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1. INTRODUCTION 

1.1 Background 

 

Virtual reality is a highly current technology and issue. 2018 has been projected to be 

the year in which VR will finally begin to turn its ailing trend around: the introduction of 

standalone VR goggles to the market is expected to be the initial turning point 

(www.fastcompany.com). Standalone VR products like the upcoming Oculus Go will 

alleviate the need for compatible technologies, which is currently funneling the 

potential buyer-base toward certain brands and also doubling the amount of purchases 

a consumer needs to make to obtain a working VR system. By cutting the need to 

have a VR compatible system, these innovations will make VR more accessible for 

the common user. In fact, in the next five years, the global revenue of the VR industry 

is expected to grow at 54,84% CAGR (www.prnewswire.com), following such 

innovations and their projected future ramifications toward consumer attitudes. As 

such, virtual reality is a technology that many diverse industries are keen on following 

at the moment.  

 

 

1.2 Research Problem 

 

1.2.1 Virtual Reality Problem 

 

Virtual reality products have been in the common market for multiple years, but they 

seem to have failed to catch on to the greater masses of consumers. Several reasons 

have been extrapolated to have led to this – the most notable among these perhaps 

being the historically high prices and limited availability of compatible devices. 

However, VR-technology is slowly becoming more relevant as technological and 

conceptual advances in it are made, and this relevance spans multiple industries. VR 

products developed for entertainment purposes include ones such as the Xbox 360 

Kinect and PlayStation 3 Move, both of which offer a VR gaming experience. In the 

healthcare industry, VR is tentatively being used as an alternative training method; as 

http://www.fastcompany.com/
http://www.prnewswire.com/
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an example, it was seen that VR cataract surgery training provided surgeons with 

observable performance increases (Thomsen et al., 2017). 

 

Virtual reality is arguably the next, logical step in technological advancement in 

gaming. The immersion provided by contemporary video game products stops at the 

screen. This is to say that while well made, engaging games will immerse the 

consumer, the consumer is still looking at the world of the game through a screen. VR 

technology allows the consumer to surpass this limitation and enter this world for 

themselves – to enter the game itself, embodied in their own avatar. In its current state, 

this technology is struggling to provide a competitive alternative to contemporary video 

games, though. The existing video games are providing more and more photorealistic 

graphics, and VR games are struggling to keep pace with their fledgling technology, 

for example. VR games perhaps require an emphasis on other strengths that 

contemporary games cannot offer, instead of competing in a category that it is bound 

to lose in. 

 

As such, in order for these innovations to bear fruit, current market research is 

necessary in order to guide the aim of these developments. It is important for 

developers and marketers of these VR products to understand the key arguments that 

would compel a potential customer to make a purchasing decision – to understand 

what would differentiate them significantly enough to become more than just a 

gimmick. To this extent, this present project aims to conduct a survey of target market 

customers in order to discern their current willingness to use, willingness to adopt, and 

ultimate purchase intentions of VR products. 

 

 

1.2.3 Target Group Justification 

 

Gamers were chosen as a focal point of this project for three reasons. Firstly, gamers 

seem more attuned to observing the virtual environment, and differentiating nuances 

within a single product, as well as differentiating between multiple products. This is 

due to their significant exposure to such products, and their personal interest in them: 

one tends to pay more critical attention to things that strike a chord with one’s interest. 
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Secondly, video games encompass a significant portion of current, commercial 

products in the virtual reality market. Understanding the attitudes of gamers toward 

VR, as well as the key arguments for their adoption of VR products, will have a like-

wise significant commercial benefit. Lastly, VR products have been introduced into the 

gaming industry early on in the technology’s life span. This means gamers are more 

likely to be receptive of the technology, and thus more prone to caring about its 

advancement in capabilities. 

 

Non-gamers were included as a reference point in order to see how different gamers’ 

perceptions toward virtual reality are, as well as to determine the extent of their 

differences in attitude. It is also worth observing this difference from a 

marketing/developing perspective: depending on the VR product that is being 

developed/marketed, its target consumer-base may include gamers, non-gamers, or 

both. Understanding how attitudes differ within this demographic (gamer or non-

gamer) adds one more dimension from which to target certain customers. 

 

 

1.3 Research Questions 

 

1.3.1 What are the key, compelling arguments for virtual reality adoption for 

gamers, and non-gamers? 

 

In order to sell a product, one must know which aspects of it is of interest and import 

to its potential customers, so as to emphasise these aspects in both developmental 

and marketing stages. In order for consumers to adopt virtual reality, there are some 

key arguments (aspects) that gamers will have, and some others non-gamers will 

have. It is also completely possible that both sides of the demographic have identical 

key arguments that would compel them into purchase. As it is important to have an 

idea of these before the beginning of development, even, this is the first question this 

project will be asking. 
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1.3.2 What are the trending attitudes toward virtual reality for gamers, and non-

gamers? 

 

After having seen what the ideal arguments for VR adoption are according to the 

participants, it is next important to understand what arguments are currently visible to 

them. Even if a product has excellent, valid arguments for its purchase, these mean 

little if the consumers are not aware of them. The quality of current arguments, and 

how well they are known, is what the second question this project will be asking, as 

an exploration into the current attitudes toward virtual reality. 

 

 

1.3.3 How are these findings relevant for the further development and marketing 

of virtual reality technologies?  

 

The third question this project will be posing is in regard to the relevance of the earlier 

two questions – of ideal and current arguments, respectively – to the furthering of 

virtual reality as an industry. This has to do with how these findings can be translated 

into something concrete and useful, and how much of an impact these findings can 

have on the industry.  

 

 

1.4 Research Objectives 

 

1.4.1 To identify the key arguments for virtual reality adoption for gamers, and 

non-gamers 

 

Derived from the first research question, the first research objective of this project is 

to identify the key, compelling arguments of virtual reality for gamers and non-gamers, 

and how these differ and/or are similar. 

 

These arguments will be identified through observation of the means of answers to the 

quantitative survey. 
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1.4.2 To identify and describe the trending attitudes toward virtual reality for 

gamers, and non-gamers, and to measure purchasing intentions 

 

Derived from the second research question, the second research objective of this 

project is to identify, and further describe, the current arguments that are visible to 

gamers and non-gamers, and how these differ and/or are similar. Additionally, the 

current arguments will be weighed in order to see how compelling they are. 

 

These trending attitudes will be identified through the means of answers to the survey, 

and described through their association with one another, as well as their variances. 

Purchase intentions will be measured through association of the current arguments 

with the theoretical framework introduced within the literature review. 

 

 

1.4.3 To explore the significance of the findings of Objectives 1. and 2., as 

pertaining to future development of the technology and marketing 

 

Derived from the second research question, the third objective of this project is to 

explore the significance of the findings of Objectives 1. and 2.  

 

These will be explored in the discussion section, in which ideal and current arguments 

are compared and contrasted, and future explorations suggested. 

 

 

1.5 Definitions 

 

1.5.1 Virtual Reality 

 

Virtual reality (VR) is a virtually created, artificial environment that can be manipulated 

through one’s actions. It differs from more conventional computer-generated 
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environments in that it effectively transports the user into this artificial, virtual 

environment through the use of VR goggles, or a similar medium; this effect can be 

enhanced with other VR accessories. For example, track pads can be used that 

translate walking steps in the physical world into movement in the virtual environment, 

or hand-held controllers that track hand movements. 

 

 

1.5.2 Gamers 

 

A “gamer”, in general terms, can be described a person who recognizes the playing of 

video games as a significant hobby. It is debatable, though, whether someone who 

endorses in gamer culture, through the regular watching of others playing video games 

for instance, could be labelled as a gamer as well. In this project, gamers will be 

defined as people who are willing to put a significant amount of time into the learning 

and playing of video games and do so on a regular basis. This is due to the assumption 

that someone who regularly and actively plays video games has a better intuition of 

how virtual environments work, and, importantly, how they should feel in order to feel 

immersed. Survey participants will be asked whether they identify themselves as a 

gamer after being given the above definition. 

 

 

 

1.5.4 Presence 

 

Presence is one of the three key aspects of virtual reality derived from current 

literature. In this project, presence will be defined as the feeling of being in a virtual 

environment, in which one’s behaviours are consistent with real-world behaviours, and 

will be measured through the posing of multiple questions, each on a seven-point 

Likert scale. 
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1.5.5 Immersion 

 

Immersion is one of the three key aspects of virtual reality derived from current 

literature. For the purpose of this project, immersion, as a noun, will be defined as the 

effectiveness of the technological medium in inducing a frictionless VR experience, 

and will be measured through the posing of multiple questions on individual seven-

point Likert scales.  

 

 

1.5.6 Affect 

 

Affect is one of the three key aspects of virtual reality derived from current literature. 

In this project, affect will be defined as the determining and measuring of emotions, 

and will be measured by the posing of multiple questions, each on a seven-point Likert 

scale. 

 

2. LITERATURE REVIEW 

 

2.1 Introduction 

 

The core experience of a VR product is provided though the medium (the technology 

used), through which a virtual environment is introduced to the user. The more 

effective the virtual environment is at convincing the user of its authenticity, and 

consequently lessening the user’s awareness of the physical world, the more effective 

the VR product will be. As a more effective product will likely be a more desirable 

product that a non-effective one, this effectiveness will be measured. In this project, 

the effectiveness of a virtual environment will be examined through three governing 

aspects: presence, immersion, and affect. Presence is the extent to which a user feels 

that they are within, and belonging in, the virtual environment. Immersion is the 

effectiveness of the technology in inducing the sense of presence in the user, through 

various techniques. Affect is the measure of emotions experienced by the user: what 

emotions are at the forefront of the experience, and how strong these emotions are. 
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A successful product has more going for it than only performance though, and a 

significant portion of this can be attributed to consumer attitudes toward the product. 

The Technology Acceptance Model will be the underlying framework on which a more 

appropriate, VR-specific model will be built upon to attempt to explain the interplay 

between governing aspects that ultimately construct these attitudes, and lead to 

purchase intentions. 

 

As such, this literature review will explore current literature to better understand the 

aspects of virtual reality that make it stand out from contemporary technologies, and 

to collect possible arguments for technology adoption. It will provide a knowledge-base 

upon which this project will then build on, and refer to. 

 

 

2.2 Virtual Reality 

 

2.2.1 Definition 

 

The function of virtual reality is to introduce a host into a virtual environment where 

they may interact with said environment. Heim (2014:1), describes virtual reality as “a 

synthetic technology combining three-dimensional video, audio, and other sensory 

components to achieve a sense of immersion in an interactive, computer-generated 

environment.” This definition of virtual reality provided by Heim takes a scientific 

approach to the matter: highlighting the importance of technology and hardware in the 

creation of immersion, which he states as to being the ultimate goal of virtual reality 

technologies. Bailenson and Cummings (2015) later found that notable components 

of this technology have to do with mimicking human perception in the physical world. 

Update rate – the rendering speed of environments – was found to be particularly 

significant for the creation of immersion, as well as tracking level, stereoscopic vision, 

and field of view. Update rate, stereoscopic vision, and field of view have to do with 

how we see the world: with nigh instant speed, from the combined image formed by 

our natural binocular vision, and from a certain angle and depth of vision, respectively.  
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Tracking level, then again, has to do with how we expect to move – when we move an 

arm, it moves with the force and constraints we expect it to move within. The general 

graphics – the overall quality of the visuals – have notably not been seen as important 

for increased levels of immersion. As long as the virtual world can be interacted with 

in much the same manner as the person is used to interacting with the physical world, 

the environment seems to be an effective one. 

 

 

2.2.2 Presence 

 

The key distinction of virtual reality, as compared to more contemporary two- or three-

dimensional technologies, seems to be this interactivity with the environment, and the 

subsequent immersion of the user. The result of this immersion is the user’s sense of 

‘being within a world’, defined as presence in this project. There have been other 

perspectives taken on the conceptualising of the feeling of ‘being within a world’, and 

they will also be discussed below, before leading into the derived definition used in 

this project. 

 

Interactivity seems to be at the core of virtual reality’s selling point. To demonstrate 

the significance of interactivity, Lee (2014) distinguishes between 3 levels of 

involvement that a mediated environment can potentially impose on a user. These 

levels of involvement are, in an ascending order of magnitude: perception, 

manipulation, and interaction. The lowest level, perception, requires only the 

perceiving of the phenomenon provided by the medium: the viewing of a pre-recorded 

show, for instance. Manipulation goes beyond only observing the virtual phenomenon, 

but is limited to a one-way interaction; the user influences the mediated environment 

– through the moving of an object, for example – but the environment does not 

influence the user’s behaviour. Interactivity, the highest level of involvement, is 

achieved once the mediated environment does influence the user’s decisions and 

behaviour, while the user’s behaviour influences the environment as well. This, Lee 

states, is what an immersive system should strive for. Lee (2014:34) gives the 

following example for further explaining the difference between the two higher levels 
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of involvement: “when users respond to computer agents that request certain types of 

user actions based on previous user inputs …, the domain of user experience extends 

to the social world and the experience becomes truly interactive”. 

 

Heim (2014) is in agreement with the importance of interactivity, writing that it is the 

immersion techniques employed by virtual reality that provide the unique distinction 

between mere involvement and insulation. While contemporary audio-visual 

technologies involve their consumers with their narrative and world, this experience 

stops at the mediating display. In contrast, virtual reality “insulates the human 

sensorium in a full-surround computerized sensory feedback loop” (Heim, 2014:1) – 

not only involving the consumer but insulating them within the generated world, 

resulting in a world which moulds around the user’s presence and behaviour, while the 

world also moulds the user’s behaviour. Heim attributes this sense of ‘being there’ as 

being at the core of virtual reality’s appeal, and the magnitude of this sense that is 

achieved is its key differentiating factor from other technologies that aim to immerse 

their consumers. 

 

Christou’s (2014) findings mirror Heim’s, concluding that, in video games, appeal 

positively correlates with the level of immersion experienced. Video games are an apt 

comparison with virtual reality, as video games are designed to be wholly immersive, 

interactive narratives – much in line with the goal of virtual reality; indeed, video games 

were one of the first adapters of virtual reality into commercial products as a result of 

this design cohesion. Examples of early mainstream adopters are the Playstation 3 

Move, and Xbox 360 Kinect (Gonsalves et al., 2016): these were the two most 

prominent gaming consoles at their time of adopting virtual reality. Virtual reality is 

used to even further enhance the interactivity of video games by transporting the user 

into the game environment; the video game The Climb, for instance, allows the user 

to feel like they are truly climbing a mountain-side by tracking hand and head 

movements through VR technology and displaying real-time imagery that mimics this 

movement within the virtual environment. With the similarity of virtual reality and video 

game designs in mind, it is possible to conclude that both Christou and Heim find that 

the sense of being there is of utmost importance to the effectiveness of a VR 
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environment. Heim conceptualises this sense of “being in a world” as immersion, 

which differs from the prior, established term in this paper. 

 

However, Christou further found that while high immersion does lead to high levels of 

appeal in video games, the opposite also rings true: high initial appeal leads to high 

immersion. This seems to indicate that there is at least one more factor that aids in the 

achieving of immersion in addition to the level of technology: a factor that is more 

subjective and human. As such, a further discrimination of definition is perhaps 

necessary to fully understand the phenomenon. To begin this process of clarification, 

multiple other sources refer to the sense of ‘being there’ as presence (Alcaniz et al., 

2004; Lee, 2004; Alcaniz et al., 2007; Baumgartner et al., 2007; Regenbrecht & 

Schubert, 2002; Slater & Wilbur, 1997. Presence has been described as a state of 

consciousness that results in the sense of ‘being’ within the virtual reality (Slater & 

Wilbur, 1997). This definition is highly similar in effect to Heim’s immersion, and could 

indeed be added into Heim’s definition of virtual reality in its place without incident. 

Slater and Wilbur define the degree of presence achieved through the level of 

engagement the experience offers, as well as the level of incorporation of the ‘virtual 

body’: the more consistent the user can be with their day-to-day behaviours in similar 

circumstances, the more they have accepted their virtual body. Lee (2014) further 

specifies that presence should be defined as “a psychological state in which 

virtual…objects are experienced as actual objects in either sensory or nonsensory 

ways” (p. 37). Virtual reality seeks to hide the mediation of its technology well enough 

to achieve this state in which the virtual world isn’t seen as only virtual, but as a world 

in and of itself. 

 

Lee (2014) further categorises presence into three domains: physical presence, social 

presence, and self presence. Self presence is of particular interest in the case of virtual 

reality, as it deals with the feeling of assimilating to one’s virtual self to the point of 

non-differentiation from one’s actual self within that virtual world and task. This gives 

name to the concept of ‘being there’ proposed by Slater and Wilbur. Notably, Lee’s 

definitions do not presuppose translocation (actually being within the virtual 

environment), so as to be applicable to non-virtual reality cases, but he does admit 

that proper use of translocation will further enhance the feeling of presence, as is the 
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case with well-designed virtual reality environments. Slater and Wilbur, conversely, 

focused their research on creating a framework specifically for virtual environments, 

and make allowances for translocation as a given aspect of the medium. Baumgartner 

et al. (2007) further explain presence as being two-dimensional, consisting of the 

sense of self-location, previously referred to as the sense of ‘being there’, and 

perceived possibilities to act. Their second specified dimension correlates with Slater 

and Wilbur’s proposals of behaviour: that behaviour in the virtual environment should 

be consistent with everyday behaviour. This ensures an immersive environment that 

feels real, and the user is more prone to making choices as if they had real 

consequences. The papers tend to agree on the general properties of presence being 

a) a psychological sense of ‘being’ within a virtual world, b) a state in which the virtual 

becomes akin to reality, and c) behaviours consistent with real-world behaviours in 

similar situations. Presence has been measured through self-report questionnaires 

after experiencing the respective virtual environments through the asking of several 

questions on a seven- or ten-point Likert scale (Alcaniz et al., 2004; Regenbrecht & 

Schubert, 2002). 

 

In this project, presence will be defined as the feeling of being in a virtual environment, 

in which one’s behaviours are consistent with real-world behaviours, and will be 

measured through multiple questions, each on a seven-point Likert scale. 

 

 

2.2.3 Immersion 

 

Presence seems to be a feeling generated on the user’s side, rather than by the 

software and hardware providing the virtual reality experience: “being a player trait 

rather than a game trait” (Christou, 2014:99). As the technology behind virtual reality 

has been shown to play an important part in the effectiveness of the medium (Bowman 

et al, 2007; Farrar et al., 2011; Bailenson & Cummings, 2015; Cooper et al., 2017) 

another term is required to distinguish this aspect of the equation. Immersion seems 

to be the preferred term in contemporary literature to define the technological factors 

of virtual reality, and this project adopts it as well. 
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Slater and Wilbur (1997) defined immersion as the “description of the technology” 

(p.2). They highlight four key indications of immersion: inclusiveness, extensiveness, 

surrounding, and vividness. Inclusiveness deals with how well physical reality is 

forgotten. The second indication, extensiveness has to do with the range of senses 

that are taken into consideration. Surrounding has to do with the field of view: whether 

the observable space is wide or narrow. Finally, the fourth indication of immersion, 

vividness, describes the resolution, visuals, and realism. As such, immersion can be 

described as the manner and extent to which the user is given access to information 

by the medium. The higher the degree of each immersion indication present in the 

medium, the more compelling the immersion presented, and the user has access to a 

wider array of higher quality information. This makes sense: in the physical world, we 

feel that we ‘are’ here because our medium, the world, constantly delivers consistent, 

extensive information. 

 

Furthermore, our body’s actions are consistent with our perception of what those  

actions should be – if we wish to walk, we walk, barring an inability to walk, of course. 

Our virtual bodies should mimic these sensory consistencies as well as possible, with 

minimal lag (input time to output time); this concept is defined as “matching” (Slater 

and Wilbur, 1997). Farrar et al. (2011) concur with this observation, finding that 

“natural mapping motions” enhance the user’s experience, as well as the level of 

presence felt. They tested this phenomenon on the Wii console, a non-virtual reality 

medium that incorporates body tracking through use of a controller. Since the 

controller is stick-like, it mimics a tennis racket well enough to create a stronger 

suspension of disbelief. Farrar et al. bring further evidence toward the effectiveness of 

‘matching’, writing that “by minimizing the gap between the two models, [for both real 

tennis and video game play], the mental models may become closer and closer, 

perhaps resulting in an eventual match” (p.321). Therefore, bridging the gap between 

expectations and execution may be the desired route to developing an effective virtual 

reality system. 

 

Branching off the notion of bridging expectation and execution, Biocca (2003) was 

cited in Baños et al. (2004), stating that realism may not be the ultimate goal of 
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immersion, but perhaps, rather, a sense of how the mind perceives reality should be 

what research should be looking for. An earlier experiment showed empirical evidence 

towards this, as the degree of presence was manipulated by changing the manner in 

which the virtual environment was perceived – through altering the viewpoint, and the 

possibility of interactions – without any physical alterations (Schubert et al., 2002). The 

problem here is that a certain amount of leeway would be necessary in the developing 

of technologies to account for the subjectivity of individuals’ perceptions of reality. 

Further research would be necessary in order to decipher a functional ‘objective’ 

perceived world – a weighted average of perception that could be operationalized. 

 

So far, immersion has been defined as the technological side of the equation for an 

effective virtual environment, the aim of which is to provide as much high-quality 

information with the least amount of friction between user and medium. However, there 

is usually a limit to the amount of information a user can handle and process at any 

given time. Bowman and Mcmahan (2007) found that for simpler tasks, lower levels of 

immersion can work better than higher immersion levels. For tasks that require less 

spatial understanding of depths, heights, and distances, for example, higher levels of 

immersion may be unnecessary. They remind their readers that complex, highly tuned 

virtual environments require hefty monetary investment, and that the nature of tasks 

and the plot of the virtual environment should be taken into consideration before 

deciding on a budget. Especially since a unique facet of virtual reality is the reduction 

of clutter (Bowman & Mccahan, 2007), unnecessary information may be detrimental 

to immersion if the virtual environment is designed to be task-orientated, perhaps for 

specific simulation training environments. 

 

Immersion, for the purpose of this project, will be defined as the effectiveness of the 

technological medium in inducing a frictionless VR experience, and will be measured 

through the posing of multiple questions on individual seven-point Likert scales. 

 

 

2.2.4 Affect 
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Thus far, two factors of the virtual reality equation have been identified: presence and 

immersion. It has been shown that immersion allows for a platform on which presence 

can then be established. Baños et al. (2007), however, report that “it is misleading to 

assume a one-to-one relationship between immersion and presence” (p.739). Affect, 

they find, plays a significant role in the creation of presence as well; affect is the 

measure of emotions. Even in lower levels of immersion – with less immersive 

techniques, such as smaller screens, used – virtual environments designed to elicit 

sadness were seen as creating more presence than the controlled, neutral 

environment with identical levels of immersion. Naturally, them having only tested on 

one emotion makes this finding less credible. Giuseppe et al. (2007) designed and 

performed a similar experiment, testing instead with two emotions: anxious and 

relaxing. Their findings mirror those of Baños et al., bringing more credibility to the 

claim. An interesting facet of these experiments is that the emotions felt by the 

participants were consistent with the prompted emotion that the virtual environment 

was designed to elicit. A virtual environment can thus be used to elicit desired 

emotions quite effectively. Principally, both experiments found that emotionally -

charged environments created more presence with their subjects than neutral 

environments.  

 

In this project, affect will be defined as the determining and measuring of emotions, 

and will be measured by the posing of multiple questions, each on a seven-point Likert 

scale. 

 

 

2.2.5 Creating an Effective Virtual Environment 

 

To digest the above, an effective virtual environment is one that enables a user to 

have a feeling of being within the world, one in which the physical world is forgotten 

for the duration of the virtual experience. This feeling of presence is created through 

immersive technology and affective atmospheres but is ultimately an acutely 

subjective construction that varies with a person’s past experiences. Gamers, for 

example, felt less fear and surprise within a virtual reality First Person Shooter (FPS) 
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game than their non-gamer counterparts (Geslin et al., 2011). Interactivity, whether 

with the environment or with other persons, has also been shown to be key in creating 

an effective virtual environment (Schubert et al., 2002; Lee, 2004; Baumgartner et al., 

2007). A virtual environment that gets a user to duck under a ball thrown at them with 

great speed, for instance, would most likely be an effective one. It creates a 

consistency with perceived consequences and subsequent actions that mirrors those 

the user would be likely to employ in the physical world. This project will measure 

users’ perceptions of these three governing factors of VR’s effectiveness – presence, 

immersion, and affect – in order to examine their effects on purchase intentions of a 

VR product. 

 

 

2.3. Behavioural Psychology 

 

While some of the reasons for user adoption, or non-adoption, of virtual reality can be 

explained through the observations of how virtual environments function and immerse, 

the rest comes down to consumer psychology. Even if a person’s attitudes toward 

virtual reality may be positive, eliciting positive motivation to buy, the person may not 

have the means to do so, and be lacking in perceived behavioural control (Ajzen, 

1991). Intention to consume is formed, according to the theory of planned behaviour 

(ibid), through the conjunction of attitudes, perceived behavioural control, and one’s 

subjective norm. If, for instance, virtual reality is perceived as being pricey and 

exclusive, many consumers would likely not include it in their consideration sets. 

 

 

2.3.1 Technology Acceptance Model 

 

A framework has been particularly developed for understanding the process of 

generating a general acceptance toward any given new technology. This model is 

called the Technology Acceptance Model (TAM) (Davis, 1989). This model is partly 

built upon the same foundations as the theory of planned behaviour, taking into 

account attitudes and behavioural intention. The model explicates on the formation of 
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attitudes by introducing the concepts of perceived usefulness and perceived ease of 

use as the primary factors (Davis, 1989). As such, the model promotes the idea of 

creating technology that eases the doing of tasks, or the experiencing of experiences. 

The model places a stronger emphasis on perceived usefulness than ease of use, 

indicating that while ease of use contributes to attitudes, it is more consistently a 

determinant of perceived usefulness instead (Davis, 1989). The proposed model 

dictates that perceived usefulness and perceived ease of use predict attitudes toward 

a technology, which then predicts a behavioural intention, resulting in a final system 

usage or non-usage. 

 

Venkatesh and Davis (2000) later improved upon the model, proposing what they 

called the TAM2. This model delves deeper into what perceived usefulness is made 

up of, but ultimately results in the same conclusion. A number of social influence 

processes and cognitive instrumental processes were highlighted: subjective norm, 

voluntariness, and image for social influences, while job relevance, output quality, 

result demonstrability, and perceived ease of use are used to further operationalise 

cognitive instrumental processes. Social influence was found to be of surprising effect 

for the creation of perceived usefulness, as it was earlier not found to have much of a 

direct influence on behavioural intentions – the effect was found to be indirect instead, 

and the improved model takes this into consideration. The enhanced TAM2 further 

demonstrated the importance of empirically provable prowess of the technology, 

especially when compared to contemporary, parallel technologies. 

 

 

2.4 Conceptual Framework  

 

Adapting the Technology Acceptance Model 2 for virtual reality specifically, we arrive 

at the following conceptual framework for understanding the required factors and 

aspects for its adoption. 
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Figure 1 – Conceptual Framework 

 

Presence, immersion, and affect have been shown to be key aspects of the 

effectiveness of virtual reality as a medium, and thus directly influence its perceived 

usefulness. Comparability to contemporary media for entertainment, learning, and 

medical purposes is a required facet to consider as virtual reality is attempting to better 

the experience that these media deliver today. The social norm and perception of 

virtual reality, i.e. the general consensus towards virtual reality highlighted by the 

information available in contemporary media, also directly influences how useful it is 

seen as. Experience – meaning prior experience with similar products –influences only 

intention to use and the social norm in the original model, but has been shown above 

to also influence the amount of presence a user is capable of feeling (Geslin et al., 

2011); it is likely that experience will also effect the level of immersion, affect, and 

perceived ease of use, but this has not been shown yet – these interactions are 

something to note when analysing future results. Voluntariness is, of course, critical to 

the trying of a new, fledgling technology, and is thus indicative of a person’s intention 

to use virtual reality. Perceived ease of use influences how useful virtual reality is seen 

as, as one of its functions is to reduce clutter and streamline the interface experience, 

and also, directly, the intention to use as in the original model. In the scope of this 

project, usage behaviour will not be measured; the measuring of intention to use is the 

final measurement to be achieved, by first measuring each of the other ‘boxes’. 
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2.5. Conclusion 

 

Virtual reality is certainly still in a developmental stage, both in theory and in practice. 

Literature has swayed away from seeing virtual reality as a strictly technological 

problem to be solved and has begun to see it more of an experiential, human 

problem as well. Research is being done more into how the mind perceives reality 

and mimicking this on the technological side of the virtual reality equation, than into 

attempting to brute force objective realism and picturesque graphics above 

interactivity and affective capabilities (Bailenson & Cummings, 2007; Baños et al., 

2004; Farrar et al., 2011). This is healthy for the development of virtual reality as a 

competitive media in modern consumption. This current project will be adding to this 

knowledge through surveying the attitudes of gamers and non-gamers toward virtual 

reality products. 

 

3. METHODOLOGY 

 

3.1 Methodology Summary 

 

Data was gathered from participants filling out an anonymous survey distributed via 

the internet. This survey was done with the Webropol-page provided by Aalto 

University for student use. The data was initially inspected on the Webropol website, 

as well as in Excel. This data was then later exported to the IBM SPSS -sotware, 

recoded, and analysed further. 

 

 

3.2 Data Collection 

 

3.2.1 Quantitative Survey 
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The main data of this project was gathered from participants filling out the provided 

survey (see Appendix 1). The survey was made with Webropol 3.0. The survey was 

distributed via the internet: on Reddit (on the virtual reality subreddit), Facebook 

groups, and Whatsapp groups. Responses were gathered anonymously, with only the 

following demographics gathered: gender, age, nationality, and employment. 

Additionally, prior use of VR products was garnered, as well as whether the person 

identifies as a gamer. 

 

All other questions were answered on a Likert scale of 1 to 7, with 1 being "I don't 

agree at all", and 7 being "I agree completely". In the recoding of data this scale was 

coded as “1) Disagree completely, 2) Disagree, 3) Disagree Somewhat, 4) Neither 

Agree nor Disagree, 5) Agree somewhat, 6) Agree, 7) Agree Completely”. This 

recoding was done in order to better visually analyse the data while keeping the same 

meaning. The survey respondents were only given the border-values of the scale – 1 

being “I don’t agree at all”, and 7 being “I agree completely” – so as to minimize the 

influence of the words on their perception of the scale. In this manner, the Likert scale 

is better seen as an equidistant number scale with a set beginning and end. 

 

The purpose of this survey was to observe how the different ‘boxes’ of the theoretical 

model (see Figure 1) were seen and enacted by the respondents. 

 

Questions 6 & 7 were answered by the whole sample population and had to do with 

current attitudes toward virtual reality products. Insights into these questions did not 

specifically require prior knowledge or use of virtual reality products. All questions had 

to do with unspecified virtual reality products. 

 

If a respondent answered “No” to the statement “I have used virtual reality products in 

the past” (question 8), questions 9 through 11 were skipped for that respondent, and 

they were directed to question 12. This is because these three questions deal with 

past experiences with virtual reality. These three questions were aimed to provide 

insights into compelling arguments for virtual reality adoption based on past 

experiences with the technology. Question 9 has to do with how immersion was 
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perceived by the respondent. Question 10 deals with how, and to what degree, 

presence has been felt by the respondent. Question 11 deals with how affect was 

experienced by the respondent, as well as how emotionally expressive they feel they 

are as person – this second notion is in order to control for differences in emotional 

expressiveness so as to not polarize the findings. Due to an unknown error, 

respondents from the virtual reality subreddit did not receive questions 9-11, even if 

they checked the box for having tried VR before. This presumably happened through 

the accidental removing of the condition for showing these questions in the Webropol 

program. 112 responses were affected by this incident. 

 

Question 12 was prefaced by the defining of the term “gamer” in the context of this 

project. The respondent was then asked whether or not they identified as a gamer, 

given the project-specific definition. This question was at the end of the questionnaire 

so as to not confuse ‘virtual reality video games’ with the phrase ‘virtual reality 

products’. If they answered “Yes” to this question, their survey was complete. If they 

answered “No”, a final question (question 13) was revealed in which specifying 

questions were asked about their involvement with gaming and video games.  

 

 

3.2. Data Processing 

 

Firstly, the Webropol website offered simple filtering of data by groups. This was used 

to analyse differences in answers between gamers and non-gamers, by comparing 

the means of each relevant question. 

 

The data from the survey was then extracted straight from the Webropol website to 

the IBM SPSS software, a statistical analysis tool. Once extracted, the data was 

cleaned up. No significant outliers were found. 

 

Descriptives and independent sample t-tests were the primary channels of analysis 

for the gathered data. 
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4. FINDINGS AND ANALYSIS 

 

4.1 Sample 

 

The following is an overview of the respondents’ demographics. The number of 

respondents for the survey was 139 (N=139). 112 of these respondents came from 

the virtual reality subreddit and were affected by the exclusion of questions nine 

through eleven.  

 

Of the 139 respondents, 125 were male, 13 female, and 1 person identified as “other”. 

79 (51%) were full-time employed, 15 (11%) were part-time employed, 10 (7%) were 

unemployed, and 43 (31%) were students. 123 (88%) of the respondents had used 

VR products before, while 16 (12%) had not. 113 (81%) identified as a gamer, while 

26 (19%) did not identify as one. 
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Figure 2 - Nationality 

 

Nationality-wise, nearly half of the respondents were from the United States of 

America (N=57), while a sizeable amount were from Finland (N=24). Other 

nationalities were less represented. 

 



Page 29 of 54 
 

 

 

Figure 3 

 

The mean age of the sample was 27,79 (M=27,09; SD=8,03). The largest 

concentration of respondents were within the 20 to 26 years-old -range. 

 

 

4.2 Survey Results 

 

4.2.1 Recoding 

 

The data from the survey was directly extracted from the Webropol-website to the IBM 

SPSS software. In addition to the previously stated recoding, some statements’ scales 

needed to be flipped, and then renamed in order to provide meaningful statistical 

analysis. The following statements’ scales were flipped: Question 7, Statement 1 

(q71); Question 9, Statement 3 (q93); and Question 9, Statement 4 (q94).  

 

Additionally, three composite variables were created: Presence, Immersion, and 

Emotion. Immersion was compiled of q91 through q95 ([q91 + q92 + q93 + q94 + q95] 
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/ 5); presence was compiled of q101 through q104 ([q101 + q102 + q103 + q104] / 4); 

emotion was compiled of q111 through q112 ([q111 + q112] / 2). 

 

 

4.2.2 Analysis 

 

Analysis was conducted by comparing the results of gamers (N=113) and non-gamers 

(N=26). The first noteworthy finding was that of gender distribution. Only one of the 13 

female respondents identified themselves as a gamer. While the response rate of 

females is lower than that of males’ (N=13, and N=113, respectively), this may still 

speak to the general trend of women being less common in gaming culture than men.  

 

The other demographics of age, employment status, and nationality did not have a 

noteworthy impact on whether a respondent identified as a gamer or not. The next part 

of the analysis will focus on the different sets of Likert-scale (1-7) statements 

presented in the survey: Questions 6, 7, 9, 10, and 11. Independent sample t-tests 

were run in order to compare the means of answers between gamers and non-gamers, 

to see if the being of a gamer influenced the answers given. 
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Figure 4 - Q6 T-Test 
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The statements have been recoded into shorthand for ease of analysis. For a more in-

depth understanding of the formulation of the statements, refer to Appendix 1 for an 

outline of the survey. 

 

The initial observation from this set of statements is that both gamers (M=4,76; 

SD=1,31) and non-gamers (M=4,65; SD=1,55) have a very similar perception of the 

price-point of virtual reality products (t(137)=0,36; p=0,717). Both sides of the 

demographic placed the price of VR products at slightly too high.  

 

Another similarity between the two groups is on the perceptions of how common VR 

products are today, and how common they will be in the next decade. Gamers 

(M=3,16; SD=1,37) and non-gamers (M=3,23; SD=1,73) both were of the opinion that 

VR products are not too common today (t(32,64)= -0,20; p=0,85), but would be 

common in the next decade: M=5,96; SD=1,25 for gamers, and M=6,00; SD=1,13 for 

non-gamers (t(137)= -0,17; p=0,87). The disparity between the two, of how common 

VR is today compared to the next decade, is in line with professional projections. 

 

However, there is a near significant difference in whether the respondent knows more 

than one person who owns any VR product between gamers (M=4,52; SD=2,54) and 

non-gamers (M=3,50; SD=2,73) (t(137)=1,82; p=0,07). The higher mean of gamers 

may be due to many readily available commercial VR products being video games. 

Perhaps mirroring this, there is a significant difference between gamers (M=6,10; 

SD=1,97) and non-gamers (M=3,81; SD=3,18) for the perceived ease of purchasing a 

VR product (t(29,57)=3,52; p=0,001). Gamers seem to perceive it easier to purchase 

VR products than their non-gamer counterparts, and they seem to know more people 

who own VR products. 
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Figure 5 - Q7 T-Test 

 

For question 7, most statements produced means that were close to one another in 

terms of gamers and non-gamers. Both gamers (M=6,83; SD=0,73) and non-gamers 

(M=6,62; SD=0,70) would be wanting to try more VR products, so there seems to be 
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a general interest in the technology among participants. The safety of VR products 

was not a notable concern for either gamers (M=2,23; SD=1,27) or non-gamers 

(M=2,62; SD=1,44), with both groups tending not to mistrust the general safety of VR 

products. VR products were also deemed by both groups to be more interactive than 

their contemporary counterparts: with gamers having a slightly lower mean (M=5,69; 

SD=1,56) than non-gamers (M=5,88; SD=1,14); this difference is not, however, 

significant (t(48,98)= -0,73; p=0,47). Perceptions of ease of use was also very similar 

between the two groups, with non-gamers having a slightly higher mean (M=4,62; 

SD=1,27) than gamers (M=4,27; SD=1,52). Likewise, this difference is not statistically 

significant. 

 

While both sides of the demographic had similar level scores for wanting to learn more 

about VR products – M=6,22; SD=1,12 for gamers, and M=5,81; SD=1,13 for non-

gamers (t(137)=1,69); p=0,09) – gamers (M=6,57; SD=1,13) had searched 

significantly more for information online regarding VR products than non-gamers 

(M=4,73; SD=2,18) (t(28,17)=4,16; p<0,001). This discrepancy may be due to the fact 

that 112 of the 139 respondents were from a subreddit pertaining to anything virtual 

reality, and by virtue of subscribing to the subreddit in order to see the survey, actively 

searched online for information on virtual reality.  
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Figure 6 - Have Used VR Crosstabs 

 

Question 8 was a yes or no question, on whether respondents had used VR products 

prior to the survey. According to the Chi-Square Test, there seems to be a relationship 

between whether one identifies as a gamer, and whether one has used VR products 

before (Chi-Square=4,20; df=1; p=0,04). As the significance is below the critical level 

of 0,05, there is a relationship between being a gamer and having used VR products. 
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The following three questions – Q9, Q10, and Q11 – were erroneously not displayed 

to the latter 112 respondents. As such, these questions have a noticeably smaller 

sample size (N=17). Of the first 27 respondents, 17 stated they had used VR products 

prior to the survey, and this is the sample present in the following three questions. 

 

 

 

Figure 7 - Q9 T-Test 

 

This set of statements was targeted to measure the quality of immersion that 

respondents remember having from their past experiences with VR products. Both 
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groups who had engaged with VR products had enjoyed their experiences (M=6,00; 

SD=1,12 for gamers, and M=6,00; SD=0,54 for non-gamers). It is important to note 

that gamers were more critical in all statements pertaining to the hardware of VR 

products. None of these statements are statistically significant, but this is to be 

expected with the very low amount of responses for these statements for both gamers 

and non-gamers (N=9, and N=8, respectively). Gamers had lower means on the 

statements of ease of use and user interface, and a higher mean on the statement of 

the medium inhibiting their enjoyment of the game. This may be due to gamers having 

more reference points to controls and interfaces in other games, which they are more 

familiar with – and which have had a longer time to develop into something that feels 

almost natural – than non-gamers do. It may also be that they are more capable of 

criticising interfaces and controlling media because of these reference points. Non-

gamers had a higher mean on the statement of finding virtual environments feeling 

unnatural (M=4,22; SD=1,64) than gamers (M=3,5; SD=1,51), most probably due to 

gamers’ more extensive exposure to virtual environments. 
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Figure 8 - Q10 T-Test 

 

This set of questions was targeted to measure the amount of presence that 

respondents remember feeling from their past experiences with VR products. Nearly 

all statements’ means hover around the midway point of not really agreeing or 

disagreeing with the statement, independent from which side of the demographic a 

respondent was. This perhaps speaks of experiences that were not, on average, very 

memorable, as neither horrible nor outstanding. Respondents were rather neutral on 

whether the virtual environment influenced their decisions, and on whether their 

decisions influenced the virtual environment. Worthy of note in this set of statements 

is that non-gamers seemed to feel a higher sense of presence, according to the first 

and final statements. Especially in the final statement, of whether one would be likely 
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to duck under a thrown ball in a virtual environment, non-gamers (M=5,88; SD=1,64) 

were very nearly significantly more likely to duck than gamers (M=4,22; SD=1,64) 

(t(15)= -2,07; p=0,06). This may be due to the reason that to a gamer these 

experiences within virtual worlds might be more mundane than to those who do not 

play video games on the regular.  

 

 

 

Figure 9 - Q11 T-Test 

 

This set of questions was targeted to measure the amount of affect that respondents 

remember feeling from their past experiences with VR products. Both sides of the 

demographic tended to see emotions as a part of their virtual reality experiences, 

though only moderately agreeing. Both sides were also quite receptive to immersing 

themselves in fictional worlds, stating that they disagreed with having a hard time 
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immersing themselves in fiction (M=2,6 for both). Respondents who identified as non-

gamers seemed to have higher means for the amount of emotions felt within virtual 

environments (M=5,50; SD=0,54) than gamers (M=4,89; SD=0,78) (t(15)= -1,86; 

p=0,08), but it is important to note that non-gamers also considered themselves 

significantly more expressive with their emotions (M=5,6; SD=1,51 vs M=3,6; 

SD=2,40) (t(13,60)= -2,15; p=0,50). 

 

The following t-tests were done with the composite variables Immersion, Presence, 

and Affect. As these were based on the averages of statements from questions 9, 10, 

and 11, respectively, they were also influenced by the incident of lesser responses. 

As such, the following tests are not of high statistical validity (N=17). 

 

 

Figure 10 - Immersion T-Test 

 

Whether a respondent was a gamer (M=4,73; SD=0,91) or a non-gamer (M=4,90; 

SD=0,62) was not a significant predictor of the quality of immersion in general (t(15)= 

-0,44; p=0,67).  
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Figure 11 - Presence T-Test 

 

Whether a respondent was a gamer (M=4,19; SD=1,09) or a non-gamer (M=4,59; 

SD=1,08) was not a significant predictor of the amount of presence felt (t(15)= -0,76; 

p=0,46). 

 

Figure 12 - Affect T-Test 

 

Whether a respondent was a gamer (M=4,72; SD=1,00) or a non-gamer (M=5,38; 

SD=0,52) was not a significant predictor of the amount and quality of emotions felt 

(t(15)= -1,65; p=0,12). 

 

4.2.3 Regression Analysis 

 

By using a 0/1 dummy variable – a nominal variable that can either be a 0 or a 

1 – it is possible to use the nominal predictor “gamer or non-gamer” (with 
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gamer being 0, and non-gamer being 1) for regression analysis 

(stats.idre.ucla.edu). To this effect, the regression analysis for Ease of 

Purchase (from Figure 4) with “gamer or non-gamer” as a predictor looks like 

so. 

 

 

Figure 13 - Ease of Purchase Regression 
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The regression formula derived from this analysis is as follows: 

 

EaseOfPurchase = b0 + b1 * (Gamer?) 

 

In this equation, b0 is the estimated intercept, and b1 is the estimated coefficient for 

the variable ‘Gamer?’.  

 

EaseOfPurchase = 6,097 + (-2.290) * (Gamer?) 

 

If ‘Gamer?’ equals 0, meaning that the respondent identifies as a gamer, the equation 

equals to 6,097. This is the same result as gained from the earlier t-test for the mean 

value of gamer-respondents. If ‘Gamer?’ equals 1, a non-gamer, the equation equals 

6,097 – 2,290 = 3,807. This value is again identical to the one gained from the earlier 

t-test as the mean value for non-gamers. The p-value is also similar, showing 

significance at p<0,001. 

 

As such, since regression analysis with the 0/1 dummy variable predictor ‘Gamer?’ 

yields the same result as a t-test using the same variable as an independent variable, 

all earlier t-tests between Likert scale variables, and the nominal variable of gamer or 

non-gamer, can be treated as regression analysis as well (stats.idre.ucla.edu). 

 

 

5. DISCUSSION 

 

5.1 Current Attitudes 

 

To analyse current attitudes toward virtual reality products, let us return to the 

foundation for this survey’s data, the theoretical framework (figure 1), proposed at the 

end of Section 2 that aims to measure the intention to use. By analysing current 

attitudes toward each of the ‘boxes’, a more wholistic attitude can be garnered.  
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Firstly, let us analyse presence. Presence (composite) was shown to be neutrally 

visible in virtual reality product experiences (M=4,42), meaning that it has neither been 

extremely good nor extremely bad in prior experiences: forgettable is possibly an 

accurate adjective, with a slight lean toward the positive. Immersion (composite) was, 

on average, seen as being somewhat good (M=4,92). Affect (composite) was also 

seen in this category (M=5,02). Comparability to contemporary counterparts (Q7, 

Statement 4) was quite similar for gamers and non-gamers, (M=5,69, and M=5,88), 

and the general consensus rested on agreeing somewhat strongly that VR products 

have an advantage over contemporary products. The social norm today (Q6, 

Statement 3) was rather low, M=3,16 & M=3,23 for gamers and non-gamers on how 

common VR is today, respectively, but both agreed on this changing for the better 

during the next decade (Q6, Statement 4): M=5,96 & M=6,00. Perceived ease of use 

(Q7, Statement 5) was slightly above average for both groups M=4,27 & M=4,62. 

Voluntariness (Q7, Statement 1) was high for both groups as well, M=6,83 & M=6,62.  

 

From observing the means associated with each ‘box’, it is apparent that attitudes 

toward virtual reality products are somewhat positive. A certain curiousness can be 

derived from the results, as most respondents seem eager to try virtual reality 

products, and have optimistic views on them, but seem to agree that currently the 

technology is not quite yet delivering the experience they are hoping for. As such, 

current purchase intentions are not very high. VR technology still seems to be more of 

a gimmick to be experienced from time to time, but not something that is commonly 

found at someone’s home and regularly played. This can also be seen from the mean 

values gathered from the statement “I know more than one person who owns a VR 

product” (M=4,52 & M=3,50, for gamers and non-gamers respectively), as the average 

leans toward disagreeing. The social norm hasn’t yet evolved into the phase that 

owning a VR product is “in”. 

 

5.2 Key Arguments  

 

From the analysis of the data, it can be seen that there are some differences in the 

perceptions of gamers and non-gamers on virtual reality. For example, the differences 
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in emotion felt within a virtual environment, in which gamers on average responded on 

a lower scale than non-gamers, mirror those of Geslin et al. (2011). They also found 

within their experiment that gamers felt fear and surprise less acutely than their non-

gamer counterparts. As such, perhaps in the marketing of general VR products for 

more general masses, such as theme park VR experiences, focusing on eliciting 

emotions might be a beneficial path to take.  

 

Another difference came within the quality of immersion felt by gamers versus that felt 

by non-gamers. Gamers consistently agreed less with statements of good interfaces 

and controls and seemed to be more critical with the medium they had experienced. 

This may speak of their prior knowledge of how virtual environments should work, and 

their expectations of how smooth of a control one should have over the environment, 

or at least over their avatar. As such, in the realm of VR video games, focus could be 

placed heavily on the hardware side of things on making the game run and control 

smoother first, instead of on how it looks. This is in vein with earlier observations 

(Schubert et al., 2002; Baños et al. 2004). 

 

6. CONCLUSIONS 

 

6.1 Limitations 

 

This project has several limitations. Firstly, the fact that 112 respondents were 

excluded from the questions concerning immersion, presence and affect significantly 

brings down the statistical relevance of the findings stemming from these statements. 

Another possible limitation is the fact that 112 of the respondents came from a 

subreddit concerned with virtual reality; this may influence some of the answers, in 

that these are people who are already interested in virtual reality more than an average 

consumer. As such, they may give greater insight into what is going on with virtual 

reality at the moment, but at the same time, their insight may not be completely 

translatable to a less VR-savvy mass. Thirdly, there are a noticeably higher amount of 

gamer responses (N=113), than non-gamer responses (N=26). This makes it more 

difficult to deduce meaningful, statistical comparisons between the two groups. This 
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may be attributable to non-response bias, where those who are more interested in 

virtual reality products would be more willing to complete a non-profit survey about VR 

products. Perhaps the inclusion of an incentive, a raffle for a gift card, for instance, 

could have gathered a more diverse answer-base. A similar limitation has to do with 

gender diversity in the respondents: with only 13 female respondents, the research 

does have more to do with how males perceive VR products.  

 

 

6.2 Main Findings 

 

This project set out to answer three research questions. They are as follows: 

 

1) What are the key, compelling arguments for VR adoption for gamers, and non-

gamers? 

 

For gamers, the key compelling arguments seem to be the improving of the quality of 

immersion. This is to say that the interface and controllability of the virtual environment 

seems to be important for gamers to consider VR adoption. Non-gamers seem to more 

value the role of affect within the virtual environment, on the quality and quantity of 

emotional triggers. 

 

2) What are the trending attitudes toward virtual reality for gamers, and non-gamers? 

 

Both gamers and non-gamers do not see VR products as common today but agree 

that the next decade will see a rise in its popularity. Gamers seem to know more people 

who currently own VR products, and believe that VR products are easier to purchase, 

than non-gamers. 

 

3) How are these findings relevant for the further development and marketing of virtual 

reality technologies? 

 

Gamers and non-gamers have different expectations for VR products. When 

developing or marketing technologies for gamers, special care should be paid to how 
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the technology feels to use: how the controls work, and how well they mimic real-life 

movement. When developing or marketing for non-gamers, the focus should be more 

on the experience and novelty of the product: how it makes the user feel, and how well 

it triggers the wanted emotions. In either case, other areas should not be completely 

neglected though, as both groups gave credit to each area for their enjoyment of the 

product. 

 

On another note, VR products should be brought closer to the masses, as currently it 

seems that mostly gamers are aware of the commercial market’s options for VR 

products.  

 

The main findings of this project are likewise three-fold: 

  

1) While virtual reality products are not seen as common today, it seems that the 

general perception is that the next decade will bring them more into the 

spotlight. 

2) Virtual reality seems to currently be a curious technology but does not seem to 

be delivering what people would wish just yet, and/or its strengths are not being 

communicated well enough. 

3) While all three aspects of virtual reality products – presence, immersion, and 

affect – have been shown to be at least somewhat important for gamers and 

non-gamers, gamers seem to tend to focus more on immersion quality, while 

non-gamers on affect quality and quantity. 

 

6.3 Implications for International Business 

 

In the department of VR video games, developers should be focusing on enhancing 

the controls and interface instead of graphics, for instance, as that is the area gamers 

most seem to focus on. For VR products targeted at non-gamers, emotions should be 

highlighted in the experience, both in development and marketing stages.  

 

In general, a future-oriented marketing strategy might be beneficial for companies. 

Involving young adults with testing sessions and asking for feedback would be a 
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feasible marketing/R&D strategy based on this project’s data. As young adults seem 

to be open to the idea of testing new VR products, and are interested in learning more 

about them, they would make an excellent testing team. They also seem to have high 

hopes for the technology moving forward – this kind of optimism is good to channel 

into one’s products, at least with what comes to marketing them.  

 

6.4 Suggestions for Further Research 

 

Further VR market-research should be done into determining the attitudes of a wider 

demographic. A more substantial sample size for a similar attitude-probing survey as 

this project had would be beneficial to get more accurate results to support the 

conclusions brought forth here. It would also be an interesting avenue of pursuit to 

focus only on gamers, and their attitudes on virtual reality games, with nuances such 

as in-game purchases taken into account. 

 

As far as VR as a technology is concerned, future study should focus primarily on the 

role of consumers’ emotions and perceived, subjective reality in virtual environments, 

as these seem to be least explored in the field, while offering unique avenues of 

differentiation and superiority in regard to contemporary parallel media, such as 

movies and 3D-simulations. Virtual reality requires this sort of a divergent strength to 

stand out from behind its current state as little more than a gimmick. The social aspects 

of virtual reality, such as the seeing, and interacting with, of other users’ virtual bodies, 

are also an area in which further inquiry could be made. Interactions in virtual reality 

can be made to feel more authentic than in conventional media; an example of this 

can be found with the relative success of 2017-released VR Chat: a game that 

provides an interactive chatroom experience in a virtual reality environment. 
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