
Contents

Introduction — 1
References — 2

Part I: Selecting VR Type Based on Your Resources

Chapter 1
VR Technology — 5

The Concept of VR----- 5
Practical Considerations — 8
Chapter 1 Checklist —10
References —10

Chapter 2
The Spectrum of Immersion —13

Immersion Defined —13
Creating an Immersive Environment —15
Outcomes of Immersion —15
Immersion Versus Presence —16
Immersion and Flow —17
Avatars and Flow —18
A Framework for Heightening Immersion and Immersion-Related Concepts 
in VR: How Can Marketers Tap into the Benefits of Immersion? —19
Chapter 2 Checklist — 22
References-----22

Chapter 3
VR Content Features: Graphics, Sounds, and Narrative — 24

Setting the Stage for VR Content Creation — 24
Creating Graphics: Computer-Generated Versus Real World Footage — 24
Image Quality — 27
Sounds-----28
Integrating Graphics and Sound: Creating Illusions — 28
Accessibility-----29
Narrative----- 30
Integrating Graphics, Sound, and Narrative — 30
Chapter 3 Checklist-----35
References----- 35

https://d-nb.info/1278472916


VI — Contents

Chapter 4
Sensory Inputs in VR----- 36

Sensory Marketing----- 36
The Benefits of Sensory Marketing — 38
Sensory Inputs in VR----- 39
Using Sensory Inputs to Generate Immersion and Flow in VR — 40
Technological Requirements of Sensory Inputs in VR — 40
Integrating Sensory Elements in VR: What Is the Best Method for Achieving
This?----- 41
Chapter 4 Checklist — 44
References — 45

Part II: Selecting VR Type Based on Your Customers

Chapter 5
Your Customers’ VR Readiness and Ways to Improve It — 49

Your Customers’ VR Readiness: Important Considerations — 51
Chapter 5 Checklist — 53
References — 53

Chapter 6
Customer Involvement-Based Strategy — 55

The Concept of Involvement — 55
Types of Customer Involvement — 56
Explaining Customer Involvement: Dual Process Theories — 58
Customer Involvement in VR: The Dual Model — 59
Implementing a VR Strategy Based on Customer Involvement — 60
Chapter 6 Checklist----- 64
References — 65

Part III: Purpose-Driven Design of Your VR

Chapter 7
Boosting Consumer Engagement via VR — 69

The Concept of Engagement — 69
Engagement Potential of VR Types Based on Dynamicity and Interactivity — 70
Why Is VR More Capable of Enhancing Engagement Compared to Other
Media?----- 71
The Four Values of Engagement in VR — 73



Contents — VII

The Benefits of Customer Engagement in VR — 74
How Can You Best Encourage Engagement Through VR?-----75
Chapter 7 Checklist — 76
References — 77

Chapter 8
Changing Attitudes and Building Your Brand via VR — 79

What Is an Attitude?-----79
Outlining Attitude Component Sequences and Their Contexts — 80
Memory Systems and Attitudes — 81
Information Processing and Attitude Formation in VR — 83
Enhancing Attitudes with VR: How Can VR Be Used to Affect Attitudes?----- 84
Chapter 8 Checklist — 86
References — 87

Chapter 9
Storytelling in VR: Reality Versus Fantasy — 88

What Is Brand Storytelling?-----88
VR Stories and the Reality/Fantasy Typology — 89
Reality in VR — 89
Brand Storytelling via Realistic VR-----91
Fantasy in VR — 92
Brand Storytelling via Fantasy VR — 93
Reality Versus Fantasy: Which Should You Choose? — 94
Chapter 9 Checklist----- 97
References — 97

Chapter 10
Selling Your Products in VR: V-Commerce — 99

V-Commerce — 99
How Does VR Shopping Differ from Other Retail Environments?-----99
V-Commerce Applications: Product Fit-----101
V-Commerce Applications: Shopping Environment —102
How Do Customers Respond to V-Commerce? —103
How Should You Implement V-Commerce?-----104
Chapter 10 Checklist-----106
References —107



VIII — Contents

Chapter 11
Co-Creation in VR —109

Co-Creation in Marketing —109
Service-Dominant Logic and Co-Creation —109
Co-Creation in VR —110
Co-Creation from Customer-Brand Interactions: How Can Brands Foster
Co-Creation Activities in VR? —112
Chapter 11 Checklist —115
References —115

Chapter 12
VR-Based Events —117

How to Design an Impactful VR-Based Event? —118
Chapter 12 Checklist —122
References —122

Part IV: Incorporating VR Into Your Customer Journey

Chapter 13
Pre-VR: Reaching Customers —127

Using “Samples” to Get Customers Excited: Captured Content and 360 Ads —127
Instructions for VR Use----- 128
Tailoring VR for Your Audiences —129
Chapter 13 Checklist----- 134
References —134

Chapter 14
Post-VR: Managing the Relationship —135

CRM----- 135
What Managing the Relationship Means —136
VRand WOM-----136
VR and Repatronage in V-Commerce —137
VRand Brand Loyalty----- 138
VR and Brand Community —139
VR and Memory----- 140
Integrating VR into CRM —141
Chapter 14 Checklist —144
References —145



Contents — IX

Conclusion —146

Appendix —149

List of Figures —151

List of Tables —153

Index —155


