFDO�GDWD�RI�LQGXVWU\�FRPSHWLWLRQ��2OWDU]KHYVN\L�	�7RGRURYD��������RU�VXUYH\V�
RI� WKH� FRPPXQLFDWLRQ� ILHOG� UHSUHVHQWDWLYHV� �$GL�� �������$V part of the presented study, trend 
analysis was conducted based on secondary sources and news publications of 2020-2022. 

 
Results and Discussion 

 
The development of digital technologies at the beginning of the 21st century opened a sec-

ond wind for communications, increasing their intensity, interactivity, and variety of content. 
Thanks to this, organizations integrated into the social media space and began to turn into digital 
media holdings with developed communication channels. In addition, the rise in popularity of 
mobile devices and competition in the field of mobile applications have also enriched the arsenal 
of the marketing and PR industry, enabling companies to stay connected with their stakeholders 
online 24/7. 

One of the apparent trends in current communications is machine learning. This concept was 
proposed by Arthur Samuel, who defined it as “a field of research that allows computers to learn 
ZLWKRXW�H[SOLFLW�SURJUDPPLQJ´��7XUQHU��������S�������&XUUHQWO\��FKDWERWV��VSHFLDO�SURJUDPV�WKDW�
reproduce human communication with users based on the recognition of keywords and pre-
developed scenarios, are built on this technology. In communications with consumers, using 
chatbots increases the speed of interaction and helps to be constantly in touch with them. 

Another powerful marketing tool is big data analysis. Artificial intelligence technologies 
make it possible to determine a user’s preferences based on likes and comments on social media 
and to create his/her psychological portrait. Researchers are convinced that the analytics of 
search engines and social media is another opportunity to manage public opinion, connected with 
the growing importance of big data, which is increasingly considered a critical business asset 
(Fitzpatrick & Weissman, 2021). In general, the collection and processing of personal data take 
the study of the consumer experience to a new level. This means that communicators can use big 
data to understand their stakeholders and competitors better and thus optimize their performance 
(WiencLHU]�	�5|WWJHU�������� 

Artificial intelligence and machine learning technologies have created a new era of neural 
networks capable of massively producing communication content. E.g., at the end of 2022, 
ChatGPT, a chatbot developed by the OpenAI laboratory, which creates and structures texts, was 
presented. Likewise, Midjourney, which can generate illustrations, works on similar principles. 
With the advent of such tools, the duration and cost of content creation have been reduced many 
times, and this will undoubtedly have a profound effect on the development of the communica-
tion industry soon. 

Virtual reality technologies that imitate the physical environment introduce objects, and the 
presence of a person into it, involving his sensory experience with the help of special computer 
programs, 3D images, and devices (smart glasses, helmets, holographic projectors, tactile gloves) 
opened a new level in the evolution of the marketing and PR industry. If VR technologies im-
merse us entirely into a simulated artificial environment, then AR partially complements the real 
picture with virtual objects and superimposes new images and effects. 

An example of augmented reality is the IKEA Place mobile application, which in 2018 made 
a breakthrough in the online sales market (IKEA, 2018). With its help, users can film their home 
and insert furniture into the image to see how it fits into the interior. Due to similar programs, 
companies conduct test drives of cars and offer customers to live in the future, yet-to-be-built 
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house. Such innovative instruments give consumers an unusual experience, fuel interest in com-
munication, and increase the likelihood of purchasing a product or service. 

In our eyes, VR technologies are transforming the approaches to event management as one of 
the areas of marketing and public relations. Online tours, digital exhibitions, virtual presentations 
- all these formats are already used in stakeholder communications. Furthermore, photo zones 
with augmented reality, three-dimensional holographic images, aroma generators, and other in-
ventions enable the achievement of the wow effect and the feeling of presence and enhance the 
emotional perception of a marketing or PR event. 

In the 2020s, gamification crystallized as the newest trend in communications. Due to the 
COVID-���SDQGHPLF��SHRSOH�KDYH�EHHQ�LVRODWHG�ZLWKLQ�IRXU�ZDOOV��VR�WKH�QHHG�IRU�95�WHFKQROR�
gies has deepened. According to experts, at this time, the use of computer games in the United 
States increased by 75% (Lynn, 2020). As they suggest, due to the improvement of technologies, 
games have become media platforms that unite, allow self-expression and are rooted in actual 
events. As a result, billions of users play, collaborate and create in these virtual spaces. Thus, 
gaming technologies and the communication worlds created with their help can be used to pro-
mote relevant goods and services among gamer audiences by integrating branded content and 
product placement. 

Another innovative global trend was the use of NFTs. This acronym is recognized as the 
“word of the year 2021”. It means “a unique digital certificate registered in the blockchain used 
to record the ownership of works of art or collectibles” (Collins English Dictionary, 2021). In 
2021, Fortnow and QuHarrison published a paper describing the specifics and process of creating 
NFTs (2021). In fact, NFT is a piece of code in which data about the owner and the object are 
encrypted: who bought it, when, and for what amount. Its protection against counterfeiting is the 
same as that of cryptocurrencies. The difference is that cryptocurrency is identical to virtual 
coins, while NFT is a unique asset with no analogs (digital image, audio, video). One of the most 
famous digital artifacts was the first tweet of Jack Dorsey, the founder of Twitter, which was sold 
at auction for almost $3 million. Its buyer noted that years later, people will realize the true value 
of this tweet, just like the Mona Lisa paintings (Benveniste, 2021). 

A sample of the use of NFT in integrated communications is the campaign of the brewing 
corporation Anheuser-Busch InBev. In 2021 it released the “Budweiser Heritage Collection,” 
ZKLFK�FRQVLVWHG�RI�������XQLTXH�GLJLWDO�GHVLJQV�RI�EHHU�FDQV�UHOHDVHG�DW�GLIIHUHQW�WLPHV��$�VHW�RI 
NFTs worth almost $1 million was sold out in less than an hour (Ab Inbev, 2021). However, the 
company received an even greater profit for its image, building communication with stakeholders 
on the brand’s rich history and, at the same time, its innovation. 

Because NFTs create an exclusivity effect, they can be a valuable tool for building brand 
communities. For example, unique tokens can approve the right of access to closed clubs, limited 
product collections, individual discounts, and everything associated with additional privileges or 
boost the status and worth of the brand. Likewise, NFTs can be an additional driver in imple-
menting social responsibility programs. E.g., the Anheuser-Busch InBev mentioned above and its 
Stella Artois brand digitized a unique fried chicken recipe, auctioned it off, and the proceeds 
went to support restaurants on the brink of bankruptcy due to the COVID-���SDQGHPLF��Sanchez, 
2021). 

Innovative trends in communications are undoubtedly related to the transition of human life 
into the metaverse. In the novel “Snow Crash” by the American writer Neal Stephenson, this 
concept is depicted as a parallel reality where people escape from reality using digital avatars, 
VSHFLDO�JODVVHV��DQG�KHDGSKRQHV���������0HWDYHUVH�LV�D�FROODERUDWLYH�YLUWXDO�VSDFH��D�VHW�RI�WKUHH-
dimensional worlds that will duplicate almost all domains of physical human existence in the 
future. This phenomenon merges the possibilities of augmented and virtual reality, artificial intel-
ligence with blockchain, and an alternative digital reality where people can perform most of the 
things they do in their daily lives (Barrett, 2021). On the other hand, the metaverse is a virtual 
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online world where avatars of real people can communicate with each other, play, work, and 
interact (Robbins, 2022). 

The prototype of the metaverse was the game Minecraft, assembled in 2011, which allows 
users to construct virtual buildings and 3D cities from different blocks. From the moment of 
launch until 2021, Minecraft gathered 141 million active players worldwide (Clement, 2021). 
This is more than the total population of Great Britain and France! Moreover, shared interests 
gave birth to a communication cluster of Minecrafters who form groups in social networks and 
wiki resources, discussing achievements and ways of completing game tasks. 

In October 2021, Facebook founder Mark Zuckerberg presented Meta, a “social technology 
company” focused on creating an artificial digital world that should fundamentally change our 
communication and lifestyle (Meta, 2021). Imagine a person who spends 24 hours in front of a 
computer without leaving the online space. He (she) finds everything he (she) needs for life in 
the digital world. A typical citizen of the metaverse works in the remote access mode that is al-
ready routine to us and receives payment for the work performed in cryptocurrency. In addition, 
they can be used to buy intangible values that provide satisfaction from ownership and personal 
status. These can be virtual properties of land, apartments, or other digital real estate registered 
on the blockchain or rights to own collections of paintings as NFTs. Of course, promoting such 
specific assets requires adapting marketing and PR strategies to the rules and needs of the 
metaverse and considering the specificity and segmentation of target audiences formed around 
new virtual interests. 

 
Conclusions 

 
This study confirmed that the development of digital innovations would not only enrich the 

toolkit of marketing and PR but will also form a new socio-communication dimension and a 
creative and meaningful context, which require professionals to have expanded competencies and 
responsibility for the future of society. Moreover, it also leads to the emergence of new forms of 
integrated communications related to such hybrid industries as, for example, digital marketing, e-
sports, the cryptocurrency market, etc., in which billions of dollars are circulated, and whole 
armies of programmers, target specialists, designers, and content managers are involved. 

According to the study results, we singled out six main trends that will impact the develop-
ment of communication technologies in the coming decades: machine learning; big data; virtual 
reality technologies; digital gamification; blockchain and NFT; migration to the metaverse. 

Thus, machine learning and working with big data using artificial intelligence will liberate 
professionals from algorithmic communications and routine processes of analyzing the behavior-
al habits of audiences, which will contribute to the intensity and purposefulness of communica-
tions. The next step in this path is to reduce human participation in generating communication 
content. The expansion of VR technologies will stimulate the further penetration of advertising 
and PR into the field of integrated virtual communications, which will offer new formats of digi-
tal content that will boost the influence and recognition of brands, provide psychological immer-
sion of audiences through the use of virtual images, and change the perception of reality. Gamifi-
cation will become more and more deeply rooted in all areas of marketing and PR activities, 
diversify interaction with stakeholders, and increase its effectiveness thanks to novelty, emotion-
ality, and user involvement. NFTs do not so much pretend to be communication tools as they are 
a source of a fundamentally new type of digital content. Simultaneously, they become a symbol 
of innovation in terms of image and a relevant thematic reason for communication with interested 
parties in any field. 

The process of metauniverse formation requires separate prospective studies. However, de-
spite the blurred boundaries of this phenomenon, the inconsistency of views on the boundaries of 
virtual and real, the imperfection of technology, and the uncertainty of the consequences of the 
migration of society into this semi-fantastic world, it unites more and more supporters world-
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wide. It becomes a shell for communications of a new level, with which future generations of 
professionals will have to work in marketing and PR. 
 
 
References  

 
Ab Inbev (2021). Budweiser launches its first-HYHU� 1)7� FROOHFWLRQ� IHDWXULQJ� ����� XQLTXH� GH�

signs. https://www.ab-inbev.com/news-media/brands/budweiser-launches-its-first-ever-
nft-collection-featuring-����-unique-designs/.  

$GL�� $�� �������� 35� ������ 7UHQGV�� FRPSHWHQFHV� DQG� VROXWLRQV� IRU� WKH� QHDU� IXWXUH� RI�
PR/Communications – Results of a Delphi method study. Quadriga University of Applied 
Sciences. https://www.quadriga-
hochschule.com/app/uploads/2021/03/QHS_PR2025_Adi.pdf.  

Barrett, S. (2021). NFTs could revolutionize marketing and communications. PRWeek. 
KWWSV���ZZZ�SUZHHN�FRP�DUWLFOH��������/nfts-revolutionize-marketing-communications.  

Benveniste, A. (2021). The first-HYHU� WZHHW� VROG� DV� DQ� 1)7� IRU� ����� PLOOLRQ�� ɋ11. 
https://edition.cnn.com/2021/03/23/tech/jack-dorsey-nft-tweet-sold/index.html. 

%ɚɨ��+���	�5RXEDXG��'����������1RQ-fungible token: A systematic review and research agenda. 
Journal of Risk and Financial Management, 15(5), 215. 
KWWSV���GRL�RUJ���������MUIP��������.  

Clement, J. (2021). Minecraft active player count worldwide 2016-2021. Website Statista. 
KWWSV���ZZZ�VWDWLVWD�FRP�VWDWLVWLFV��������PLQHFUDIW-active-players-worldwide/.  

Collins English Dictionary (2021). “NFT”. 
https://www.collinsdictionary.com/dictionary/english/nft.  

Elving, W. (2010). Trends and developments within corporate communication: An analysis of 
ten years of CCIJ. Corporate Communications: An International Journal, 15(1), 5-8. 
http://dx.doi.org/10.1108/13563281011016804.  

Fitzpatrick, K. R. & Weissman, P. L. (2021). Public relations in the age of data: Corporate per-
spectives on social media analytics (SMA). Journal of Communication Management, 
25(4), 401-416. https://doi.org/10.1108/JCOM-��-2020-����.  

Fortnow, M., & QuHarrison, T. (2021). The NFT handbook: How to create, sell and buy non-
fungible tokens. London: Wiley.  

Gershenfeld, N., Krikorian, R., & Cohen, D. (2004). The Internet of Things. Scientific American, 
���������-81. http://dx.doi.org/10.1038/scientificamerican1004-76. 

Gonserkewitz, P., Karger, E., & Jagals, M. (2022). Non-fungible tokens: Use cases of NFTs and 
future research agenda. Risk Governance and Control: Financial Markets & Institutions, 
12(3), 8-18. KWWS���G[�GRL�RUJ����������UJFY��L�S�.  

IKEA (2018). IKEA Place app launches on Android, allowing millions of people to reimagine 
home furnishings using AR. https://about.ikea.com/en/newsroom������������ikea-place-
app-launches-on-android-allowing-millions-of-people-to-reimagine-home-furnishings-
using-ar.  

Laeeq, K. (2022). Metaverse: Why, how and what, available at: 
https://www.researchgate.net/publication/358505001_Metaverse_Why_How_and_What/li
nk/62053bb0afa8884cabd70210/download.  

Lee, L. H., Braud, T., Zhou, P., Wang, L., Xu, D., Lin, Z., Kumar, A., Bermejo, C., & Hui, P. 
(2021). All one needs to know about metaverse: A complete survey on technological sin-
gularity, virtual ecosystem, and research agenda. Preprint. 
https://doi.org/10.13140/RG.2.2.11200.05124/8. 

Lynn, C. (2020). Creative communications: 3 takeaways from the IABC World Conference”, 
Website Intranet Connections. https://icthrive.com/blog/creative-communications/.  

https://www.ab-inbev.com/news-media/brands/budweiser-launches-its-first-ever-nft-collection-featuring-1936-unique-designs/
https://www.ab-inbev.com/news-media/brands/budweiser-launches-its-first-ever-nft-collection-featuring-1936-unique-designs/
https://www.quadriga-hochschule.com/app/uploads/2021/03/QHS_PR2025_Adi.pdf
https://www.quadriga-hochschule.com/app/uploads/2021/03/QHS_PR2025_Adi.pdf
https://www.prweek.com/article/1708599/nfts-revolutionize-marketing-communications
https://edition.cnn.com/2021/03/23/tech/jack-dorsey-nft-tweet-sold/index.html
https://doi.org/10.3390/jrfm15050215
https://www.statista.com/statistics/680139/minecraft-active-players-worldwide/
https://www.collinsdictionary.com/dictionary/english/nft
http://dx.doi.org/10.1108/13563281011016804
https://doi.org/10.1108/JCOM-09-2020-0092
http://dx.doi.org/10.1038/scientificamerican1004-76
http://dx.doi.org/10.22495/rgcv12i3p1
https://about.ikea.com/en/newsroom/2018/03/19/ikea-place-app-launches-on-android-allowing-millions-of-people-to-reimagine-home-furnishings-using-ar
https://about.ikea.com/en/newsroom/2018/03/19/ikea-place-app-launches-on-android-allowing-millions-of-people-to-reimagine-home-furnishings-using-ar
https://about.ikea.com/en/newsroom/2018/03/19/ikea-place-app-launches-on-android-allowing-millions-of-people-to-reimagine-home-furnishings-using-ar
https://www.researchgate.net/publication/358505001_Metaverse_Why_How_and_What/link/62053bb0afa8884cabd70210/download
https://www.researchgate.net/publication/358505001_Metaverse_Why_How_and_What/link/62053bb0afa8884cabd70210/download
https://doi.org/10.13140/RG.2.2.11200.05124/8
https://icthrive.com/blog/creative-communications/


 ISSN 2312-5160 
online ISSN 2786-4502 

  2023 Current Issues of Mass Communication 
33 

Martyniuk, O., & Korolyov, I. (2020). Trends of VR, AR and MR-technologies development in 
modern business. Ekonomika ta Suspiljstvo, 22. https://doi.org/10.32782/2524-
0072/2020-22-85. 

Meta (2021). Introducing Meta: A social technology company. 
https://about.fb.com/news/2021/10/facebook-company-is-now-meta/.  

0R\��ɋ���	�*DGJLO��Ⱥ����������2SSRUWXQLWLHV�LQ�WKH�PHWDYHUVH��+RZ�EXVLQHVVHV�FDQ�H[SORUH�WKH�
metaverse and navigate the hype vs. reality. J. P. Morgan Chase. 
https://www.jpmorgan.com/content/dam/jpm/treasury-services/documents/opportunities-
in-the-metaverse.pdf.  

2OWDU]KHYVN\L��'���	�7RGRURYD��2����������&RQWHPSRUDU\�FRUSRUDWH�PHGLD��&XUUHQW�VWDWH��LQQRYD�
WLRQV� DQG� WUHQGV� LQ� 8NUDLQH�� =DU]ąG]DQLH� 0HGLDPL�� ������ ���-158. 
KWWS���G[�GRL�RUJ�����������������=0�������������.  

Pocheptsov, H. (2021). Virtualnaya realnost: To chego net na samom dele silnee togo chto est 
[Virtual reality: When what does not really exist is stronger than what does]. Academy of 
Ukrainian Press. https://www.aup.com.ua/virtualnaya-realnost-to-chego-net-na/. 

Raupp, J., & van Ruler, B. (2006). Trends in public relations and communication management 
research: A comparison between Germany and The Netherlands. Journal of Communica-
tion Management, 10(1), 18-26. http://dx.doi.org/10.1108/13632540610646346.  

Robbins, T. (2022). What communicators need to know sbout the metaverse and NFTs in 2022. 
Website Burrelles. https://burrelles.com/what-communicators-need-to-know-about-the-
metaverse-and-nfts-in-2022/.  

Sanchez, S. (2021). Stella Artois drops an NFT fried chicken recipe to support struggling restau-
rants. PRWeek. https://www.prweek.com/article/1721505/stella-artois-drops-nft-fried-
chicken-recipe-support-struggling-restaurants.  

6WHSKHQVRQ��1��������� Snow crash. New York: Bantam Books. 
Tan, Y., Xu, W., Li, S., & Chen, K. (2022). Augmented and Virtual Reality (AR/VR) for Educa-

tion and Training in the AEC Industry: A Systematic Review of Research and Applica-
tions. %XLOGLQJV����������������KWWSV���GRL�RUJ���������EXLOGLQJV��������.  

Troise, C., & Camilleri, M. A. (2021). The use of the digital media for marketing, CSR commu-
nication and stakeholder engagement. In M. A. Camilleri (Ed.), Strategic corporate com-
munication in the digital age (pp. 161-174), Emerald, Bingley. 
KWWS���G[�GRL�RUJ������������-1-80071-264-520211010.  

7XUQHU��-��������� Robot Rules: Regulating Artificial Intelligence. Cham, Switzerland: Palgrave 
Macmillan.  

:LHQFLHU]��&���	�5|WWJHU��8����������%LJ�Data in public relations: A conceptual framework. Pub-
lic Relations Journal, 12(3), 1-15. https://prjournal.instituteforpr.org/wp-
content/uploads/Wiencierz-Roettger_Big-Data-in-Public-Relations-A-Conceptual-
Framework_PR-Journal.pdf.  

 
 

 
  

https://doi.org/10.32782/2524-0072/2020-22-85
https://doi.org/10.32782/2524-0072/2020-22-85
https://about.fb.com/news/2021/10/facebook-company-is-now-meta/
https://www.jpmorgan.com/content/dam/jpm/treasury-services/documents/opportunities-in-the-metaverse.pdf
https://www.jpmorgan.com/content/dam/jpm/treasury-services/documents/opportunities-in-the-metaverse.pdf
http://dx.doi.org/10.4467/23540214ZM.19.010.11121
https://www.aup.com.ua/virtualnaya-realnost-to-chego-net-na/
http://dx.doi.org/10.1108/13632540610646346
https://burrelles.com/what-communicators-need-to-know-about-the-metaverse-and-nfts-in-2022/
https://burrelles.com/what-communicators-need-to-know-about-the-metaverse-and-nfts-in-2022/
https://www.prweek.com/article/1721505/stella-artois-drops-nft-fried-chicken-recipe-support-struggling-restaurants
https://www.prweek.com/article/1721505/stella-artois-drops-nft-fried-chicken-recipe-support-struggling-restaurants
https://doi.org/10.3390/buildings12101529
http://dx.doi.org/10.1108/978-1-80071-264-520211010
https://prjournal.instituteforpr.org/wp-content/uploads/Wiencierz-Roettger_Big-Data-in-Public-Relations-A-Conceptual-Framework_PR-Journal.pdf
https://prjournal.instituteforpr.org/wp-content/uploads/Wiencierz-Roettger_Big-Data-in-Public-Relations-A-Conceptual-Framework_PR-Journal.pdf
https://prjournal.instituteforpr.org/wp-content/uploads/Wiencierz-Roettger_Big-Data-in-Public-Relations-A-Conceptual-Framework_PR-Journal.pdf

