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Abstract 
 
Title:  “Virtual reality, a dream for marketers?” – A study to research decision makers 

attitudes towards using virtual reality as a marketing strategy 
Date:   2018-05-22 
Level:   Bachelor Thesis in International Marketing 
Author:  Felicia Bengtsson and Stephanie Savolainen 
Supervisor:  Thomas Helgesson 
 
Problem formulation: What are decision makers attitudes towards the usage of virtual reality as a 
marketing strategy? Why do they have these attitudes? 
 
Purpose: The comprehensive purpose of this study is to chart decision makers attitudes towards using 
virtual reality as a marketing strategy. The immersive purpose is to research why they have these 
attitudes through analysing their beliefs. The conceptual model will prove if chosen beliefs form 
attitudes that affect the adoption of virtual reality. The conceptual model will also be used as a tool to 
achieve the purpose and help us answer the research questions. The conceptual model will be the 
theoretical contribution useful for future research. 
 
Theoretical framework: The theoretical framework in this dissertation contains following main 
theories: Resource-based theory, Marketing strategy, Reality Technologies and Attitudes. The 
conceptual model is based on: attitudes against new technology and perceived risks of virtual reality.  
 
Methodology: We have chosen to use a deductive qualitative research method in this study. The 
primary data was collected through interviews with 6 respondents. The secondary data was mainly 
collected from scientific articles and books.   
 
Empirical framework: The empirical framework consists of the statements from the interviews. The 
focus of the interview was to collect information regarding attitude and beliefs towards using virtual 
reality as a marketing strategy. Transcription was used to enable quotations in the empirical 
framework. This chapter is based on information relevant to the purpose of the study. The presented 
data is structured in selected question areas connected to the research questions. 
 
Conclusion: The findings show that the attitudes among the respondents in this research vary. Two 
decision makers have a negative attitude, two a positive attitude and two a neutral attitude. The result 
of the test of our conceptual model shows that perceived risk, perceived difficulty, perceived value 
and perceived benefit affect the attitude towards adopting virtual reality as a marketing strategy. In 
five of six cases, the decision maker’s expressed attitude was aligning with the attitude based on 
beliefs.  
 
Keywords: Virtual reality, Attitudes, Beliefs, Marketing strategy and Reality technologies. 
 
 
 
 
 
 
 



 
 
 
 
 
 

 
 
 
 
 

Sammanfattning 
 
Titel:    “Virtual reality, a dream for marketers?” – A study to research decision makers     

attitudes towards using virtual reality as a marketing strategy 
Datum:  2018-05-22 
Nivå:    Kandidatuppsats Internationell Marknadsföring 
Författare:  Felicia Bengtsson and Stephanie Savolainen 
Handledare:     Thomas Helgesson 
 
Problem formulering: Vad är beslutsfattares attityder till att använda virtual reality som en 
marknadsföringsstrategi? Varför har de dessa attityder?  
 
Syfte: Det övergripande syftet med denna studie är att kartlägga beslutsfattares attityder till att 
använda virtual reality som en marknadsföringsstrategi. Det djupgående syftet är att undersöka varför 
de har dessa attityder genom att analysera deras beliefs. Den konceptuella modellen kommer att visa 
om valda beliefs formar attityder som påverkar valet att använda virtual reality i marknadsföring. Den 
konceptuella modellen kommer även att användas som ett verktyg för att uppnå syftet och hjälpa oss 
att besvara våra forskningsfrågor. Den konceptuella modellen är det teoretiska bidraget användbart för 
framtida forskning. 
 
Teoretisk referensram: Den teoretiska referensramen i denna avhandling innehåller följande 
huvudteorier: Resursbaserad teori, marknadsstrategi, reality technologies och attityder. Den 
konceptuella modellen baseras på teorierna: attityder till ny teknik och risker med virtual reality.  
  
Metod: Vi har valt att använda en deduktiv kvalitativ forskningsmetod i denna studie. Den primära 
datan samlades in genom intervjuer med 6 respondenter. Den sekundära datan samlades 
huvudsakligen in från vetenskapliga artiklar och böcker. 
 
Empiri: Empirin består av uttalanden från respondenterna i intervjuerna. Fokus under intervjuerna 
var att samla in information om attityder och beliefs avseende användningen av virtual reality som en 
marknadsföringsstrategi. Transkibering användes för att möjliggöra citat i empirin. Den presenterade 
datan struktureras i frågeområden kopplade till studiens forskningsfrågor och syfte. 
 
Slutsats: Resultatet av vår studie visar att beslutsfattarnas attityder varierar. Två beslutsfattare har en 
negativ attityd, två en positiv attityd och två en neutral attityd. Resultatet från testet av vår 
konceptuella modell visar att upplevd risk, upplevd svårighet, uppfattat värde och uppfattad fördel 
påverkar inställningen till att använda virtual reality som en marknadsföringsstrategi. I fem av sex fall 
matchade beslutsfattarnas uttryckta attityd med attityden baserad på beliefs. 
 
Nyckelord: Virtual reality, Attityder, Beliefs, Marknadsföringsstrategi and Reality technologies.  
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1. Introduction 
The introduction will describe why this area of research has been chosen and give background to the 
problem. The problem discussion is the foundation for the research questions and will be followed by 
its purpose. This chapter will also include definitions and delimitations.  

 
1.1 Background 

“Virtual Reality was once the dream of science fiction. But the Internet was also once a 
dream and so were computers and smartphones. The future is coming” (Zuckerberg, 2014). 

The technology of virtual reality is not new, it was invented already in the 1950s. Virtual 
reality was introduced to consumers through a special booth where they could experience 3D 
images with their senses. In the 1960s the first head mounted display was constructed. The 
device facilitated usage of virtual reality that replaced the special booth (Singal, 2015). 
Further development took place in the United States during the 1980s. During this decade the 
technology was used by the Air Force but also in the US Space programme to educate 
astronauts. In the late 1990s, virtual reality was introduced in Europe. Virtual reality was now 
a worldwide known phenomenon and expectations of the technology were high (Stone, 
1995). Despite the high expectations, the technology flopped. Almost thirty years later giant 
tech leaders have a positive attitude towards the technology and virtual reality expects to 
make a comeback. Because of its promising technology tech leaders predicts that virtual 
reality will become the next digital revolution after the smartphone (The Economist, 2015). 

Virtual reality is a technology that enables people to experience graphical worlds in 3D 
through computerized applications (Stone, 1995). With the use of a head mounted display, 
the user moves into an incredibly real world. The field of application is extremely wide. 
Virtual reality has primarily been used in the gaming world but now also in the tourism, 
healthcare and real estate industry (Singal, 2015). Well-known companies like Volvo, Coca- 
Cola and Nike have used virtual reality in their advertising campaigns, which indicates a 
further spread of industries using the technology (Klie, 2016).  

 There are wide speculations about what the next digital revolution will be. Since the 
introduction of the smartphone, the technology has developed incredibly fast. Today, virtual 
reality can be compared to the same stage smartphones were at the beginning of the 21st 
century (The Economist, 2015). According to the investment bank Golden Sachs, the industry 
of virtual reality predicts to be worth 670 billion Swedish crowns in 2025 (Stintzing, 2016). 
The perception of virtual reality’s promising future is one of the reasons why giants like 
Facebook, Samsung, Google, Microsoft and Sony have invested in virtual reality (Singal, 
2015). Although a discussion among decision makers is, however, virtual reality will be a 
passing fad or a technology that is here to stay. Shannon Loftis, manager at Microsoft, thinks 
the technology still has some problems that need to be solved before it will break-through. 
Microsoft has invested in the technology, despite this, Shannon expresses that she is unsure if 
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the timing is right and if virtual reality actually will reach out to the broad mass (Karabuda, 
2016). Will the phenomenon that flopped in the 90s be the next digital revolution and affect 
preconditions for marketers? A successful reintroduction would create opportunities for 
marketers to interact, engage and communicate with customers in a new emotional way (The 
Economist, 2015).  

 

1.2 Problem discussion  
Virtual reality can be a dream for marketers. It is a powerful tool but there is a complexity of 
using virtual reality in marketing. There are no guidelines or best practices and it is hard to 
set realistic expectations of the result (Poggi, 2016). The fact that giants have different 
attitudes towards virtual reality has created wide speculations among companies whether the 
technology will be the next digital revolution or not (The Economist, 2015). Decision makers 
have to make a choice, either to take a risk on virtual reality and be a part of the development 
or ignore it and miss the opportunities that might come with it. The choice of adopting new 
technologies in marketing is affected by decision makers attitudes. Attitudes are affected by 
different beliefs (Au, & Enderwick 2000). We want to examine decision makers’ attitudes 
towards using virtual reality as a marketing strategy. We also want to know if beliefs form 
attitudes that affect the adoption of virtual reality as a marketing strategy. The doubtful future 
of virtual reality combined with the mixed attitudes among giants creates an interest in further 
research within this area. Another reason for investigating in this area is the media attention 
around virtual reality the last couple of years. This study addresses to all decision makers 
interested in the future of virtual reality. The fact that there is a lack of research made about 
decision makers’ attitudes towards using virtual reality as a marketing strategy makes it an 
interesting topic to research. 

 

1.3 Research question  
What are decision makers’ attitudes towards the usage of virtual reality as a marketing 
strategy? Why do they have these attitudes? 

  

1.4 Purpose  

The comprehensive purpose of this study is to chart decision makers’ attitudes towards using 
virtual reality as a marketing strategy. The immersive purpose is to research why they have 
these attitudes through analysing their beliefs. The conceptual model will prove if chosen 
beliefs form attitudes that affect the adoption of virtual reality. The conceptual model will 
also be used as a tool to achieve the purpose and help us answer the research questions. The 
conceptual model will be the theoretical contribution useful for future research. 
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1.5 Definitions 
Reality Technologies 
Reality technologies include virtual reality, augmented reality and mixed reality (Reality 
Technologies, 2016). Virtual reality can be described as a real existence in an unreal world 
generated by computers (Hirose, 2000). Augmented Reality is defined as an indirect 
enhanced view of a physical real world consisting of real and virtual objects (Carmigniani, 
Furht, Anisetti, Ceravolo, Damiani, & Ivkovic, 2011). Mixed reality is the blurring divide 
between the real and virtual world (Bulman, Crabtree, Gower, Oldroyd, Lawson & Sutton, 
2004). 

Virtual Reality  
Virtual Reality is defined as a technology that enables people to experience graphical worlds 
in 3D through computerized applications (Stone, 1995). With the use of a head mounted 
display, the technology immerses the user in a virtual world without any connection to the 
real world (Carmigniani, Furht, Anisetti, Ceravolo, Damiani, & Ivkovic, 2011). 

Marketing strategy  
Marketing strategy is defined as an organization’s integrated choice of path. The marketing 
strategy describes which market and segment to focus on and defines in which way the 
company will reach its target segment. (Goldring, 2011.)  

Attitude  
Attitude is defined as “learned predisposition to respond in a consistently favourable or 
unfavourable manner with respect to a given object” (Fishbein & Ajzen, 1975, p.6). An 
individual's attitude can be expressed in three different ways: positive, negative or neutral 
(Opatow, 1966). 

Belief   
Belief is defined as an internal conviction that influences an individual's attitude (Au & 
Enderwick 2000). 
 

1.6 Delimitations  
In this research reality technology will be mentioned, however, the focus will be concentrated 
on virtual reality. This because giants like Facebook, Samsung, Google, Microsoft and Sony 
have invested in virtual reality, which makes it interesting for further research (Singal, 2015). 
Another reason for examining virtual reality is the fact that the industry predicts to be worth 
670 billion Swedish crowns in 2025 (Stintzing, 2016). Our dissertation will be limited to 
decision makers. This because decision makers are involved when a company takes decisions 
regarding adoption of new technologies. The decision makers in our research will be persons 
with experience and knowledge within reality technology. We have chosen to research the 
beliefs: perceived risk, perceived difficulty, perceived value and perceived benefit. We chose 
these beliefs because we wanted both favourable and unfavourable aspects of using virtual 
reality in marketing. The favourable aspects are perceived value and perceived benefit. The 
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unfavourable aspects are perceived risk and perceived difficulties. According to Au & 
Enderwick (2000) perceived difficulty, perceived value and perceived benefit affect attitudes 
towards adoption of new technologies. According to Korolov (2014), there are different risks 
with virtual reality. Virtual reality is not fully developed yet which makes risk an interesting 
aspect to include in our research (Karabuda, 2016). In this dissertation, the number of beliefs 
is limited to four, which enables positive, negative and neutral attitudes. With three or five 
beliefs the result of a neutral attitude would not be possible. 
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2. Theoretical frame of reference      
This chapter involves theories that relevantly capture the research questions. The main theories are 
resource-based theory, marketing strategy, reality technologies and attitudes. Our conceptual model 
is based on attitudes against new technology and perceived risks of virtual reality. 

 
2.1 Resource-based theory 

One of the most accepted theories in strategic management is the resource-based theory 
(Newbert, 2007). The theory explains the relationship between firm resources and firm 
performance. The founder of the resource-based theory, Jay Barney, means that an 
organization’s performance depends on differences in organizational resources. The 
fundamental explanation of strategy means that an organization should choose a strategy 
based on their most valuable resources to be as effective and profitable as possible. This 
definition of strategy is a consistent mindset from a resource-based perspective. Resources 
can be described in two categories: tangible assets and intangible assets. Machinery, 
buildings and warehouses are examples of tangible assets while brand names, internal 
knowledge of technology and patent are examples of intangible assets. These assets can be 
described as the elementary or distinctive competencies in an organization. A resource can 
only be transformed to a competitive advantage when it is unusual, valuable and difficult to 
copy or have no substitute. If the resources are rare and valuable the organization will acquire 
a competitive advantage and enhance performance for a short time. If the resources also are 
inimitable and non-substitutable the organization will acquire a competitive advantage over 
time according to Barney’s conceptual model (Newbert, 2007). However, a resource-based 
perspective cannot entirely explain differences in performance based on these resource 
barriers. Consideration regarding the core competencies that are important for a particular 
industry should also be considered when measuring differences in performance. The 
developers of the resource-based theory suggest that an organizational resource profile should 
fit its product-market activities to gain the superior performance (Furrer, Sudharshan, 
Howard, & Alexandre, 2008). Barney’s conceptual model below explains how a company 
that has valuable and rare resources and capabilities will achieve competitive advantage, 
which will lead to better performance on the short-term. Only if the resources and capabilities 
also are non-substitutable the company will achieve sustained competitive advantage that will 
result in better performance in the long-term (Newbert, 2007). 

 
 

Figure 2.1. Barney’s conceptual model (Newbert, 2007)  
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2.2 Marketing strategy 
The fundamental definition of marketing strategy can be divided into two parts. The first part 
describes the definition of target markets, which represent the demands of the market. The 
second part describes the combination of the marketing mix, which represents the supply of 
the market (Shaw, 2012). The framework of the definition has developed and today 
marketing strategy can also be described as an organization’s integrated choice of path. The 
marketing strategy describes which market and segment to focus on and defines in which way 
the company will reach its target segment. Marketing activities, marketing channels and the 
allocation of marketing resources can be defined in a marketing strategy to facilitate 
implementation and evaluation (Goldring, 2011). 
   

2.2.1 Digitalization affecting marketing strategies  
Information Technology (IT) was constructed to be utilized by professionals for example 
physicians and accountants. The perception of IT was that the technology was too complex 
and expensive to be able to be introduced to consumers. However, in the 1980s this changed 
through innovations like desktop computing. This innovation among others made it possible 
to introduce IT to consumers. IT went from only being directed towards professionals to 
expand and also address consumers. The following decades Internet was introduced which 
enabled new, less costly ways of communication. Suppliers of IT saw great potential for this 
new technology and presented it to consumers. IT changed from being limited, complex and 
costly to be easily accessible, user-friendly and inexpensive. The introduction of Internet 
resulted in an explosion of IT usage among consumers. (Nilsson & Magnusson, 2015.) 

The introduction of the Internet changed the pre-conditions for marketers. Original marketing 
strategies altered and already existing marketing channels reshaped. For example, radio 
broadcasts could be made live on Internet, paper magazines were available as digital and 
television programs could be streamed. Internet did not only change existing marketing 
channels it also allowed the development of new marketing channels. For marketers, the 
Internet became a platform to communicate with the major mass. (Ritson, 1998.) 

In 2007 Apple created new conditions for both businesses and consumers with the first 
smartphone. Thanks to application technology, touchscreen and data storage the iPhone 
revolutionized the market. When the price of smartphones dropped the digitalization 
advanced (Gillian & Hammarberg, 2016). Through smartphones, new ways of social 
communication established, for example, social media applications like Instagram, Facebook, 
YouTube and Twitter. These channels enabled more frequent and easy communication. 
Smartphones helped marketers to better understand consumers individually. New techniques 
like reality mining were introduced. Thanks to data storage and GPS, companies were able to 
follow the movement of their consumers. This gave marketers valuable information that 
could be used to design effective marketing strategies (Persaud & Azhar, 2012). 
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2.2.2 The usage of virtual reality in marketing strategy 
Virtual reality is a technology that enables companies to immerse their customers in a digital 
world (Hyungsoo Jung & Dieck, 2017). Virtual reality is a powerful tool for many various 
professions like advertisers, engineers and architects. The field of application is extremely 
wide, the tool can be used in many different ways for example when designing, testing and 
developing new products (Patel & Cardinali, 1994). Through virtual worlds, customers can 
change the form, colour and content of a product (Tikkanen, Hietanen, Henttonen, & Rokka, 
2009). 

There are no general guidelines or best practices of using virtual reality as a marketing 
strategy. Through virtual worlds, companies are able to interact and provide customers with 
valuable information. Virtual reality also enables customers to experience products and 
develop more intense beliefs towards a specific product. Virtual experiences give customers 
both direct and indirect experiences. Direct experience is when a consumer experiences a 
product through vision, hearing or haptic. On the contrary, the indirect experience is 
experienced through advertising and word of mouth. The advantage of virtual reality is that 
this media enables companies to provide both product information and the ultimate 
experience since it involves several senses. (Tikkanen, Hietanen, Henttonen, & Rokka, 2009.) 

Virtual Reality can be used to increase brand experiences and brand knowledge. The 
marketing channel enables customers to interact with brands in virtual worlds, which will 
affect their attitudes and increase the purchase intention. The usage of several marketing 
channels enables companies to keep existing customers and reach new customers, which will 
boost sales and sustain the competitiveness. (Gabisch, 2011.) 
 

2.3 Reality technologies 
Augmented Reality is defined as an indirect enhanced view of a physical real world 
consisting of real and virtual objects. The physical world is augmented by virtual computer-
generated information. Augmented reality aims to enhance the user’s perception of the real 
world. Augmented interaction is possible because of virtual information in the user’s 
surroundings. (Carmigniani, Furht, Anisetti, Ceravolo, Damiani, & Ivkovic, 2011.) 

Virtual reality can be described as a real existence in an unreal world generated by computers 
(Hirose, 2000). The technology immerses the user in a virtual world without any connection 
to the real world (Carmigniani, Furht, Anisetti, Ceravolo, Damiani, & Ivkovic, 2011). 

Mixed reality is the blurring divide between the real and virtual world. The technology is a 
combination of computer-generated text, 2D images, 3D models and audio. The technology 
enhances the perception of the real world. (Bulman, Crabtree, Gower, Oldroyd, Lawson & 
Sutton, 2004.)  
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2.3.1 Technology behind virtual reality 
Virtual reality requires devices like head-mounted display, data gloves and body sensors 
(Hirose, 2000). The head-mounted display makes it possible to directly experience the virtual 
world without using any display-screens. The device tracks head motion by magnetic sensors 
attached to the device. The industry offers head-mounted displays in many different designs 
and the price varies depending on quality and material. The data gloves track hand and finger 
motions by magnetic and optical fibre sensors attached to the gloves. The body sensor suit 
has the same magnetic sensor technology as the gloves but with an additional motion 
platform to give the user the ultimate experience of motion in the virtual world (Patel & 
Cardinali, 1994). 

Intuitive interaction, presence and multisensory is characteristics of virtual reality. Intuitive 
interaction describes that through data gloves it is possible to interact with computers through 
the use of hand movements. With traditional computing, the intuitive interaction was not 
possible. Presence symbolizes what the user experience when using head mounted display. 
The device immerses the user to the artificial 3D world through a 360-degree field of view. 
The last characteristic, multi-sensory, describes the importance of other senses than vision to 
fully embrace the user into the virtual world. Audio and haptic are additional senses to 
enhance the experience, which is possible with the use of the body sensor suit. The usage of 
all devices will stimulate several senses at the same time, which make virtual reality a unique 
technological tool. (Hirose, 2000.)  

 
2.3.2 Perceived risks of virtual reality 

Virtual reality comes with different kinds of risks. Risk is often associated with the return on 
investment to avoid the risk of wasting money. Physical risks as motion sickness and nausea 
are especially associated with virtual reality since the technology is not fully developed yet. 
Security risk, behavioural risk and privacy risk are other risks associated with virtual reality. 
Security risks are connected to protecting information and communication. Virtual 
environments have to be created equal to protect information and avoid security risks. Virtual 
reality environments require a code of conduct similar to other social media to avoid 
behavioural risks. Privacy risks exist since behaviours can be tracked in a virtual reality 
world. (Korolov, 2014.) 

 
2.4 Attitudes 
Attitude is defined as “learned predisposition to respond in a consistently favourable or 
unfavourable manner with respect to a given object” (Fishbein & Ajzen, 1975, p.6). Eagly & 
Chaiken has a similar definition and defines attitude as the psychological tendency that is 
manifested in some degree of favour or disfavour towards an object (Plessis & Niekerk, 
2017). An individual's attitude can be expressed in three different ways: positive, negative or 
neutral. A very negative attitude is hard to change because of the high degree of commitment. 
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On the contrary, if an individual has a lower degree of commitment, the person's attitude is 
easier to affect (Opatow, 1966). In the present study, attitude is defined as an individual’s 
positive, negative or neutral feeling towards using virtual reality as a marketing strategy. 
 

2.4.1 Attitudes against new technology 
The adoption of a new technology depends on the adopters positive or negative attitude 
towards the new technology. The attitude is affected by the adopter’s beliefs (Au & 
Enderwick 2000). The following beliefs will be examined in this study:   

 
Perceived difficulty  

If the application of the technology comes with minimum efforts the perceived difficulty and 
risk is low which probably will result in a successful implementation of the technology. 
Another aspect that affects the perceived difficulty is the company's expected support from 
the supplier. (Au & Enderwick, 2000.) 

Perceived benefit  

This belief is the company's perception that adopting new technology will gain benefits.  
Examples of benefits are extended market share, competitive advantage and market 
development. (Au & Enderwick, 2000.)    

Enhanced value  

This belief is related to the company's perception that the technology can generate value from 
the customer's perspective. A new technology can be percept from a customer’s point of view 
as something exciting that can create enhanced value. (Au & Enderwick, 2000.) 
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2.5 Conceptual model - Beliefs affecting attitudes towards virtual 
reality  
Decision makers of today are influenced by reality technologies that they have to make a 
decision either to adopt or not. According to Au and Enderwick (2000) decision makers have 
different beliefs that affect if they will have a positive, negative or neutral attitude towards 
adopting a new technology. Perceived difficulty, perceived risk, perceived benefit and 
perceived value are the different beliefs examined in this research. We have created a 
conceptual model based on beliefs from Au & Enderwick cognitive attitude model and 
Korolov’s theory about risks of virtual reality. We chose the cognitive attitude model because 
perceived difficulty, perceived benefit and perceived value affect the attitude towards 
adopting a new technology. Since our research is about attitudes towards virtual reality we 
added perceived risk as a belief based on Korolov’s theory about risks of virtual reality. The 
number of beliefs in the conceptual model is limited to four, which enables positive, negative 
and neutral attitudes. With three or five beliefs the result of a neutral attitude would not be 
possible. The remaining theories in the theoretical frame of reference are complementary 
theories to our conceptual model. Through the usage of our conceptual model, we will 
describe decision makers beliefs and chart their attitudes towards using virtual reality as a 
marketing strategy. This will help us answer our research question: What are decision makers 
attitudes towards the usage of virtual reality as a marketing strategy? Through testing our 
conceptual model we will prove if chosen beliefs form attitudes that affect the adoption of 
virtual reality in marketing. This will also help us answer our research question: Why do they 
have these attitudes?  

 

 
 

 

 

 

 
 

Figure 2.2 Conceptual model - Beliefs affecting attitudes towards virtual reality (Au & 
Enderwick, 2000; Korolov, 2014)  
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3. Methodology 
This chapter will describe the method, which is the basis for the dissertation structure. Scientific 
method and choice of respondents are selected and presented. This chapter also describes reliability 
and validity within the chosen method and the process of collecting primary and secondary data.  

 

3.1 Scientific approach  
Inductive and deductive are two scientific approaches to collect data (Jacobsen, 2002).  In 
this study, we have chosen a deductive scientific approach. According to Jacobsen (2002), 
this approach starts in theory and ends up in empiricism. We have chosen a deductive 
approach because we wanted to find out if chosen beliefs affect the attitude towards the 
adoption of virtual reality as a marketing strategy. We carefully considered the negative 
aspects of our choice to make a deductive approach. According to Jacobsen (2002), a 
deductive approach can limit the data collected since the focus is on the author’s 
assumptions. When we developed our interview guide we were aware of this and designed 
questions not only connected to attitudes and beliefs to decrease the risk of a limited data 
collection. 
 

3.2 Scientific method 
The design of the research was based on an intensive structure characterized by few units 
being examined with many variables (Jacobsen, 2002). The reason behind this choice was the 
fact that we wanted to research decision makers attitudes and beliefs towards using virtual 
reality as a marketing strategy. According to Jacobsen (2002) it will be harder to generalize 
the result examining only a few units compared to a research based on an extensive structure 
characterized by many units. The purpose of this research is to describe decision makers 
beliefs and chart their attitudes towards using virtual reality as a marketing strategy. To 
achieve our purpose we needed profound information and decided that the intensive structure 
was the best option for this research despite the negative aspect to not be able to generalize 
the result. The two different alternatives for collecting data to a research are the qualitative 
and the quantitative method (Söderbom, Ulvenblad, 2016). To be able to achieve the purpose 
of this study we used a qualitative research method. We wanted to investigate a few numbers 
of decision makers in order to chart their attitude and research why they have these attitudes 
through analysing their beliefs. Another reason that we chose qualitative and not quantitative 
research method was because this method gave the possibility of a deep knowledge and 
interpretation. According to Söderbom and Ulvenblad (2016) different examples of 
qualitative methods are: case studies, interviews and observations. We decided to do 
interviews since the qualitative method was suitable to our research questions. We have used 
an interview guide to structure our questions and highlight relevant question areas. According 
to Jacobsen (2002) the qualitative method collects a limited number of answers compared to 
the quantitative research method. Despite this fact we chose qualitative research method since 
we wanted detailed data to enable interpretation.   
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3.3 Selection of respondents 
Our selection of respondents was based on a combination of criteria and methods. One of the 
criteria used was the information criterion. According to Jacobsen (2002) this criterion is 
suitable when abundant information and knowledge regarding a specific area is needed. We 
chose respondents that could give us the most qualitative information about virtual reality, 
which we based on the variables experience and knowledge. The second criterion used was 
the variation criteria. According to Jacobsen (2002) this criterion is suitable when a wide and 
varied selection of respondents is needed. We selected respondents that operated in different 
industries. We also chose companies in different sizes to get a wider dissemination of 
respondents. Since the research is limited to examine decision makers’ attitudes this was also 
a criterion. We decided to do interviews with decision makers from five different companies. 
The number of respondents was limited to six because we wanted to be able to deeply 
interpret and analyse the respondents’ statements. According to Jacobsen (2002) qualitative 
method are more time-consuming than quantitative method, which motivates our number of 
respondents. The first and second company that participated in our research was Adidas Sport 
Eyewear and Nexia Branding. These companies were selected because they fulfilled the 
criteria above. We got in contact with the third and fifth company, Microsoft and MKFX, 
through a recommendation from a manager at Adidas Sport Eyewear. According to Jacobsen 
(2002) this way to get in contact with a respondent is called the snowball method. The fourth 
company, Zühlke, was also a result of the snowball method. We got in contact with Zühlke 
through a recommendation from the respondent at Microsoft.  

 
3.3.1 Nexia Branding  
 

Nexia Branding is a marketing consulting company that specializes in marketing, branding, 
communication and design. The company is operating in the marketing consultant industry. 
Nexia Branding was founded in 2012 and the company has two employees (Nexia Branding, 
2018). The primary reason for selecting Nexia Branding was the fact that the company is a 
small sized company and operates in the marketing industry. Since we wanted to research the 
attitudes towards the usage of virtual reality as a marketing strategy Nexia Branding was an 
interesting company to include in the research. 

 
3.3.2 Adidas Sport Eyewear  
Silhouette International owns the licensee of Adidas Sport Eyewear. Adidas Sport Eyewear 
operates in the eyewear industry and produces sport eyewear and sport goggles. The company 
has more than 1500 employees worldwide (Silhouette International, 2018). The fact that the 
company is operating in a different industry was the primary reason for selecting Adidas 
Sport Eyewear. 
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3.3.3 Microsoft 
Microsoft was founded in 1975 and is the worldwide leader in software, services, devices and 
solutions. Microsoft is not limited to a certain industry, the company operates in most 
industries on the market. Microsoft has 126 079 employees worldwide. Microsoft is a 
supplier of reality technology (Microsoft, 2018). They have valuable information within our 
specific research area and this was the primary reason for selecting Microsoft as one of our 
respondents. 
 

3.3.4 Zühlke 
Zülkhe was founded in 1968 and is a developer of software engineering and product 
innovation. The company has over 1000 employees. Zülkhe operates in the IT and 
engineering industry and develops applications within augmented reality, virtual reality and 
mixed reality (Zühlke, 2018). Zühlke have valuable information within our specific research 
area and this was the primary reason for selecting the company as one of our respondents. 
 

3.3.5 MKFX 
MKFX was founded in 2001 and is a company that works with 3D animation, compositing 
and postproduction. MKFX has six employees and operates in the computer graphics, 
animation and video production industry (MKFX, 2018). MKFX have valuable information 
within our specific research area and this was the primary reason for selecting the company 
as one of our respondents. 

 
3.4 Data collection  
To collect all the data needed for the research we used both primary and secondary data. 
Jacobsen (2002) explains that primary data is the type of data that has been collected for the 
first time and secondary data is data collected by other researchers. The primary data was 
collected through interviews with five different companies. The information collected from 
the interviews was our primary source of information. The secondary data was collected from 
literature, scientific articles and reliable digital sources. Despite the fact that the secondary 
data we used had other purposes, we decided to use it anyway, since parts of the data were 
relevant to our research.  

 
3.4.1 Before data collection  

Before we started the data collection from our interviews we designed a partly structured 
interview guide. According to Söderbom and Ulvenblad (2016) partly structured questions is 
used to obtain as much information as possible. We used the interview guide as a template. 
Depending on the respondent we adapted the interview guide to fit the specific respondent. 
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We used an operationalization schedule to design the interview guide and structure the 
questions. According to Söderbom and Ulvenblad (2016) operationalization is needed to 
relevantly capture chosen theories and to make abstract terms measurable. To make the term 
attitude measurable we operationalized questions from four different beliefs. All questions in 
the interview guide were designed to highlight relevant information to help us answer our 
research questions.  

When the interview guide was finished we did a test interview on telephone with Sarah 
Angell who works at Silhouette Nordic as a marketing manager. The purpose of the test 
interview was to do a try-out and get feedback on our interview guide to be able to be as 
prepared as possible for the forthcoming interviews. She gave us the suggestion to finish the 
interview with: “is there anything you want to add to this interview?” We added this question 
to give the respondents a possibility to add additional information or do a short summary of 
the most important questions. She observed that some of the questions were similar to each 
other, which could result in repeating answers. We decided not to change the questions and 
take the risk of repeated answers rather than miss out on relevant information. Sarah 
mentioned that there were a large number of questions in the interview guide. We did not 
change the number of questions because we considered all of the questions necessary to get 
the information needed. The last observation was that the questions were written in an 
understandable language and that we had a clear and well-designed interview guide.   

According to Vetenskapsrådet (2017), it is important that the respondents in an interview 
receive information about the research before the interview. Therefore we also created an 
information letter that was sent out to all of our respondents before the interview. Shortly, the 
information letter contained detailed information about the purpose of the research, practical 
details about the interview and that it was voluntary for the respondent to participate. We 
informed the respondents that the interview would be recorded and printed in text. We also 
informed the respondents that the information and statements will be handled confidential 
and that they could participate anonymously. The information letter also contained an 
explanation of how the final research will be presented. The information letter can be found 
in Appendix 3. 

 

3.4.2 During data collection  

Our primary data collection was based on semi structured personal interviews. According to 
Söderbom and Ulvenblad (2016), semi structured interviews is characterized by open 
questions that gradually become more tapered. We arranged interviews with five companies. 
One of the interviews was a group interview where two companies participated. In all 
interviews, audio recording was used to enable transcripts. The audio recording was an 
important tool to capture all details of what has been said during the interviews. Beyond, the 
audio recording we also took notes if any particularly face expression or body language was 
shown during the interview.  
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According to Jacobsen (2002), the place and time of the interview should be decided by the 
respondent to build trust and get as good results as possible. In this research, all respondents 
had the opportunity to choose a time and place that they were comfortable with. The only 
requirement from our side was that the interview should take place in a quiet environment 
where we could speak undisturbed. According to Jacobsen (2002) group interviews are 
suitable when a groups point of view is needed. A group interview was not desirable but this 
was the only option to include Zühlke in our research. We were aware of the fact that the 
respondents’ statements could be affected by each other. To counteract this negative aspect 
we switched the turn-taking of the respondent answering the questions. 

 
3.4.2.1 Interviews  

All interviews started with general information about the research and that the respondent had 
the opportunity to call off the interview at any time. The interviews continued with some up 
warming background questions. As the interviews continued the questions became more 
specific based on the theories and question areas. During the interviews, the main focus was 
to let the respondent talk as free as possible. When the answers from the respondent slipped 
away from the question, the interviewer gently tried to interrupt and move on to the next 
question.   
 
The interview with Nexia Branding took place during the late afternoon at a familiar lunch 
restaurant where the respondent has a client and often works. During the time of the 
interview, the restaurant was almost empty and the atmosphere was calm and relaxed. The 
interview progressed for one hour and ten minutes. The interview with Adidas Sport Eyewear 
took place in the morning in the respondent’s office, a quiet and relaxed environment where 
the respondent felt comfortable in. The interview progressed for forty minutes. The interview 
with Microsoft and Zühlke took place in a conference room at Microsoft in Vienna. Since this 
was a group interview the interviewer used following up questions to really capture details 
from every respondent. The interviewer switched the turn-taking of the respondent answering 
the questions to counteract that the respondents were affected by each other’s statements. The 
interview progressed for one hour and ten minutes. The interview with MKFX took place in 
the afternoon on Facetime. Both authors participated in the interview and switched the turn-
taking of the authors asking questions. Since this was the last interview we knew what 
information we needed which made the interview more efficient and structured. The 
interview progressed for forty minutes. 

 

3.3.4 After data collection 
Directly after the interview, we wrote down thoughts, feelings and impression of the 
interview to catch details that are hard to reproduce from an audio recording. We listened to 
the audio recordings and transcript them that according to Söderbom and Ulvenblad (2016) 
facilitate the interpretation of the data and helps analyse the material.  



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

16 

3.5 Development of questions, constructs and items  
The interview guide was designed based on a questionnaire of initial background questions, 
demographic issues, core issues and follow-up questions. The interview questions were 
developed from our research questions. In the next step, we developed question areas based 
on our theories. Every question was developed to achieve the purpose and fit the design of 
the study. The interview guide can be found in Appendix 1 and the operationalization 
schedule in Appendix 2.  

The interview guide begins with six background questions, each one designed to get a profile 
of the respondent. One of the background questions was: Do you have a personal interest in 
new technology? This question was interesting since our conjecture was that interest might 
have an affect on the attitude. After the background questions, the core issues of the thesis 
were presented. The questions in the interview guide started off wide and narrowed at the 
end. 

To be able to assess how much knowledge the respondent had regarding virtual reality we 
decided to let the respondent speak freely about their knowledge, experience and usage of 
virtual reality in the two following questions: What do you know about the phenomenon 
virtual reality? What are your experiences of virtual reality? The first question in this 
question area is very wide, this because we wanted to get as exhaustive answers as possible. 
We also wanted to introduce the subject of virtual reality with easy questions to give the 
respondent confidence in forthcoming questions.  

Next question area in the interview guide is attitudes towards virtual reality. One of the 
questions from this area are: What is your attitude towards using virtual reality in marketing? 
We chose to not use scales in the attitude questions because we wanted to get as much 
information as possible about the respondents’ attitude. The reason for not using scales to 
measure the attitude was because of the fact that it is possible that respondents interpret the 
scale differently. This question area was valuable to achieve the comprehensive purpose of 
this research and also answering one of our research questions: What are decision makers 
attitudes towards the usage of Virtual Reality as a marketing strategy?  

The final part of the interview guide is about beliefs affecting attitudes. This question area 
gave us the possibility to test our conceptual model and prove if chosen beliefs affect 
attitudes towards the adoption of virtual reality as a marketing strategy. These questions also 
helped us collect valuable information to answer our research question: Why do they have 
these attitudes? 

As a result of the test interview, we added a final question: Is there anything you would like 
to add to what's been said today? According to Jacobsen (2002), this is a good way to end an 
interview since the respondent will not walk away with the feeling that he or she had more 
information to share. We used different follow-up questions depending on the answers. 
According to Jacobsen (2002), it is important to be alert when the respondent says something 
that is interesting or if the respondent says something that is hard to understand. In those 
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cases we used follow-up questions like: Can you tell me more about? Can you give me an 
example of? How do you mean? 

 

3.6 Analysis of data  

 

According to Jacobsen (2002), the analysis process is divided into three steps, the first step is 
the description. We did this step when we transcribed the data from the interviews. We tried 
to reproduce the audio recordings as carefully as possible in a written document. The 
description contains the statements including all details and values that the respondents told 
us about. The only thing that has been corrected is insignificant words that do not provide any 
information. The reason for this was to make the text as concentrated as possible. According 
to Jacobsen (2002) a detailed transcription enables the use of quotations. The second step is 
the systematization and categorizing (Jacobsen, 2002). After the transcription, we 
summarized data in the empirical findings. From the empirical findings, we created the main 
themes, attitude and belief, to structure the analysis of the data. In this thesis, we will 
examine following beliefs: perceived risk, perceived difficulty, perceived value and perceived 
benefit. We created different tables for each respondent with empirical findings, key findings 
and categories. These tables can be found in Appendix 4 and 6. We summarized the 
information from the themes in tables to find key findings and facilitate the categorization of 
the decision makers’ attitudes and beliefs. In the process of systemizing the beliefs, we 
categorized them as few or many. According to Jacobsen (2002), it is important to develop 
categories understandable for people in general, not only for those involved in this research. 
We created a table that showed the decision makers’ attitudes based on beliefs. This table can 
be found in Appendix 5. If the decision maker percept that there are few risks and difficulties 
and many values and benefits of using virtual reality in marketing, the decision maker will 
have a positive attitude. On the other hand, if the decision maker percept that there are many 
risks and difficulties and few values and benefits of using virtual reality in marketing, the 
decision maker will have a negative attitude. If the decision maker percept that there are few 
risks and difficulties and few values and benefits or many risks and difficulties and many 
values and benefits of using virtual reality in marketing, the decision maker will have a 
neutral attitude. According to Jacobsen (2002), the last step is the combination, in which the 
author interprets the collected data and tries to find relations between the categories, hidden 
causes and meanings. Interpretation of the data enabled us to find relations between 
categories and create the table: attitude based on beliefs. In the analysis of the conceptual 
model, we found hidden causes and meanings. According to Jacobsen (2002), the goal of 
using the three-step analysis process is to not exclude information that can be relevant to the 
research. 
 

3.7 Method criticism 
According to Jacobsen (2002), the qualitative method requires a lot of resources. Because of 
this fact, we chose a smaller amount of respondents. According to Jacobsen (2002), one 
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problem with few respondents is the risk of a distorted result. Another problem with few 
respondents is the difficulties of generalizing the result, which affects the external validity. 
The internal validity is low when the respondents get prepared possible answers as for 
example in a survey (Jacobsen, 2002). Since we did interviews the internal validity is high. 
Our interview questions are open which will force the respondent to describe his or her 
statements of the topics discussed during the interview. We chose qualitative method since 
we needed to gather data concerning why decision makers had certain attitudes, which would 
be difficult with surveys.  

A qualitative method is more time-consuming compared to a quantitative method. An 
interview contains a huge amount of data that needs to be described in detail, categorized and 
structured (Jacobsen, 2002). We were aware that the data could be difficult to interpret 
because of the fact that interviews contain a large amount of nuanced data. To facilitate the 
transcriptions and analyse the data we used a three-step process to make sure that we 
captured relevant information needed for this research. 

  

3.8. Source criticism  
According to Jacobsen (2002) qualitative data primarily comes from: 

- Sources with good knowledge about the subject  
- Primary sources 
- Several independent sources  
- From a late phase in the examination process  
- An informant spontaneously 

These five criteria have been the basis of the ongoing work of evaluating the quality of our 
primary sources in this study. Data collected from our interviews with Nexia Branding and 
Adidas Sport Eyewear we classify as independent sources since the companies operate in 
different industries and have no relation to each other. The other respondents in our research 
are not classified as independent sources because most likely there is a relation between these 
companies since Microsoft recommended us to get in contact with Zühlke and a manager at 
Adidas Sport Eyewear recommended MKFX. Despite the fact that these dependent sources 
decrease the credibility, we chose to include these companies in the research because of their 
good knowledge about the subject. Another source criticism is that we did the interviews with 
Adidas Sport Eyewear and Nexia Branding in an early phase of the research process. These 
interviews contain wider data partly irrelevant for the research. As the research process 
progressed the interviews became more concentrated to capture relevant data to achieve the 
purpose of this study. The primary sources in this research come from semi-structured 
interviews, which complicates spontaneous statements from the respondents. According to 
Jacobsen (2002) spontaneous statements from informants contribute a higher level of trust to 
the primary sources.  
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According to Jacobsen (2002), there are three important aspects of the process in evaluating 
the quality of secondary sources: 

- Public versus private sources 
- Personal versus institutional sources 
- Assessment of the source’s overall quality 

 

The first step is to investigate whom the information is targeted to. If there is a public source 
the receiver is often the broad mass and the document is written from a specific angle to 
create a certain impression. Private sources, on the other hand, do not have the intention to be 
published (Jacobsen, 2002). To not get blinded by skilled journalism, we have been extra 
critical of information we have taken from public sources since they might have a hidden 
agenda. However, we have chosen not to exclude them completely. To be able to discuss 
current problems in the background of our thesis The Economist has been used. The 
Economist is a newspaper but we perceive it as one of the most respected ones in the world, 
which motivates why we have chosen to use it as one of our secondary sources. Aftonbladet 
is a more doubtful secondary source since it is an evening newspaper and has a smaller 
audience. We decided to include these up to date articles to create interest in the introduction 
of our research paper. On the other hand, we did exclude them from the theoretical frame of 
references because we wanted more reliable sources in this part of the research.  

The second step is to examine who the sender is. Either the information comes from an 
individual who is a personal source or from a group of people, which is an institutional 
source (Jacobsen, 2002). In this study, we have a mix of these types of sources but we 
preferred to use personal sources since we can identify whose opinions the source is based on 
which is more difficult to derive from an institutional source. 

The third step is to assess the overall quality of the secondary sources. A personal source has 
good quality and credibility if the person has knowledge about the actual subject, is a good 
observant and can describe something itself has experienced. When looking at an institutional 
source it is more important that the association is neutral (Jacobsen, 2002). In this study, we 
have been collecting data from various sources. We have also tried to find several sources 
describing the same phenomenon in order to compare and depict which one is most credible 
and then used that specific source. In the theoretical frame of reference, we have mostly used 
scientific articles. This because other scientists before have reviewed the reliability of the 
scientific articles published.  

The theoretical framework is based on theories to capture our research questions. To collect 
secondary data we have primarily used ABI Inform Global and Emerald Publishing Limited 
from the database of Halmstad University. ABI Inform Global is a database mainly in 
business administration but also in adjoining social sciences and informatics. The database 
provides journals, business magazines and newspapers, as well as American doctoral 
dissertations and company information. Emerald Publishing Limited is an article database 
within the administration, marketing and information science. The keywords that have been 
used in the search for literature are; virtual reality, attitudes, beliefs, marketing strategy and 
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reality technologies. The majority of the data in this thesis are collected from scientific 
articles, literature, journals, relevant articles online and web pages. 

We have prioritized journals in our search for qualitative information and mainly looked at 
the date of publication and to what extent the article has been cited. Although we have 
prioritized new sources the attitude theory is based on older sources, for example, Opatow 
1966 and Fishbein & Ajzen from 1975. We do not see any risks of using these sources since 
we have discovered that many famous sources within humanities and social sciences are old. 

 

3.9. Credibility, reliability and validity  
Within the methodology, there are two well-known concepts that are used to ensure 
credibility in a study, which is reliability and validity (Graziano & Raulin, 1989). Validity 
and reliability are strongly rooted in quantitative research which makes it necessary to 
reconstruct the concepts to make them fit in a qualitative research (Widerberg, 2002). 
Reliability implies how reliable a measurement is and that a measurement can be repeated 
independently of measuring instrument and person (Söderbom & Ulvenblad, 2016). When 
collecting data, it is important that the measuring instrument, measuring method and the one 
collecting the data does not cause variations or random errors (Rosengren & Arvidson 2002). 
According to Jacobsen (2002), the respondent’s answer in an interview can be influenced by 
the interviewer through his or her appearance, the way of speaking, clothing and body 
language. This is called the interview effect and can affect and distort the outcome of an 
interview. In this research, one of the authors has interviewed Adidas Sport Eyewear, 
Microsoft, Zühlke and the other author Nexia Branding. Both authors were present in the 
interview with MKFX. If one author interviewed all the respondents we would more likely 
have a higher reliability. We decided to have casual clothing and perceive calm but curious 
during the interviews due to the fact that we provide different stimuli during the separate 
interviews. We also decided that we should talk as little as possible and that we should ask 
questions in a neutral way in order to reduce the interview effect. According to Jacobsen 
(2002), the choice of place can also be decisive for the outcome of an interview, this is called 
the context effect. To increase the reliability in this thesis, all respondents had the opportunity 
to choose the place for the interview. All interviews were also recorded and transcript which 
according to Söderbom and Ulvenblad (2016) facilitate the interpretation of the data. After 
the interviews, the interviewer wrote down a short summary of thoughts and impression of 
the interview to catch details, which is difficult to reproduce from an audio recording. 
According to Jacobsen (2002), these notes are valuable when evaluating how reliable the data 
collected from a certain interview is. 

 Validity can be explained as the study measuring what it has intention to measure (Söderbom 
& Ulvenblad, 2016). We chose a smaller amount of respondents since the immersive purpose 
of this study is to research why decision makers have certain attitudes towards using virtual 
reality as a marketing strategy. According to Jacobsen (2002), one problem with few 
respondents is the risk of a distorted result. Another problem with few respondents is the 
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difficulties of generalizing the result, which is affecting the external validity. The internal 
validity is low when the respondents get prepared possible answers as for example in a 
survey (Jacobsen, 2002).  Since we did interviews the internal validity is high. We are aware 
that we cannot generalize the result from six respondents. The conceptual model will be the 
theoretical contribution of this research. 

Furthermore, validity is central in the design of the study, which means that it should have a 
thought-out scientific design that corresponds to the test of the study (Graziano & Raulin, 
1989). To ensure high validity in our research we have proceeded from our purpose and 
research questions in the overall design of the study. The questionnaire was developed based 
on theories and question areas in the thesis. Since every interview has been recorded and 
transcribed all details have been noticed. We have identified themes, key findings and 
categories that reflect the empirical data, which has been critically analysed and compared. 
The transcription of the recorded interviews was divided between the authors. When the 
transcriptions were finished both authors listened to the interviews while reading the 
transcripts. This way of work reinforced the validity and made the empirical primary data 
credible.   
 
We are aware of the fact that there are a lot of aspects that affect the attitude towards using 
virtual reality as a marketing strategy. Despite this, we have chosen to research these four 
beliefs: perceived risk, perceived difficulty, perceived value and perceived benefit. We 
wanted both favourable and unfavourable aspects of using virtual reality in marketing. The 
favourable aspects are perceived value and perceived benefit. The unfavourable aspects are 
perceived risk and perceived difficulties. According to Au & Enderwick (2000) perceived 
difficulty, perceived value and perceived benefit are chosen since they affect attitudes 
towards adoption of new technologies. According to Korolov (2014), there are many risks 
with virtual reality. Virtual reality is not fully developed which makes risk an interesting 
aspect to include in our research (Karabuda, 2016). In this research, the number of beliefs is 
limited to four, which enables positive, negative and neutral attitudes. With three or five 
beliefs the result of a neutral attitude would not be possible. Through interpretation of the 
decision makers’ statements, we categorized the beliefs as few or many. The categorization is 
based on our interpretations, which can generate a distorted result. To minimize the risk of a 
distorted result we measured the attitudes in two ways. Firstly, through interpret the decision 
makers expressed attitudes towards using virtual reality as a marketing strategy. Secondly, 
through using our conceptual model and analyse the beliefs which resulted in an attitude 
based on beliefs. Finally, we compared the expressed attitude with the attitude based on 
beliefs to strengthen the validity in this research.    

 

3.10 Ethics 
There are several requirements to take into account regarding ethical principles in research 
studies. The overall objective of the requirements is to protect individuals participating in a 
research. The first requirement is that respondents must have received detailed information 
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about the purpose of the study. The interviewer must also inform the respondent that it is 
voluntary to participate in the research (Vetenskapsrådet, 2017). Both of these requirements 
have been achieved through an information letter that was sent to the respondents before the 
interview. We started every interview with information about the purpose of the study and 
informed them that they could call off the interview at any time. According to 
Vetenskapsrådet (2017), anonymity and confidentiality are two important concepts to protect 
the interests of the respondents within ethical principles. Anonymity means that researchers 
must safeguard the anonymity of respondents if necessary. Confidentiality is more about the 
general responsibility to not disseminate information gained in trust to unauthorized 
individuals (Vetenskapsrådet, 2017). In this research, only the authors handled all 
information collected. Confidential and vulnerable information about the companies was not 
published in the study as agreed with the respondents.  
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4. Empirical framework 

This chapter presents the primary data collected and the decision makers in this research. The 
empirical framework is based on information relevant to the purpose of the study. The presented data 
is structured in selected question areas connected to the research questions. The empirical framework 
will be presented based on each interview. Information about the selected companies in this research 
is presented in the previous methodology chapter. 

 

4.1 Interview with Nexia Branding 

The decision maker and owner of Nexia Branding is Dejota Castro. He is a 43 years old 
marketing consultant who has a great personal interest in technology because of his 
background as an electronic technician.  

4.1.1 Virtual reality 

When talking about the phenomenon virtual reality Castro argues that the technology can be 
used in different areas from medicine to entertainment. Castro explains that the technology is 
a hype that requires really expensive devices and apparatus. He describes that there are two 
other reality technologies in addition to virtual reality: augmented reality and mixed reality. 
Further, he argues that virtual reality is a technology with a lot of potential. Castro describes 
his first experience of virtual reality as interesting. He explains that he has never used the 
technology in marketing but that he is very curious and up to date regarding the topic of 
reality technology. 

4.1.2 Attitudes 

When discussing his attitude towards using virtual reality in marketing Castro says that it is 
an interesting technology but he is unsure if it is the best solution. He argues that the virtual 
reality hype has settled and that the technology has not developed much the last couple of 
years.  

“Sometimes the technology is developed but the consumer behaviour is not aligned with that. 
When we have a great paradigm shift to make a virtual meeting instead of using whatever we 
already have and it’s working, there will be some resistance. I don't see this align yet but it 
can align for certain uses and certain niches and we are already told about some of these 
users. I believe it’s already very advanced in some areas.” (Personal communication, 2018-
03-14) 
 

4.1.3 Beliefs  
Castro describes that he does not see a lot of risks using virtual reality as a marketing 
strategy. He only mentions motion sickness and system failures as risks that could create a 
bad experience for the user. When talking about the difficulties of adopting virtual reality in 
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marketing Castro gives several examples. Firstly, he mentions that the price of the equipment 
that enables virtual reality is really high. Secondly, he explains that it is difficult to predict 
how the customers will receive the technology. Thirdly, Castro describes the lack of 
knowledge and the absence of support as another difficulty. 

Castro expresses the enhanced value of adopting virtual reality in marketing as follows: 

“In the case of virtual reality, we still have to see the market evolve, grow and mature so we 
can have more professional uses in the marketing departments that won't just be gimmicky or 
for one tactic moment or one event. Then it will really get into the fabric of the brand and we 
will use virtual reality to complement the experience with the brand.” (Personal 
communication, 2018-03-14) 

When talking about the benefits of new technologies especially virtual reality Castro says: 

“I would like to say that technology is incredible. To lead we have to follow technology. We 
have to be up to date with technology, we don't need to have a profound understanding of 
everything. And curiosity, we have to be guided by curiosity. When we have curiosity and the 
will to innovate, we can look at all the technologies available and at the same time try to 
understand the real problem to come to a solution that is effective. When we put this together 
the magic happens.” (Personal communication, 2018-03-14) 

Castro says that the benefit of using virtual reality in marketing is that the market will get a 
positive perception of the company. He argues that this is a positive consequence of using 
new technology when interacting with the market. When talking about the future of virtual 
reality Castro expresses:  

“We don’t know what the future holds for us so maybe in 10 or 20 years we’ll be interfacing 
or interacting with this technology in another way.” (Personal communication, 2018-03-14) 
 

4.2 Interview with Adidas Sport Eyewear 
The decision maker from Adidas Sport Eyewear is Ronald Mühlböck. He is a 50-year-old 
brand director with a great personal interest in technology. He describes himself as tech-
savvy because of his educational background within information system. 

4.2.1 Virtual reality 
When talking about the phenomenon virtual reality Mühlböck expresses the endless 
opportunities with the technology. He explains that the use of virtual reality is wide, from the 
gaming industry to the medical industry. He also mentions the possibilities of communicating 
through virtual meetings. Mühlböck has tried virtual reality once, through the Oculus Rift 
device. He gives several examples of using virtual reality in marketing like virtual 
showrooms and trade shows. Further, he brings up one example of a competitor that used the 
technology on a trade show, where the visitors could go skiing in a virtual world and try out 
different lenses. 
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4.2.2 Attitudes 
When Mühlböck talks about new technologies in marketing he says that he is interested and 
open-minded but explains the importance of being critical as well. He explains that every 
new technology that pops up is not something every company should do, sometimes it is 
better to let others do the groundwork and jump on it later. When Mühlböck describes his 
attitude towards using virtual reality in marketing he expresses: 

“I definitely think as I have mentioned before that there are very, very interesting possibilities 
for the future. It is a little bit too early to say that we really put a lot of investments and 
resources in there. Of course, if I would have a little bit more room I would do it, but right 
now setting priorities, of course, it is rather a small priority. For me, it is key not to ignore it 
and really have a close look and always be sensitive and then think okay here we can do 
something.” (Personal communication, 2018-03-22) 

4.2.3 Beliefs  
From a company perspective, Mühlböck does not see any big risks using virtual reality in 
marketing. He points out the social aspect, that people might lose the connection to the real 
world, as a perceived risk of using virtual reality in marketing. Further, he says:  

“You really have to be careful and not run every technology available because then you will 
invest a lot of money and time to things which might not be helpful. That could be the risk. 
So, scan it, watch it and be very smart on where you jump on it. Maybe sometimes, to take 
away the risk, let somebody else be first and see how it works and then take their experience 
and make it better.” (Personal communication, 2018-03-22) 

Mühlböck describes that one difficulty with using virtual reality in marketing is the fact that 
new technology, can be received differently. He says that parts of the eyewear business are 
rather conservative than tech-savvy. Further, he gives an example:  

“Instead of inviting an optician to Linz and see him on the tradeshow, ask him to stay at 
home, put your Oculus on and look at the range there. First of all, he might be offended 
because it is also about social contact and not only about business. Secondly, he might not be 
tech-savvy and won’t use it because he wants to talk to real people.” (Personal 
communication, 2018-03-22) 

When talking about the enhanced value and benefits of adopting virtual reality in marketing 
Mühlböck points out six things: connection with the consumer, create brand relations, speed, 
cost efficiency, experience and emotions. He also mentions that being faster, being more cost 
efficient or having a better emotional connection with the consumer can generate competitive 
advantages. When talking about the future of virtual reality Mühlböck expresses:  

“I would like to do more virtual reality. I would like to have more time to investigate what is 
possible and I am really excited to see what is coming. I hope it's going to be for the benefit 
of the main kind and not causing too much trouble, which can be the case as well. But from 
my point of view it’s for each and every tool. Like I always say, with a hammer you can build 
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a house or you can kill somebody, so it depends on what you do with it.” (Personal 
communication, 2018-03-22) 

 

4.3 Interview with Microsoft and Zühlke 
The decision maker from Microsoft, Dan Stanzel is 42 years old. Stanzel is a business 
developer for data at the eye and the Microsoft online services. Stanzel has a great interest in 
technology and describes the IT industry as:  

“You have to like change, its kind of one of the biggest things. If you don’t like persistent 
change you are totally in the wrong business.” (Personal communication, 2018-04-05)  

The decision makers from Zühlke are Bernhard Zimmermann 40 years old and Ines Lindner 
35 years old. Zimmermann is a business development manager and Lindner is a lead 
consultant in user experience. 

4.3.1 Virtual reality 
When talking about the technology behind reality technology Zimmermann refers to 
Microsoft Hololens, as the new thing, which is a mixed reality hardware developed by 
Microsoft. He argues that it is a really interesting device since it is a completely stand-alone 
device because the user does not need to have a smartphone or PC because all computing 
power is integrated within the glasses. Zimmermann explains the best use cases for this 
device are in the industrial and medicine area. Lindner describes the experience of the 
Hololens as more human compared to the other reality technologies, which she describes, is 
the exciting part of mixed reality. Zimmermann and Lindner give several examples of 
companies using virtual reality in marketing. Zimmermann describes in detail how the 
company Fronius has used virtual reality for marketing reasons at exhibitions. Zimmermann 
points out that virtual reality has been used for a long time in marketing. Lindner adds that 
there are a lot of companies using virtual reality for marketing reasons, for example, to 
explain and show products. 

4.3.2 Attitudes 
When talking about the attitude towards using virtual reality in marketing Zimmermann 
expresses:  

“I think the virtual thing is going down a little bit in marketing.” (Personal communication, 
2018-04-05)  

The main reasons for this statement Zimmermann argues are motion sickness, the difficulty 
of interacting with people when using virtual reality and the entrance of mixed reality. He 
describes the problem of using virtual reality at exhibitions because of the risk of getting 
motion sickness. Another problem he points out is the fact that virtual reality immerses the 
user into a virtual world, which makes it hard for the salesman to interact with the user at the 
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exhibition. Connected to this topic he also mentions the entrance of mixed reality, which in 
comparison to virtual reality enables interaction. He points out that the interest for virtual 
reality has faded because of the entrance of mixed reality. Lindner argues that it is easier to 
use virtual reality in marketing because it is possible to use the technology with a 
smartphone. She says that there are not so many augmented reality devices at the market. At 
the same time, she expresses that it feels more human to use augmented reality and that it 
might become more important than virtual reality for marketing. She summarizes her 
statements regarding her attitude toward using virtual reality in marketing with:  

“I think both are interesting for marketing.” (Personal communication, 2018-04-05)  

Stanzel expresses his attitude towards using virtual reality in marketing as follows:  

“It is very general to say, both have their role in the world. Both will exist. But where we see 
the future, where we see the investments at the moment are beneficial to the augmented 
reality side. But I would not say that virtual reality will die. I think they will have their sweet 
spots to exist.” (Personal communication, 2018-04-05)  

4.3.3 Beliefs  
Lindner describes four risks with adopting virtual reality in marketing. The first risk she 
mentions especially when using virtual reality is that people can lose connection to reality. 
She adds that this is a risk that comes with every technology. Another risk she tells about is 
the security problem but she argues that this risk is a global problem for the IT market. 
Lindner describes that motion sickness is a risk because the hardware is not fully developed 
yet. She says that with new technologies there are always risks of new diseases. She mentions 
it is hard to say how virtual reality will affect our eyes. Finally, Lindner points out that these 
risks are not major. Stanzel points out two risks with adopting virtual reality in marketing. 
The first risk he mentions is from a social point of view. He argues that the usage of virtual 
reality can disconnect the user from the real world, real emotions and social interactions. He 
adds that this risk is dependent on how intense the usage is. Stanzel sums up with a statement 
regarding risks of using reality technologies:  

“I think also with mixed reality there are some drawbacks. Having something this heavy on 
your head for a whole day, you get some pains in the neck. I think also there has to be work 
done with the device. With everything that you bring forward there are some drawbacks.” 
(Personal communication, 2018-04-05)  

Lindner argues that cost is the primary risk for decision makers, this because there are a 
limited number of qualitative apps on the market. Lindner describes another risk as 
following:  

“You don’t know which hardware that will be the best market device. You don’t know what 
will be the next iPhone. I would say this is the risk. The technology is young.” (Personal 
communication, 2018-04-05) 
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Zimmerman describes that reality technologies are a completely new field, which is a risk for 
decision makers because they don’t know how to use the technology. This could also be a 
threat of losing market shares if a competitor finds a successful way to use the technology. 
Zimmermann describes that another risk is that there are different soft development platforms 
for different devices, which makes it difficult for the decision maker to identify which 
technology to invest in. He also describes the dilemma of being an innovator versus a 
follower:  

“When I talk to a CEO, one risk is that other competitors are doing something in this 
augmented or virtual reality market. He doesn’t want to be the follower, he wants to be the 
innovator. I think that augmented reality and virtual reality is on everyone list.” (Personal 
communication, 2018-04-05)  

Lindner mentions that the primary difficulty of using reality technologies in marketing is the 
lack of support. She argues that companies need to be highly involved in the development of 
an app since there are no fixed solutions on the market today. Lindner describes that 
marketers do not know their target group since reality technology today only reach early 
adopters and industries because of the high costs of the hardware. She adds that maybe in five 
years reality technologies will be mainstream and the conditions for marketers will change. 
Lindner mentions that another difficulty with reality technology is to create an app in this 
area because it requires a lot of different competencies. She exemplifies that companies need 
skilled sound designers, 3D artists, UX architects and project managers to actually succeed in 
building a good app in this area. Zimmermann describes that one of the difficulties of using 
virtual in marketing is that it requires a lot of different devices to get a qualitative experience. 
Zimmermann explains that because of the fact that you need different devices the investment 
costs are really high. He adds that virtual reality is something for the geek people who want 
to be on the edge of technology and that it has not reached the mass market yet except for 
people in the gaming industry. Stanzel thinks one difficulty of using virtual reality in 
marketing is that the market does not demand the reality technology yet. He describes that the 
demand will increase when companies develop more use cases. Stanzel argues that the hype 
is gone and it is first now more use cases can be developed. Zimmermann describes one 
difficulty of using virtual reality in marketing as follows:  

“In virtual reality or augmented reality, you have different marketplaces and different 
solutions. There is no clear positioning at the moment which platform would be the best and 
which platform that will still exist in five years.”(Personal communication, 2018-04-05) 

Zimmermann compares the platforms between reality technology and smartphones. He 
argues that it is much easier when you only have few platforms. He brings up the smartphone 
as an example, which only has two platforms, iPhone and Android. Stanzel adds to this 
question that it is difficult to calculate the risk of the investment because there are too many 
uncertainties that you cannot calculate when investing in virtual reality. Zimmermann points 
out customer binding as one of the values of adopting virtual reality in marketing. He says 
that the other value of adopting the technology is to attract new customers. He exemplifies 
that it is common to use reality technologies on exhibitions for marketing reasons because it 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

29 

creates attraction. According to Lindner the biggest value of using reality technologies is that 
companies can give their customers an experience. She explains that with reality technologies 
it is possible to show something that is not physically there. Stanzel describes quicker product 
development as one of the values with adopting virtual reality in marketing. He says 
efficiency is another value and explains that it is possible for a group of people to work on the 
same project at the same time-sharing the same view. Stanzel points out quick innovation and 
productivity of the people as benefits of using virtual reality in marketing. He explains that 
when using virtual reality you can try out different alternatives and see the changes and 
innovations at the end of the day. Further, he describes that a benefit with reality technologies 
is that companies have the opportunity to measure the productivity in different areas. He 
explains that it is possible to compare the productivity before and after the implementation. 
Zimmerman says that one benefit with adopting virtual reality is that new technology attracts 
employees to your company. He explains that there is a real war of talents at the market and 
adopting virtual reality is one way to get those talents. Lindner describes that the biggest 
benefit of adopting virtual reality is better communication. With virtual reality, people have 
the possibility to communicate over places but also avoid misunderstandings. She adds that 
all the benefits and values discussed can generate competitive advantage, which 
Zimmermann and Stanzel agree on. Zimmermann predicts the future of reality technologies 
as following:  

“I think augmented reality will become a commodity for all people on the planet like the 
smartphone. I think the smartphone will be useless in the future because we will interact with 
glasses and with gestures. It is a little bit spooky.” (Personal communication, 2018-04-05) 

Stanzel is unsure of the future of reality technologies:  

“I totally agree, I also think smartphones have their peak now and with every year we will get 
closer to something different. I cannot predict what it is, if I could, I would invest in it.” 
(Personal communication, 2018-04-05) 

 

4.4 Interview with MKFX 

The decision maker from MKFX is Mario Kaufmann. He is a 44-year-old CEO with a great 
personal interest in technology, which he argues is important in the industry he operates in.    
 
4.4.1 Virtual reality 
When talking about the phenomenon of virtual reality Kaufmann says that he has known 
virtual reality since he was 16 years old and followed the development during the years. He 
explains that the usage of the technology is extremely wide and that it can be used in 
education and for prototyping. Kaufmann has a lot of experience of using virtual reality both 
in his work and private. 
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4.4.2 Attitudes 
Kaufmann expresses his attitude towards virtual reality as follows: 

“It’s not a tool to show people something but it’s a tool to get emotionally involved in 
something, it’s that good. It feels like a 10-minute film is only 2 minutes, and people want to 
see your advertisement again. This is the best thing you can do.” (Personal communication, 
2018-04-25) 

 

4.4.3 Beliefs  
When talking about perceived risks of using virtual reality Kaufmann points out one risk:  

“ If you make people sick, then you have to stop immediately because if they get sick they 
will never touch it again. You have to be really careful with locomotion, when your camera is 
moving and your body is not, it’s a bit risky. You have to set up a good scene where the user 
can sit. Standing is okay if you don’t have any locomotion. It’s really the only risk.” 
(Personal communication, 2018-04-25) 

Kaufmann describes that one difficulty of using virtual reality in marketing is to get the user 
involved with the product. He explains that a passive presentation won’t work to immerse the 
user into the virtual world. He says that the technology requires creative ideas to create 
emotions and experience that stays in mind. When talking about the enhanced value of using 
virtual reality in marketing Kaufmann points out the emotional values. He explains that 
virtual reality is so immersive that customers want to have a second run on an advertisement. 
Kaufmann points out the perceived benefit of using virtual reality in marketing: 
 
“I think it’s a great tool to get your message across and you can sell almost anything with 
virtual reality because you are not selling the thing itself but experience and emotion. You 
will be forever in their minds. Because the things you own they don’t define you. You are 
defined by your emotions and your memories. This is great, being the memory of your 
customers.” (Personal communication, 2018-04-25) 

When talking about the future of virtual reality Kaufmann argues: 

 “Oh my god, just look at the movie, ready player one. I really do think that in 40-50 years 
nobody has monitors anymore. Those screens are all virtual. I hope the devices get lighter 
and smaller and enable implementation in our eyes or something like that. Virtual reality will 
be a big part of our future or augmented reality in that case. So if you want to have a 70-inch 
TV on your wall it will be there virtually. Not in 10 years but in 50 years.” (Personal 
communication, 2018-04-25) 
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5. Analysis  
The analysis is divided into three steps to enable a conclusive analyse of the conceptual model at the 
end of this chapter. In the first step, we will analyse the decision makers’ attitudes based on the 
theoretical and empirical framework. In the second step, we will analyse decision makers’ beliefs to 
outline attitudes based on beliefs. The second step is structured with a summary of important 
similarities and differences between the decision makers’ statements and the theoretical framework. 
Finally, in the third step, we will test the conceptual model and analyse the outcome.      

 

5.1 Analysis of attitudes 
Attitude is defined as “learned predisposition to respond in a consistently favourable or 
unfavourable manner with respect to a given object” (Fishbein & Ajzen, 1975, p.6). An 
individual's attitude can be expressed in three different ways: positive, negative or neutral 
(Opatow, 1966). The respondents in this research gave statements regarding their attitudes 
towards using virtual reality as a marketing strategy. The attitudes among the respondents 
vary and through interpretation of the statements we can identify two positive, two negative 
and two neutral attitudes. We have summarized key findings from the empirical framework in 
a table. Interpretation of the key findings enabled categorization of the attitudes. The attitudes 
are categorized as positive, negative or neutral. The decision makers’ categorized attitudes 
can be found in Appendix 4. 

When discussing attitude towards using virtual reality as a marketing strategy Castro says 
that virtual reality is a very interesting technology but he is unsure if it is the best solution. He 
argues that the virtual reality hype has settled and that it has not developed much the last 
couple of years. Based on these critical statements we interpret Castro’s attitude towards 
using virtual reality in marketing as negative. On the other hand, we interpret Mühlböck’s 
statements as optimistic since he expresses that there are very interesting possibilities with 
virtual reality. Based on the following quotation it is clear that his attitude towards using 
virtual reality in marketing is positive.  

“I definitely think as I have mentioned before that there are very, very interesting possibilities 
for the future. It is a little bit too early to say that we really put a lot of investments and 
resources in there. Of course, if I would have a little bit more room I would do it, but right 
now setting priorities, of course, it is rather a small priority. For me, it is key not to ignore it 
and really have a close look and always be sensitive and then think okay here we can do 
something.” (Personal communication, 2018-03-22) 

Stanzel says that augmented reality and virtual reality will exist in the future. He argues that 
the investments and ideas today are beneficial to the augmented reality but at the same time 
he expresses that virtual reality will not die. He sums up saying that both reality technologies 
will have their sweet spots to exist. Based on Stanzel’s statements we interpret his attitude 
towards using virtual reality in marketing as neutral since he does not favour or disfavour 
virtual reality. Zimmermann argues that motion sickness and the difficulty of interacting with 
people are problems of using virtual reality in marketing. When talking about his attitude 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

32 

towards using virtual reality in marketing he also mentions the entrance of mixed reality, 
which in comparison to virtual reality enables interaction. He points out that the interest for 
virtual reality in marketing has faded because of the entrance of mixed reality. Based on 
Zimmerman’s pessimistic statements we interpret his attitude towards using virtual reality in 
marketing as negative. Lindner, on the other hand, argues that it is easier to use virtual reality 
in marketing because it is possible to use the technology with a smartphone. She says that 
there are not so many augmented reality devices at the market. At the same time, she 
expresses that it feels more human to use augmented reality and that it might become more 
important than virtual reality in marketing. Based on Lindner's statements we interpret her 
attitude towards using virtual reality in marketing as neutral since she compares virtual reality 
with augmented reality and points out that there are favours and disfavours with both 
technologies. We interpret Kaufmann’s attitude towards using virtual reality in marketing as 
positive because of his convinced and favourable statement: 

“I mean virtual reality is here to stay. It will never go away. I was recently in Las Vegas and 
there were some discussions if virtual reality is only a hype now that will go away in a couple 
of years. They had great arguments, they answered that the two biggest companies, Facebook 
and Google, invested both a billion dollars in virtual reality. So if they invest in virtual 
reality, they are not going to invest in it for nothing. I think it will be great.” (Personal 
communication, 2018-04-25) 

 

5.2 Analysis of beliefs  
According to Au and Enderwick (2000) decision makers have different beliefs that affect if 
they will have a positive, negative or neutral attitude towards adopting a new technology. We 
will analyse the decision makers’ beliefs based on their statements from the interviews. The 
beliefs are perceived risk, perceived difficulty, perceived value and perceived benefit. The 
reason for analysing these beliefs is to find out if they affect the attitude towards adopting 
virtual reality as a marketing strategy. We have summarized key findings from the empirical 
framework in a table. Interpretation of the key findings enabled categorization of the beliefs. 
The beliefs are categorized as few or many. The decision makers’ categorized beliefs can be 
found in Appendix 5. 

Virtual reality comes with different kinds of risks. Risk is often associated with the return on 
investment to avoid the risk of wasting money. Physical risks as motion sickness and nausea 
are especially associated with virtual reality since the technology is not fully developed yet. 
Security risk, behavioural risk and privacy risk are other risks associated with virtual reality. 
(Korolov, 2014). The statements from the decision makers align with Korolov’s definition of 
perceived risk. Mühlböck and Lindner bring up risks related to wasting money and time, 
which is in line with the definition of Korolov. Motion sickness, pain in the neck and security 
problems are other examples of risks stated by the decision makers. Mühlböck, Stanzel and 
Lindner argue that disconnection from the real world is another risk of using virtual reality in 
marketing, which is also aligned with Korolov’s definition. According to Au & Enderwick 
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(2000), the perceived difficulty is low if the application of the technology comes with 
minimum efforts. Another aspect that affects the perceived difficulty is the company's 
expected support from the supplier (Au & Enderwick, 2000). Zimmermann, Lindner and 
Kaufmann mention that virtual reality requires efforts in different ways similar to Au & 
Enderwick’s definition. Castro and Lindner both point out the lack of support. Further, Castro 
and Mühlböck describe that one difficulty with the technology is that virtual reality can be 
received in different ways. Both of the respondents are not working with virtual reality today 
and the industries they operate in are quite conservative which could be the reason why this 
difficulty is not aligning with Au & Enderwick’s definition. Perceived value is related to the 
company's perception that the technology can generate value from the customer's perspective 
(Au & Enderwick, 2000). All of the respondents except Castro give examples of different 
values from a customer’s perspective. Castro argues that virtual reality needs to develop 
before it will generate values. According to Au & Enderwick (2000), perceived benefit is the 
company's perception that adopting new technology will gain benefits. All of the respondents 
point out benefits from a company’s point of view. Lindner argues that one benefit is that 
virtual reality can generate competitive advantage. According to Newbert (2007) if a resource 
is rare and valuable the organization will acquire a competitive advantage and enhance 
performance. According to the theory, virtual reality could be the rare and valuable resource 
that generates a competitive advantage. 

 
5.2.1 Castro’s beliefs 
Castro describes that he doesn’t see a lot of risks using virtual reality as a marketing strategy. 
He only mentions motion sickness and system failures as risks that could create bad 
experiences for the user. Based on Castro's statements we categorize the perceived risks as 
few since the first thing he mentions is that he doesn’t see a lot of risks. Castro brings up 
several examples of difficulties with using virtual reality in marketing. Firstly, he mentions 
that the price of the equipment is really high. Secondly, he explains that it is difficult to 
predict how the customers will receive the technology. Thirdly, Castro describes the lack of 
knowledge and the absence of support as another difficulty. Based on Castro's statements we 
categorize the perceived difficulties as many since he gives several examples of difficulties. 
When answering the question regarding the enhanced value of adopting virtual reality in 
marketing Castro expresses: 

 “In the case of virtual reality, we still have to see the market evolve, grow and mature so we 
can have more professional uses in the marketing departments that won't just be gimmicky or 
for one tactic moment or one event. Then it will really get into the fabric of the brand and we 
will use virtual reality to complement the experience with the brand.” (Personal 
communication, 2018-03-14) 

Based on Castro's statements we categorize the perceived values as few since he explained in 
detail that virtual reality needs further development. Castro says that the benefit of using 
virtual reality in marketing is that the market will get a positive perception of the company. 
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He argues that this is a positive consequence of using new technology. Based on Castro’s 
short statement we categorize the perceived benefits as few. 

5.2.2 Mühlböck’s beliefs 
Mühlböck describes that he does not see any big risks using virtual reality in marketing. He 
points out two aspects: that people might lose the connection to the real world and the risk of 
losing money and time because of wrong investment. Based on Mühlböck’s statements we 
categorize the perceived risks as few since the first thing he mentions is that he doesn’t see 
any big risks. We percept the two aspects he points out as small risks since he stated that he 
does not see any big risks using virtual reality in marketing. Mühlböck mentions one 
perceived difficulty with using the technology in marketing. He points out that new 
technology can be received differently. He explains that parts of the eyewear business are 
rather conservative than tech-savvy and that he is unsure if they will receive virtual reality in 
a positive way. Based on Mühlböck 's statements we categorize the perceived difficulties as 
few since he only points out one difficulty with using virtual reality in marketing. When 
talking about the enhanced value of adopting virtual reality in marketing Mühlböck describes 
the experience, emotional connection and the opportunity to create brand relations as 
enhanced values. Based on Mühlböck’s statements we categorize the perceived values as 
many since he points out several values. When talking about the benefits of adopting virtual 
reality in marketing Mühlböck mentions three things: cost efficiency, connection with the 
consumer and being faster. Based on Mühlböck’s statements we categorize the perceived 
benefits as many since he brings up several values. He also answered the question with 
excitement and brought up all benefits and values in one answer. 

 
5.2.3 Stanzel’s beliefs 

Stanzel points out one social and one physical risk of adopting virtual reality in marketing. 
He explains that virtual reality disconnects the user from the real world and that the heavy 
device can cause pain in the neck. Based on Stanzel’s statements we categorize the perceived 
risks as few since he argues that the risks are dependent on how intense the usage is. He also 
mentions that with every new technology there are some drawbacks. Stanzel says that one 
difficulty of using virtual reality in marketing is that the market does not demand the reality 
technology yet. Another difficulty is that it is hard to calculate the risk of the virtual reality 
investment. Based on Stanzel 's statements we categorize the perceived difficulties as few 
since in comparison to the other respondents he answered this question shortly and not in 
detail. Stanzel mentions faster product development and efficiency as two values with 
adopting virtual reality in marketing. Stanzel mentions quick innovation and productivity of 
the people as the benefits of using virtual reality in marketing. Based on Stanzel’s statements 
we categorize the perceived values and perceived benefits as few as he points out a small 
number of examples. 
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5.2.4 Zimmermann’s beliefs 

Zimmermann describes several risks when talking about using virtual reality in marketing. 
He mentions that there are different soft development platforms for different devices which 
make it difficult to identify which technology to invest in. He also describes the dilemma of 
being an innovator versus a follower. He explains that the technology is a completely new 
field and that it is difficult to know how to use the technology. Based on Zimmermann’s 
statements we categorize the perceived risks as many since he describes and exemplifies in 
detail. He also brings up more aspects and risks compared to Stanzel, Mühlböck and Castro. 
Zimmermann describes three different difficulties of using virtual reality in marketing. He 
says that the technology requires a lot of different devices to get a qualitative experience, 
which results in a high investment cost. He adds that virtual reality has not reached the mass 
market yet except for people in the gaming industry. The last difficulty he mentions is that 
there is no clear positioning regarding the best virtual reality platform and it is still unsure 
which platforms that will exist in the future. Based on Zimmermann 's statements we 
categorize the perceived difficulties as many since he describes a large number of difficulties 
with using virtual reality in marketing. Zimmermann describes customer binding and the 
possibility to attract new customers as values of adopting virtual reality in marketing. Based 
on Zimmermann’s statements we categorize the perceived values as few since he shortly 
states two values of using virtual reality in marketing. Zimmerman says that the benefit of 
adopting virtual reality is that new technology attracts employees to your company. He 
explains that there is a war of talents on the market and adopting virtual reality is one way to 
attract those talents. Based on Zimmermann’s statements we categorize the perceived benefits 
as few since he only brings up one benefit with using virtual reality in marketing. 

 
5.2.5 Lindner’s beliefs 
Lindner describes four risks with adopting virtual reality in marketing: high costs, people 
losing connection to reality, security problems and motion sickness. Based on Lindner’s 
statements we categorize the perceived risks as many since she carefully describes several 
risks from different perspectives. Lindner describes many difficulties of using virtual reality 
in marketing. She argues that lack of support, the difficulty of defining the target group and 
the fact that virtual reality only reaches early adopters and industries are difficulties with the 
technology. She adds that it requires a lot of different competencies to create a virtual reality 
app and that companies need to be highly involved in the development. Based on Lindner 's 
statements we categorize the perceived difficulties as many since she points out most 
difficulties in comparison to the other respondents. She also describes the difficulties with 
different examples in detail. Lindner explains experience as the great value of using virtual 
reality in marketing. Based on Lindner’s short statement we categorize the perceived values 
as few. Lindner describes that the biggest benefit of virtual reality is better communication. 
She explains that with virtual reality people have the possibility to communicate over places 
but also avoid misunderstandings. She adds that all the benefits and values can generate 
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competitive advantage. Based on Lindner’s statements we categorize the perceived benefits 
as many since she in detail points out several benefits of using virtual reality in marketing.   

5.2.6 Kaufmann’s beliefs 
Kaufmann perceives that motion sickness is the only one risk of using virtual reality in 
marketing. Based on Kaufmann’s statement we categorize the perceived risks as few since he 
is determined when he points out motion sickness as the only risk. Kaufmann mentions one 
difficulty of using virtual reality in marketing. He says that virtual reality requires creative 
ideas to create emotions and experience that stays in mind. Based on Kaufmann 's statements 
we categorize the perceived difficulties as few since he shortly describes one difficulty with 
using virtual reality in marketing. Kaufmann describes that the values of using virtual reality 
in marketing are that the technology is immersive and creates emotions. Since Kaufmann 
shortly stated two values we categorize the perceived values as few. Kaufmann points out 
several perceived benefits of using virtual reality in marketing. Firstly, he says that virtual 
reality is a great tool to get a message across. Secondly, he mentions that with the technology 
it is possible to sell almost anything. Thirdly, Kaufmann explains that virtual reality enables 
experiences, which will stay in customers minds. Based on Kaufmann’s statements we 
categorize the perceived benefits as many since he describes carefully three different benefits 
of using virtual reality in marketing. 

 

5.2.7 Respondents’ attitudes based on beliefs  

Decision 
maker 

Perceived 
risk 

Perceived 
difficulty 

Perceived 
value   

Perceived  
benefit 

Attitude 
based on 
beliefs 

Castro Few  Many Few Few Negative 

Mühlböck Few Few Many Many Positive 

Stanzel Few Few Few Few Neutral 

Zimmermann Many Many Few Few Negative 

Lindner Many Many Few Many Negative  

Kaufmann Few Few Few Many Positive 
 
Table 5.1 Respondents’ attitudes based on beliefs 
 
If the decision maker percept that there are few risks and difficulties and many values and 
benefits of using virtual reality in marketing, the decision maker will have a positive attitude. 
On the other hand, if the decision maker percept that there are many risks and difficulties and 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

37 

few values and benefits of using virtual reality in marketing, the decision maker will have a 
negative attitude. If the decision maker percept that there are few risks, difficulties, values 
and benefits or many risks, difficulties, values and benefits of using virtual reality in 
marketing, the decision maker will have a neutral attitude. 
 

5.3 Analysis of the conceptual model 
 

 

 

 

 

 

 

Figure 5.1 Conceptual model - Beliefs affecting attitudes towards virtual reality (Au & 
Enderwick, 2000; Korolov, 2014)  
 

Through our conceptual model, we will test if chosen beliefs form attitudes that affect the 
adoption of virtual reality. During the interviews, we asked the respondents about their 
attitude towards using virtual reality in marketing. During the interviews, we also asked about 
the respondents’ beliefs. 

Based on Castro’s critical statements we interpret his attitude towards using virtual reality in 
marketing as negative. Our interpretation is that Castro percepts that there are few risks, 
many difficulties, few values and few benefits of using virtual reality in marketing. Based on 
the categorized beliefs, Castro’s attitude is negative. The test of the conceptual model shows 
that Castro’s expressed attitude aligns with the attitude based on beliefs. In this case, our 
conceptual model proves that beliefs form an attitude that affects the adoption of virtual 
reality in marketing.  

Based on Mühlböck’s optimistic statements we interpret his attitude towards using virtual 
reality in marketing as positive. Our interpretation is that Mühlböck percepts that there are 
few risks, few difficulties, many values and many benefits of using virtual reality in 
marketing. Based on these beliefs, Mühlböck’s attitude is positive. Mühlböck’s expressed 
attitude aligns with the attitude based on beliefs. In this case, our conceptual model proves 
that beliefs form an attitude that affects the adoption of virtual reality in marketing.  
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Based on Stanzel’s statements we interpret his attitude towards using virtual reality in 
marketing as neutral since he does not favour or disfavour virtual reality. Our interpretation is 
that Stanzel percepts that there are few risks, few difficulties, few values and few benefits of 
using virtual reality in marketing. Based on these beliefs, Stanzel’s attitude is neutral. 
Stanzel’s expressed attitude aligns with the attitude based on beliefs. In this case, our 
conceptual model proves that beliefs form an attitude that affects the adoption of virtual 
reality in marketing.  

Based on Zimmerman’s pessimistic statements we interpret his attitude towards using virtual 
reality in marketing as negative. Our interpretation is that he percepts that there are many 
risks, many difficulties, few values and few benefits of using virtual reality in marketing. 
Based on these beliefs, Zimmermann’s attitude is negative. Zimmermann’s expressed attitude 
aligns with the attitude based on beliefs. In this case, our conceptual model proves that beliefs 
form an attitude that affects the adoption of virtual reality in marketing.  

Based on Lindner's statements we interpret her attitude towards using virtual reality in 
marketing as neutral. This because she compares virtual reality with augmented reality and 
points out that there is favours and disfavours with both technologies. Our interpretation is 
that she percepts that there are many risks, many difficulties, few values and many benefits of 
using virtual reality in marketing. Based on these beliefs, Lindner’s attitude is negative. 
Lindner’s expressed attitude is not aligning with the attitude based on beliefs. In this case, our 
conceptual model does not prove that beliefs form an attitude that affects the adoption of 
virtual reality in marketing. 

Based on Kaufmann’s convinced and favourable statement we interpret his attitude towards 
using virtual reality in marketing as positive. Our interpretation is that he percepts that there 
are few risks, few difficulties, few values and many benefits of using virtual reality in 
marketing. Based on these beliefs, Kaufmann’s attitude is positive. Kaufmann’s expressed 
attitude aligns with the attitude based on beliefs. In this case, our conceptual model proves 
that beliefs form an attitude that affects the adoption of virtual reality in marketing. 

In five cases the decision makers’ beliefs affect the attitude towards adoption of virtual 
reality. The decision maker, Mühlböck, has according to the conceptual model and his 
statements a positive attitude towards adoption of virtual reality. In this research, a positive 
attitude does not mean that the decision maker will adopt virtual reality as a marketing 
strategy. This because there are other factors that affect the choice of implementing a new 
marketing strategy. On the other hand, a negative attitude will most likely not result in an 
adoption of virtual reality as a marketing strategy. Mühlböck statement indicates that despite 
his positive attitude it is difficult to say if he will adopt virtual reality or not:  

“I would like to have more time to investigate what is possible and I am really excited to see 
what is coming. And I hope it's going to be for the benefit of the main kind and not causing 
too much trouble, which can be the case as well. But from my point of view, it’s for each and 
every tool. Like I always say, with a hammer you can build a house or you can kill 
somebody, so it depends on what you do with it.” (Personal communication, 2018-03-22) 
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This quotation indicates that there are other aspects beyond the attitude that can affect the 
choice of adopting virtual reality. Mühlböck points out time as one aspect that affects his 
choice of adopting virtual reality. Five of six respondents answered that virtual reality 
generates competitive advantage, which indicates another aspect that affects the choice of 
adopting virtual reality. According to Newbert (2007), organizations should choose a strategy 
based on their most valuable resources to be as effective and profitable as possible. A 
resource can only be transformed to a competitive advantage when it is unusual, valuable, 
difficult to copy or have no substitute (Newbert, 2007). In one case the decision maker’s 
beliefs did not affect the attitude towards adoption of virtual reality. Lindner’s expressed 
attitude is not aligning with the attitude based on beliefs. In this case, our conceptual model 
did not prove that beliefs form an attitude that affects the adoption of virtual reality in 
marketing. Lindner works as a lead consultant in user experience and compared to the other 
respondents she has the most experience of using reality technologies. Because of her 
knowledge in this area, she was able to give more detailed statements regarding the different 
beliefs. This could have affected our interpretation of her attitude based on beliefs and 
distorted the result. According to Goldring (2011), marketing strategy describes which 
market and segment to focus on and defines in which way the company will reach its target 
segment. Lindner describes that marketers do not know their target group since reality 
technology today only reach early adopters and industries because of the high costs of the 
hardware. She adds that maybe in five years reality technologies will be mainstream and 
change the conditions for marketers. This is a typical statement from Lindner where she 
points out both benefits and disadvantages, which makes her overall attitude neutral and 
difficult to interpret. If we had included more beliefs her attitude based on beliefs would more 
likely be aligned with her expressed attitude towards adopting virtual reality in marketing. 
We are aware that there are a huge amount of other factors beyond beliefs that affect 
attitudes. During the interviews, we asked our respondents regarding their experience of 
using virtual reality and their knowledge about the technology. We found out that the 
experience and knowledge varied among the respondents. Through the empirical findings, we 
identified experience and knowledge as other interesting aspects that can affect the attitude.  
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6. Conclusion 
In the following chapter, we will conclude our dissertation and answer our research questions. We 
will also present the result from our conceptual model in a table. Furthermore, this chapter also 
includes the theoretical contribution, recommendations to companies and suggestions for further 
research.  

 

Is virtual reality a dream for marketers? Our research indicates that reality technologies will 
be important in the future. During the research process, we found out that it is difficult to 
calculate which technology to invest in. Marketers should consider which reality technology 
that is most suitable to their marketing strategy. We recommend decision makers to be 
thoughtful and not jump on reality technologies too quickly, as the technologies are not fully 
developed. However, the empirical findings indicate that virtual reality is not a passing fad; it 
is a technology that is here to stay.   

The conceptual model is the theoretical contribution and the tool that helped us achieve the 
purpose of this research. The limited number of decision makers examined and the fact that 
there are other factors that affect attitudes disabled a generalized result. These aspects made it 
difficult to fully answer our research questions: What are decision makers attitudes towards 
the usage of virtual reality as a marketing strategy? Why do they have these attitudes? 
Connected to the first research question we found out that the attitudes among the 
respondents in this research vary. Two decision makers have a negative attitude, two a 
positive attitude and two a neutral attitude. Connected to the second research question we 
found out that in five of six cases the decision maker’s expressed attitude was aligning with 
the attitude based on beliefs.  
 
Decision 
maker 

Perceived 
risk 

Perceived 
difficulty 

Perceived 
value   

Perceived  
benefit 

Attitude 
based on 
beliefs 

Attitude 
based on 
statements 

Castro Few  Many Few Few Negative Negative 

Mühlböck Few Few Many Many Positive Positive 

Stanzel Few Few Few Few Neutral Neutral 

Zimmermann Many Many Few Few Negative Negative 

Lindner Many Many Few Many Negative  Neutral 

Kaufmann Few Few Few Many Positive Positive 

 
Table 6.1 Result of the Conceptual model - Beliefs affecting attitudes towards the adoption of 
virtual reality 
 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

41 

The result of the test of our conceptual model shows that perceived risk, perceived difficulty, 
perceived value and perceived benefit affect the attitude towards adopting virtual reality as a 
marketing strategy. For future research, it would be interesting to do a wider study including 
more decision makers and beliefs to research which other aspects that affect the attitude 
towards adopting virtual reality in marketing.  
 

Figure 6.1 Conceptual model - Beliefs affecting attitudes towards virtual reality (Au & 
Enderwick, 2000; Korolov, 2014) 
 
 
 
 
 

 

 
 
 
 

 

 

 

 

 

 

 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

42 

References:  
Au, A. K., & Enderwick, P. (2000). A cognitive model on attitude towards technology 
adoption. Journal of Managerial Psychology, 15(4), 266-282. Retrieved from 
https://ezproxy.bib.hh.se/docview/215864214?accountid=11261 
Awaiting its iPhone moment; VR and the future of computing. (2015, Aug 29). The 
Economist, 416, 14. Retrieved from 
https://ezproxy.bib.hh.se/docview/1708183590?accountid=11261 
 
Bulman, J., Crabtree, B., Gower, A., Oldroyd, A., Lawson, M., & Sutton, J. (2004). Mixed 
reality applications in urban environments. BT Technology Journal, 22(3), 84-94. Retrieved 
from http://ezproxy.bib.hh.se/login?url=https://search-proquest-
com.ezproxy.bib.hh.se/docview/215202962?accountid=11261 
 
Carmigniani, J., Furht, B., Anisetti, M., Ceravolo, P., Damiani, E., & Ivkovic, M. (2011). 
Augmented reality technologies, systems and applications. Multimedia Tools and 
Applications, 51(1), 341-377. doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1007/s11042-010-
0660-6 
 
Fishbein, M. and Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An Introduction 
to Theory and Research. Boston: Addison-Wesley.   
 
Furrer, O., Sudharshan, D., Howard, T., & Alexandre, M. T. (2008). Resource configurations, 
generic strategies, and firm performance. Journal of Strategy and Management, 1(1), 15-40. 
doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1108/17554250810909400 
 
Gabisch, J. A. (2011). Virtual world brand experience and its impact on real world 
purchasing behavior. Journal of Brand Management, 19(1), 18-32. 
doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1057/bm.2011.29 
 
Gilan, A., & Hammarberg, J. (2016). GET DIGITAL OR DIE TRYING (1:2 ed.). Falun: Bullet 
Point Publishing.  
 
Goldring, D. (2011). The impact of reputation orientation on marketing strategy formation 
and performance (Order No. 3496449). Available from ABI/INFORM Global. (921859033). 
Retrieved from https://ezproxy.bib.hh.se/docview/921859033?accountid=11261 
 
Graziano, A. & Raulin, M. (1989). Research methods. A process of Inquiry. New York: R.R 
Donnelly & Sons Company. 
 
Hirose, M. (2000). Immersive projection technology and wearable computers.Compel, 19(4), 
1024-1035. Retrieved from https://ezproxy.bib.hh.se/docview/209894099?accountid=11261 
 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

43 

Hyungsoo Jung, T., & Dieck, M. C. (2017) "Augmented reality, virtual reality and 3D 
printing for the co-creation of value for the visitor experience at cultural heritage places", 
Journal of Place Management and Development, Vol. 10 Issue: 2, pp.140-151, https://doi-
org.ezproxy.bib.hh.se/10.1108/JPMD-07-2016-0045 
 
Jacobsen, D. I. (2002). Vad, hur och varför? Om metodval i företagsekonomi och andra 
samhällsvetenskapliga ämnen (1:13 ed.). Lund: Studentlitteratur AB. 
 
Karabuda, E. (2016, 8 juli) EXKLUSIV INTERVJU! Microsoft-chefen: ”Det är inte rätt tid 
för Virtual Reality”. Aftonbladet [AB]. Retrieved from 
http://spela.aftonbladet.se/2016/07/exklusiv-intervju-microsoft-chefen-det-ar-inte-ratt-tid-for-
virtual-reality/ 
 
Klie, L. (2016, 12). Virtual reality to become a true reality. Customer Relationship 
Management, 20, 14. Retrieved from 
https://ezproxy.bib.hh.se/docview/1858230843?accountid=11261 
 
Korolov, M. (2014). The real risks of virtual reality. Risk Management, 61(8), 20-23. 
Retrieved from https://ezproxy.bib.hh.se/docview/1610268054?accountid=11261 
 
Microsoft. (2018). Industry solutions. Retrieved 2018-04-18 from 
https://partner.microsoft.com/en-lb/solutions/industry-solutions 
 
Microsoft. (2018). Facts About Microsoft. Retrieved 2018-04-18 from  
https://news.microsoft.com/facts-about-microsoft/#About 
 
MKFX. (2018) Über uns.  Retrieved 2018-05-03 from http://www.mkfx.com 
 
Newbert, S. L. (2007) EMPIRICAL RESEARCH ON THE RESOURCE-BASED VIEW OF 
THE FIRM: AN ASSESSMENT AND SUGGESTIONS FOR FUTURE RESEARCH. 
Strategic Management Journal, (28), 121–146. Retrieved from 
http://misweb.cbi.msstate.edu/~COBI/faculty/users/gpt12/files/autoweb/MGT4563/23527669
.pdf 
 
Nexia Branding. (2018). A Nexia. Retrieved 2018-03-26 from https://www.nexia.net.br/ 
 
Nilsson, J. & Magnusson, A. (2015) Enterprise system platform. Lund: Studentlitteratur AB. 
 
Opatow, L. (1966). Attitude and attitude change. JMR, Journal of Marketing Research (Pre-
1986), 3(000002), 205. Retrieved from 
https://ezproxy.bib.hh.se/docview/208749737?accountid=1126 
 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

44 

Patel, H., & Cardinali, R. (1994). Virtual reality technology in business. Management 
Decision, 32(7), 5. Retrieved from 
https://ezproxy.bib.hh.se/docview/212084015?accountid=11261 
 
Persaud, A., & Azhar, I. (2012). Innovative mobile marketing via smartphones. Marketing 
Intelligence & Planning, 30(4), 418-443. Retrieved from 
doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1108/02634501211231883 
 
Plessis, T., & Niekerk, A. (2017). Factors influencing managers’ attitudes towards 
performance appraisal. SA Journal of Human Resource Management, 15 Retrieved from 
http://ezproxy.bib.hh.se/login?url=https://search-proquest-
com.ezproxy.bib.hh.se/docview/1909574225?accountid=11261 
 
Poggi, J. (2016). THE CMO'S GUIDE TO VIRTUAL REALITY. Advertising Age, 87(10), 
30. Retrieved from https://ezproxy.bib.hh.se/docview/1789840800?accountid=11261 
 
Reality Technologies (2016) Learn about virtual, augmented, and mixed reality technologies. 
Retrieved 2018-05-02 from  
http://www.realitytechnologies.com 
 
Ritson, M. (1998). Three possibilities in integrating the internet. Marketing News, 32(10), 10-
10,12. Retrieved from https://ezproxy.bib.hh.se/docview/216419823?accountid=11261 
 
Rosengren, K. E., & Arvidson, P. (2002) Sociologisk metodik. Malmö: Liber.  
 
Shaw, E. H. (2012). Marketing strategy. Journal of Historical Research in Marketing, 4(1), 
30-55. doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1108/17557501211195055 
 
Silhouette International. (2018) ADIDAS SPORT EYEWEAR. Retrieved 2018-04-18 from  
http://www.silhouette-international.com/silhouette/brands/adidas-performance/index.en.php 

Silhouette International (2018) FACTS & FIGURES. Retrieved 2018-04-18 from 
http://www.silhouette-international.com/silhouette/company/facts-and-figures/index.en.php 
 
Singal, N. (2015, Nov 08). Magic realism. Business Today, Retrieved from 
https://ezproxy.bib.hh.se/docview/1725493679?accountid=11261 
 
Stintzing, K. (2016, 23 november) Virtuell verklighet för 670 miljarder - detta är VR. 
Svenska dagbladet [SvD]. Retrieved from https://www.svd.se/virtuell-verklighet-till-ett-
varde-av-670-miljarder--detta-ar-vr 
 
Stone, R. J. (1995) "The reality of virtual reality", World Class Design to Manufacture, Vol. 
2 Issue: 4, pp.11-17, Retrieved from https:// doi.org/10.1108/09642369310091106 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

45 

 
Söderbom, A., & Ulvenblad, P. (2016) Värt att veta om uppsatsskrivande - rapporter, 
projektarbete och examensarbete (1:2 ed.). Lund: Studentlitteratur AB  
 
Tikkanen, H., Hietanen, J., Henttonen, T., & Rokka, J. (2009). Exploring virtual worlds: 
Success factors in virtual world marketing. Management Decision, 47(8), 1357-1381. 
doi:http://dx.doi.org.ezproxy.bib.hh.se/10.1108/00251740910984596 
 
Vetenskapsrådet. (2017). God forskningssed. Stockholm. Pdf. Retrieved 2018-02-07 from  
https://publikationer.vr.se/produkt/god-forskningssed/ 
 
Widerberg, K. (2002). Kvalitativ forskning i praktiken. Studentlitteratur: Lund. 

Zuckerberg, M. (2014, March 25) [Facebook-post] Retrieved 2018-01-10 from 
https://m.facebook.com/zuck/posts/10101319050523971 
 
Zühlke. (2018) Facts & Figures. Retrieved 2018-04-18 from 
https://www.zuehlke.com/gb/en/about-us/facts-figures/ 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

46 

Appendix 1: Interview Guide   
Before we start, it’s voluntary to participate & you can stop the interview whenever you 
want. 

Background questions about the decision maker:  

• How old are you? 
• In which industry do the company operate?  
• What is your position in the company?  
• How many employees are there in the company?  
• What is the turnover or revenue?  
• Do you have a personal interest in new technology? 

 

Questions connected to the research question: What are decision makers attitudes 
towards the usage of virtual reality as a marketing strategy?  

The phenomena virtual reality 

• What do you know about the phenomenon virtual reality? 
• What do you know about the usage of virtual reality?  
• What are your experiences of virtual reality?  
• What are your experiences of using virtual reality in marketing?  
• Do you know if any of your competitors is working with virtual reality? 

 

Attitudes towards new technologies - virtual reality 
 

• What is your attitude towards new technologies in marketing?  
• What is your attitude towards virtual reality in marketing? 

 

Questions connected to research question: Why do they have these attitudes? 
 
Experience of using new technology in marketing 

• What are your experiences of using new technology in marketing?  
• What was the benefits/disadvantages with the new technologies? 
• What is your perception about what your main competitors are doing in this area?  

 

Beliefs that affects attitude towards the adoption of new technologies 

• What do you believe is the perceived risk of adopting new technologies in marketing? 
• What do you believe is the perceived risk of using virtual reality as a marketing 

strategy? 
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• What do you perceive is the difficulty of adopting new technologies in marketing? 
• What do you perceive is the difficulty of using virtual reality as a marketing strategy?  

 
• What are your adoption experiences of new technologies in marketing?  
• What are your adoption experiences of using virtual reality as a marketing strategy? 

 
• What do you believe is the enhanced value of adopting new technologies in 

marketing?  
• What do you believe is the enhanced value of using virtual reality as a marketing 

strategy?  
 

• What do you believe is the perceived benefits with adopt new technologies in 
marketing?  

• What do you believe is the perceived benefit with using virtual reality as a marketing 
strategy?  

• Do you believe virtual reality could generate competitive advantages? In what way?  
• If you could predict the future, what do you think virtual reality holds for us? What is 

the future of virtual reality? 
 

• Is there anything you would like to add to what's been said today? 
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Appendix 2: Operationalization schedule 

Research question  Theory Question Area Interview question 

What are decision 
makers attitudes 
towards the usage of 
virtual reality as a 
marketing strategy? 

  

The usage of 
virtual reality in 
marketing 
strategy 

 
Technology 
behind virtual 
reality 

 
 
 
 

 
Attitudes  

Attitudes against 
new technology 

The phenomena 
virtual reality 
 
 
 
 
 
 

 

 

 

 

Attitudes towards 
new technologies - 
virtual reality  

What do you know about the 
phenomenon virtual reality?  

What do you know about the 
usage of virtual reality?  
 
What are your experiences of 
virtual reality?  
 
What are your experiences of 
using virtual reality in 
marketing?  

Do you know if any of your 
competitors is working with 
virtual reality?  
 
What is your attitude towards 
new technologies in marketing?  
 
 
What is your attitude towards 
Virtual Reality in marketing?  

Why do they have 
these attitudes? 

Digitalization 
affecting 
marketing 
strategies  

 
 
 
 
 
 
 

 
Attitudes against 
new technology 
 

Experience of using 
new technology in 
marketing 
 

 
 
 
 
 
 

 

 

Beliefs that affects 
attitude towards 
the adoption of new 

What are your experiences of 
using new technology in 
marketing?  
 
What was the 
benefits/disadvantages with the 
new technologies? 

What is your perception about 
what your main competitors are 
doing in this area?  

 
 
 

What do you believe is the 
perceived risk of adopting new 
technologies in marketing? 
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Resource-based 
theory 

technologies  
What do you believe is the 
perceived risk of using Virtual 
Reality as a marketing strategy?  
 
 

What do you perceive is the 
difficulty of using Virtual 
Reality as a marketing strategy?  
 
 

What are your adoption 
experiences of new technologies 
in marketing?  

What are your adoption 
experiences of using Virtual 
Reality as a marketing strategy?  
 
 

What do you believe is the 
enhanced value of adopting new 
technologies in marketing?  

What do you believe is the 
enhanced value of using Virtual 
Reality as a marketing strategy?  
 
 

What do you believe is the 
perceived benefit with adopt 
new technologies in marketing? 

What do you believe is the 
perceived benefit with using 
Virtual Reality as a marketing 
strategy?  

Do you believe virtual reality 
could generate competitive 
advantages? In what way?  
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Appendix 3: Information letter 

Subject: Request to participate in a research about Virtual Reality  

Hi! 

We are two International Marketing students from Halmstad University in Sweden who are 
currently doing a 3-month internship abroad. During the spring we will write our thesis, 
which is why we contact you. We would like to ask you to participate in an interview and 
discuss the topic Virtual Reality.  

The comprehensive purpose with this study is to chart decision makers attitudes towards 
using virtual reality as a marketing strategy. The immersive purpose is to research why they 
have these attitudes through analyse their beliefs. The interview is estimated to take about 1-2 
hours. It is important that the interview takes place in a quiet environment and the time and 
place is for you to decide. The interview will be recorded and printed in text. Completion of 
the interview could be needed, for example, if something is unclear or a question arises 
afterwards. Totally we will interview 5 different companies. 

During the interview we will discuss 3 topics:  

• The phenomena virtual reality 
• Attitudes towards using virtual reality as a marketing strategy 
• Beliefs that affects attitude towards the adoption of new technologies 

 
The information and statements we will receive from you will be handled confidential. If you 
wish to participate anonymously in the study, of course, this will be arranged. 

The result will be presented in a thesis report and in a presentation to our class. Once the 
thesis is completed and approved, it will be saved in a database at Halmstad University. The 
recordings will be destroyed when the thesis is approved. If you want to take part of the 
result, you will get an example of the thesis when it is finished.  

Do not hesitate to contact us if you have any questions! 
 

Best Regards,  

Felicia Bengtsson & Stephanie Savolainen 

felicia.bengtsson@outlook.com / +46 708881037 

stephaniesavolainen@gmail.com / +46 705579625 
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Appendix 4: Table - Categorized Attitudes 

Decision 
maker 
 

Empirical findings  Key findings Categorized 
attitudes 

Castro What is your attitude towards virtual 
reality in marketing? 
When discussing his attitude towards 
using virtual reality in marketing Castro 
says that it is a very interesting 
technology but he is unsure if it is the best 
solution. He argues that the virtual reality 
hype has settled and that it has not 
developed much the last couple of years.  
 
 
“Sometimes the technology is developed 
but the consumer behaviour is not align 
with that. When we have a great paradigm 
shift to make a virtual meeting instead of 
using whatever we already have and it’s 
working, there will be some resistance. I 
don't see this align yet but it can align for 
certain uses and certain niches and we are 
already told about some of these users. I 
believe it’s already very advanced in some 
areas.” (Personal communication, 2018-
03-14) 

Very interesting but not 
the best solution 
 
Has not developed much 
the last couple of years.  
 
 
The technology is 
developed but the 
consumer behaviour is 
not align  

 
 
 
 

Negative 

Mühlböck  What is your attitude towards virtual 
reality in marketing? 
When Mühlböck describes his attitude 
towards using virtual reality in marketing 
he expresses: “I definitely think as I have 
mentioned before that there are very, very 
interesting possibilities for the future. It is 
a little bit too early to say that we really 
put a lot investments and resources in 
there. Of course if I would have a little bit 
more room I would do it, but right now 
setting priorities of course it is rather a 
small priority. For me it is key not to 
ignore it and really have a close look and 
always be sensitive and then think okay 
here we can do something.” (Personal 

There are very 
interesting possibilities 
for the future. 

 
 

For me it is key not to 
ignore it and really have 
a close look.  

 
 
 
 
 
 
 

Positive 
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communication, 2018-03-22) 

Stanzel What is your attitude towards virtual 
reality in marketing? 
Stanzel answering the question regarding 
his attitude towards using virtual reality in 
marketing as following: “It is very general 
to say, both have their role in the world. 
Both will exist. But where we see the 
future, where we see at the moment the 
investments, the ideas that we can get out 
are beneficial to the augmented reality 
side. But I would not say that virtual 
reality will die. I think they will have their 
sweet spots to exist.” (Personal 
communication, 2018-04-05)  

Beneficial to augmented 
reality 
 

I would not say that 
virtual reality will die. I 
think they will have their 
sweet spots to exist. 
 
Both have their role in 
the world 
 

 
 
 
 
 

Neutral 

Zimmermann What is your attitude towards virtual 
reality in marketing? 
When talking about attitude towards using 
virtual reality in marketing Zimmermann 
expresses: “I think the virtual thing is 
going down a little bit in marketing.” 
(Personal communication, 2018-04-05)  
The main reasons for this statement 
Zimmermann argues are motion sickness, 
the difficulty of interacting with people 
when using virtual reality and the entrance 
of mixed reality. He describes the 
problem of using virtual reality at 
exhibitions because the risk of getting 
motion sickness. Another problem he 
points out is the fact that virtual reality 
immerses the user into a virtual world, 
which makes it hard for the salesman to 
interact with user at the exhibition. 
Connected to this topic he also mention 
the entrance of mixed reality, which in 
comparison to virtual reality enables 
interaction. He points out that the interest 
for virtual reality has faded because of the 
entrance of mixed reality.  

I think the virtual thing is 
going down a little bit in 
marketing. 
 

Another problem he 
points out is the fact that 
virtual reality immerses 
the user into a virtual 
world which makes it 
hard for the salesman to 
interact with user at the 
exhibition.  
 

He points out that the 
interest for virtual reality 
has faded because of the 
entrance of mixed 
reality.  

 
 
 
 
 
 
 
 
 

Negative 

Lindner What is your attitude towards virtual 
reality in marketing? 
Lindner argues that it is easier to use 
virtual reality in marketing because it is 

It is easier to use virtual 
reality in marketing 
because it is possible to 
use the technology with 
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possible to use the technology with a 
smartphone. She says that there are not so 
many augmented reality devices at the 
market. At the same time she expresses 
that it feels more human to use augmented 
reality and that it might become more 
important than virtual reality for 
marketing. She summarize her statements 
regarding her attitude toward using virtual 
reality in marketing with:“I think both are 
interesting for marketing.” (Personal 
communication, 2018-04-05)  

a smartphone. 
 
It feels more human to 
use augmented reality 
and that it might become 
more important than 
virtual reality for 
marketing.  
 
I think both are 
interesting for marketing. 

 
 

Neutral 

Kaufmann What is your attitude towards virtual 
reality in marketing? 
Kaufmann expresses his attitude towards 
virtual reality as following; 
“It’s not a tool to show people something 
but it’s a tool to get emotionally involved 
into something, it’s that good. It feels like 
a 10 minute film is only 2 minutes, and 
people want to see your advertisement 
again. This is the best thing you can do.” 
(Personal communication, 2018-04-25) 

It’s a tool to get 
emotionally involved 
into something, it’s that 
good.  
 
This is the best thing you 
can do 

 
 
 

Positive 
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Appendix 5: Tables - Categorized Beliefs 
 
Nexia Branding - Dejota Castro 

Empirical findings Key findings Categorized 
beliefs 

What do you perceive is the risk of using virtual reality 
as a marketing strategy? 
Castro describes that he doesn’t see a lot of risks using 
virtual reality as a marketing strategy. He only mentions 
motion sickness and system failures as risks that could create 
a bad experience for the user. 

Motion sickness and 
system failures could 
create a bad 
experience for the 
user 

 

Few 
perceived 
risks 
 

What do you perceive is the difficulty of using virtual 
reality as a marketing strategy?  
When talking about the difficulties of adopting virtual reality 
in marketing Castro gives several examples. Firstly he 
mentions that the price of the equipment that enables virtual 
reality is really high. Secondly he explains that it is difficult 
to predict how the customers will receive the technology. 
Thirdly, Castro describes the lack of knowledge and the 
absence of support as another difficulty. 
  

High price of 
equipment  
 
Difficult to predict 
how customers will 
receive the 
technology 
 
Lack of knowledge 
and the absence of 
support  

 
 
 

Many  
perceived 
difficulties 

What do you believe is the enhanced value of using 
virtual reality as a marketing strategy?  
When answering the question regarding the enhanced value 
of adopting virtual reality in marketing Castro expresses: “In 
the case of virtual reality we still have to see the market 
evolve, grow and mature so we can have more professional 
uses in the marketing departments that won't just be 
gimmicky or for one tactic moment or one event. Then it will 
really get into the fabric of the brand and we will use virtual 
reality to complement the experience with the brand.” 
(Personal communication, 2018-03-14) 

The market must 
evolve, grow and 
mature to have more 
professional uses in 
marketing  
 

 
 
 

Few 
perceived 
values  

What do you believe is the perceived benefit of using 
virtual reality as a marketing strategy? 
Castro says that the benefit of using virtual reality in 
marketing is that the market will get a positive perception of 
the company. He argues that this is a positive consequence of 
using new technology in the interaction with the market.” 
  

Positive perception of 
the company 

 
Few 
perceived 
benefits 
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Adidas Sport Eyewear - Ronald Mühlböck 

Empirical findings Key findings Categorized 
Beliefs 

What do you perceive is the risk of using virtual reality as a 
marketing strategy? 
From a company perspective Mühlböck does not see any big risks 
using virtual reality in marketing. He points out the social aspect, 
that people might lose the connection to the real world, as a 
perceived risk of using virtual reality in marketing. Further he 
says: “You really have to be careful and not run every technology 
available because then you will invest a lot of money and time to 
things which might not be helpful. That could be the risk, which I 
think I mentioned before. So, scan it, watch it, be very smart on 
where you jump on it. Maybe sometimes, to take away the risk, let 
somebody else be first and see how it works and then take their 
experience and make it better.” (Personal communication, 2018-
03-22) 

Lose 
connection to 
real world 
 
Lose money 
and time  

 
 
 
 

Few perceived 
risks 
 

What do you perceive is the difficulty of using virtual reality as 
a marketing strategy?  
Mühlböck describes that one difficulty with using virtual reality in 
marketing is the fact that new technology, can be received 
differently. He says that parts of the eyewear business are rather 
conservative than tech-savvy. Further he gives an example of the 
difficulty: “Instead of inviting an optician to Linz and see him on 
the tradeshow, ask him to stay at home, put your oculus on and 
look at the range there. First of all he might be offended because it 
is also about social contact and not only about business. Secondly, 
he might not be tech-savvy and won’t use it because he wants to 
talk to real people.” (Personal communication, 2018-03-22) 

New 
technology is 
received 
differently 
 
 

 
 

Few perceived 
difficulties 

What do you believe is the enhanced value of using virtual 
reality as a marketing strategy?  
When talking about the enhanced value and benefits of adopting 
virtual reality in marketing Mühlböck points out six things: 
connection with the consumer, create brand relations, speed, cost 
efficiency, experience and emotions. He also mentions that being 
faster, being more cost efficient or having a better emotional 
connection with the consumer can generate competitive 
advantages.  

Experience 
 
Emotional 
connection 
 
Create brand 
relations 

 

Many 
perceived 
values  

What do you believe is the perceived benefit of using virtual 
reality as a marketing strategy? 
When talking about the enhanced value and benefits of adopting 

Being faster 
 
Cost efficiency 

 

Many 
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virtual reality in marketing Mühlböck points out six things: 
connection with the consumer, create brand relations, speed, cost 
efficiency, experience and emotions. He also mentions that being 
faster, being more cost efficient or having a better emotional 
connection with the consumer can generate competitive 
advantages.  

 
Connection 
with the 
consumer 
 

perceived  
benefits 

 

Microsoft - Dan Stanzel  
Empirical findings Key findings Categorized 

Beliefs 

What do you perceive is the risk of using virtual reality as a 
marketing strategy? 
Stanzel points out two risks with adopting virtual reality in 
marketing. The first risk he mentions is from a social point of 
view. He argues that the usage of virtual reality can disconnect the 
user from the real world, real emotions and social interactions. He 
adds that this risk is dependent of how intense the usage is. 
Stanzel sums up with a statement regarding risks of using reality 
technologies: “I think also with mixed reality there are some 
drawbacks, having something this heavy at the moment on your 
head for a whole day, you get some pains in the neck. I think also 
there has to be work done with the device. With everything that 
you bring forward there are some drawbacks.” (Personal 
communication, 2018-04-05)  

Virtual reality 
can disconnect 
the user from 
the real world, 
real emotions 
and social 
interactions 
 
Heavy device - 
pain in the neck 

 
Few 
perceived 
risks 
 
 
 

What do you perceive is the difficulty of using virtual reality 
as a marketing strategy?  
Stanzel thinks one difficulty of using virtual reality in marketing 
is that the market does not demand the reality technology yet. He 
describes that the demand will increase when more use cases are 
developed by companies. Stanzel argues that the hype is gone and 
it is first now more use cases can be developed. Stanzel adds that 
it is difficult to calculate the risk of the investment because there 
are too many uncertainties that you can not calculate when 
investing in virtual reality. 
 
 

The market does 
not demand the 
reality 
technology yet 
 
Difficult to 
calculate the 
risk of the 
investment 

 
 
 

Few 
perceived 
difficulties 

What do you believe is the enhanced value of using virtual 
reality as a marketing strategy?  
Stanzel describes quicker product development as one of the 
values with adopting virtual reality in marketing. Another value is 
the efficiency, when using virtual reality it is possible for a group 
of people to work on the same project at the same time sharing the 

Quicker product 
development 
 
Efficiency 
 

 

Few 
perceived 
values 
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same view 
 

What do you believe is the perceived benefit of using virtual 
reality as a marketing strategy? 
Stanzel points out quick innovation and productivity of the people 
as the benefits with using virtual reality in marketing. He explains 
that when using virtual reality you can try out different 
alternatives and see the changes and innovations at the end of the 
day. Further, he describes that a benefit with reality technologies 
is that companies has the opportunity to measure the productivity 
in different areas because it is possible to compare the 
productivity before and after the implementation.  
  

Quick 
innovation 
High and 
measurable 
productivity of 
the employees 
 

 
 

Few 
perceived 
benefits 

 

Zühlke - Bernhard Zimmermann  
Empirical findings Key findings Categorized  

Beliefs 

What do you perceive is the risk of using virtual reality as a 
marketing strategy? 
Zimmermann describes that another risk is that there are different 
soft development platforms for different devices which makes it 
difficult for the decision maker to identify which technology to 
invest in. He also describes the dilemma of being an innovator 
versus a follower as following: “When I talk to a CEO for 
example also one risk is that other competitors are doing 
something in this augmented or virtual reality market and he 
doesn’t want to be the follower he wants to be the innovator.” 
(Personal communication, 2018-04-05)  
 
Further Zimmermann says: “I think that augmented reality and 
virtual reality is on everyone list.” (Personal communication, 
2018-04-05)  
 
Zimmerman describes that reality technologies is a completely 
new field which is another risk for decision makers because they 
don’t know how to use the technology. This could also be a 
threat of losing market shares if a competitor find a successful 
way to use the technology.  

There are 
different soft 
development 
platforms for 
different devices 
 

Risk of being an 
innovator versus 
a follower 
 
Decision makers 
don’t know how 
to use the 
technology 

 
 
 
 
 
 
 
 

Many 
perceived 
risks 

What do you perceive is the difficulty of using virtual reality 
as a marketing strategy?  
Zimmermann describes that one of the difficulties of using 
virtual in marketing is that it requires a lot of different devices to 

It requires a lot of 
different devices 
to get a 
qualitative 
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get a qualitative experience. Zimmermann explains that because 
of the fact that you need different devices the investment costs 
are really high. He adds that virtual reality is something for the 
geek people who wants to be on the edge of technology but it has 
not reached the mass market yet except for people in the gaming 
industry.  
 
Zimmermann describes one difficulty of using virtual reality in 
marketing as follow: “In virtual reality or augmented reality you 
have different marketplace, different solutions. There is no clear 
positioning at the moment which platform would be the best and 
which platforms that will still exist in 5 years.”(Personal 
communication, 2018-04-05) 
 
Zimmermann compares the platforms between reality technology 
and smartphones. He argues that it is much easier when you only 
have a few platforms. He brings up smartphone as an example 
who only has two platforms, iPhone and Android.  

experience 
 
It has not reached 
the mass market 
 
No clear 
positioning at the 
moment which 
platform would 
be the best and 
will exist in 5 
years 

 

Many 
perceived 
difficulties 

What do you believe is the enhanced value of using virtual 
reality as a marketing strategy?  
Zimmermann points out customer binding as one of the value of 
adopting virtual reality in marketing. He says that the other value 
with adopting the technology is to attract new customers. He 
exemplifies that it is common to use reality technologies on 
exhibitions for marketing reasons because it creates attraction.  
 

Customer 
binding 
 
Attract new 
customers 

Few 
perceived 
values 

What do you believe is the perceived benefit of using virtual 
reality as a marketing strategy? 
Zimmerman says that one benefit with adopting virtual reality is 
that new technology attracts employees to your company. He 
explains that there are a real war of talents at the market so 
adopting virtual reality is one way to get those talents.  

New technology 
attracts 
employees 
 

Few 
perceived 
benefits 

 
 

Zühlke - Ines Lindner 

Empirical findings Key findings Categorized 
Beliefs 

What do you perceive is the risk of using virtual reality as a 
marketing strategy? 
Lindner describes four risks with adopting virtual reality in 
marketing. The first risk she mentions especially when using 
virtual reality is that people can lose connection to reality, she 

Lose connection 
to reality 
 
Security problem 
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adds that this is a risk that comes with every technology. 
Another risk she tells about is the security problem but she 
argues that this risk is a globally problem for the IT market. 
Lindner describes that motion sickness is a risk because the 
hardware is not fully developed yet. She says that with new 
technologies there are always risks of new diseases, she 
mentions it is hard to say how virtual reality will affect our eyes. 
Finally, Lindner points out that these risks are not major.  
 
She argues that cost is the primary risk for decision makers this 
because there are a limited number of qualitative apps on the 
market. Lindner describes another risk as following: “You don’t 
know which hardware that will be the best market device. You 
don’t know what will be the next iphone. I would say this is the 
risk. The technology is young.” (Personal communication, 2018-
04-05) 

 
Motion sickness 
 
 

Cost 

 

Many 
perceived 
risks 

What do you perceive is the difficulty of using virtual reality 
as a marketing strategy?  
Lindner mentions that the primary difficulty of using reality 
technologies in marketing is the lack of support. She argues that 
companies need to be highly involved in the development of an 
app adjusted to their specific needs, there are no fixed solutions 
on the market today. Lindner describes that marketers don’t 
know their target group since reality technology today only 
reach early adopters and industries because of the high costs of 
the hardware. She adds that maybe in 5 years reality 
technologies have become mainstream and the conditions for 
marketers will change. Lindner mentions that another difficulty 
with reality technology is to create an app in this area because it 
requires a lot of different competencies. She exemplifies that 
companies need skilled sound designers, 3D artists, UX 
architects and project managers to actually success with building 
a good app in this area. 

Lack of support 
 
Hard to know 
target group 
 
Companies need 
to be highly 
involved in the 
development of 
an app  
 
VR only reach 
early adopters and 
industries  
 
Requires a lot of 
different 
competencies to 
create an app 

 
 
 

Many 
perceived 
difficulties 

What do you believe is the enhanced value of using virtual 
reality as a marketing strategy?  
According to Lindner the biggest value of using reality 
technologies is that companies can give their customers an 
experience. She explains that with reality technologies it is 
possible to show something that is not physically there. 
 
 

Companies can 
give their 
customers an 
experience 
 

Few perceived 
values 

What do you believe is the perceived benefit of using virtual Better Many 
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reality as a marketing strategy? 
Lindner describes the biggest benefit of adopting virtual reality 
is better communication. With virtual reality people have the 
possibility to communicate over places but also avoid 
misunderstandings. She also adds that all the benefits and values 
discussed can generate competitive advantage which 
Zimmermann and Stanzel agrees on.  

communication 
 
Possibility to 
communicate 
over places  
 
It can generate 
competitive 
advantage 

perceived 
benefits 

 

MKFX - Mario Kaufmann 

Empirical findings Key findings Categorized  
Beliefs 

What do you perceive is the risk of using virtual reality as a 
marketing strategy? 
When talking about perceived risk of using virtual reality 
Kaufmann points out one risk:  

“Only if you make the people sick, then you have to stop 
immediately because that’s the only thing that happens, if they 
get sick they will never touch it again. You have to be really 
careful with locomotion and when your camera is moving and 
your body is not, it’s a bit risky. You have to set up a good 
scene where the user can more or less only sit, standing is okay 
but only if you don’t have any locomotion. You have to direct 
film and scripts in a way so that you know you’re using only 
steady cameras, it’s really the only risk.” (Personal 
communication, 2018-04-25) 

Motion sickness  
 

Few 
perceived 
risks 
 

What do you perceive is the difficulty of using virtual reality 
as a marketing strategy?  
Kaufmann describes that one difficulty of using virtual reality in 
marketing is to get the user involved with the product, he 
explains that a passive presentation won’t work to immerse the 
user into the virtual world. He says that the technology requires 
creative ideas to create emotions and experience that stays in 
mind.  

Virtual reality 
requires creative 
ideas to create 
emotions and 
experience that 
stays in mind 

 
Few 
perceived 
difficulties 

What do you believe is the enhanced value of using virtual 
reality as a marketing strategy?  
When talking about enhanced value of using virtual reality in 
marketing Kaufmann says: “Emotional values and it is so 
immersive that you want to have a second run on an 
advertisement.” (Personal communication, 2018-04-25) 

Emotional values 
 
Immersive 
technology 

 

Few 
perceived 
values 



 
 
 
 
 
 

 
Felicia Bengtsson & Stephanie Savolainen 

 
 
 
 

61 

 
 

What do you believe is the perceived benefit of using virtual 
reality as a marketing strategy?  

Kaufmann points out the perceived benefit of using virtual 
reality in marketing as following: 

“You will be forever in their minds. Because the things you own 
they don’t define you. You are defined by your emotions and 
your memories. This is great, being the memory of your 
customers.” (Personal communication, 2018-04-25) 

Further he says: 
“I think it’s a great tool to get your message across and you can 
sell almost anything with VR because you are not selling the 
thing itself but experience and emotion” (Personal 
communication, 2018-04-25) 
 

You will be 
forever in their 
minds 
 
I think it’s a great 
tool to get your 
message across 
 
You can sell 
almost anything 
with VR 

 
 
 
 
 

Many 
perceived 
benefits  
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