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 
ABSTRACT 
 
Immersive virtual reality (IVR) has become a popular tool for 
experiential marketing to empower people experience and 
user's engagement. Many organizations have opted for virtual 
reality approach towards conveying brand experiences, 
promotional tools and consumer personalization through this 
interactive technology. IVR is known to arouse user 
emotional responses and engrave user behavior. The objective 
of this study is to conduct a preliminary study on user 
interaction with 3600 IVR and non-immersive virtual reality 
(N-IVR) for a virtual event marketing. The research is 
attempt to compare the user presence and immersion with 
different virtual reality interactivity in the context of event 
campaign and marketing. The 3600 IVR and non - IVR video 
content on real estate housing event were developed and was 
used as the promotional content for Company A, a local event 
company to market their services to potential client. A focus 
group session consists of 10 potential clients participated in 
the experimental work using 3600 IVR and non-IVR 
interaction (N-IVR). The immersive and non-immersive 
interaction were measured using Presence measurement 
questionnaire and Positive and Negative Affect (PANAS) 
questionnaire. A descriptive analysis was conducted and 
experience with 3600 immersive virtual content gives positive 
results and better experience about an event compare to the 
non-immersive virtual reality. The implication of this 
research and its future work are discussed.  
 
Key words : Experiential Marketing, Immersive Virtual 
Reality (IVR), Non-Immersive Virtual Reality, 3600 Video 
Content 
 
1. INTRODUCTION 
 
The proliferation of the Internet, social networks and mobile 
technology has long considerable impact towards the success 
of marketing [1], [2]. E-commerce for example has connected 
the users to global marketplace, enhance virtual businesses 
opportunities as well as linking marketers with consumers. 
Whereas with the mobile technology it allows the user to 
 

 

conduct their business activities at anytime and anywhere.  
However, as technology becomes more sophisticated, 
businesses and marketers have seen great potentials in virtual 
reality technology as a platform for better consumer 
experiences and engagement that resemble real physical 
stores or situations. In the literature, virtual reality has been 
successfully researched in various domain such as gaming 
[3], entertainment [4], education [5], product design [6], 
medical [7], military [8], psychology [9] and communications 
[10]. Therefore, it is not surprising that more businesses and 
marketers are leveraging into this technology as a new form of 
marketing channel particularly to today digital native 
generation. In fact, Forrester's marketing media estimates, by 
2020 the volume of VR mirrors in the market will increase to 
52 million units and be used for various needs [11]. Major 
smartphone manufacturers and social media players such as 
Google, Facebook, YouTube have already setting up VR 
platforms in their product design. At the same time, 
technological advances have made the medium available to 
consumers in the form of 360 videos watched on smartphone.  
In addition, companies like Samsung, LG, Sony and HTC 
have already launched head-mounted devices (HMDs) for VR 
content viewing.  
 
Though IVR has been explored widely especially in 
destination marketing and tourism [12], however the 
relationship between consumer experience and the usage of 
IVR as a promotional tool in the virtual event marketing is 
relatively explore. There is still less literature from the 
Malaysia case studies that address this matter. It is important 
to investigate and understand how IVR play it roles in 
providing potential consumers with the most realistic 
experience of a product, service or place yet without necessary 
physical co-location. Previous research has shown, real-estate 
agents can start promoting as of yet unbuilt developments to 
potential customers as clients can take a look the physical site 
in the digital world virtually without having to go to the real 
site [13]. Therefore, this research is attempt to investigate the 
effect of presence and immersion on potential consumers with 
3600 IVR and non-IVR interaction for virtual marketing 
purposes.  
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2. LITERATURE REVIEW 
 

2.1 Experiential marketing  
 

The definition of experiential marketing has been addressed 
in the literature from a multidimensional construct. It was 
first coined by Schmitt [14]. He defines it as a marketing tool 
that need to deliver experiential value such as emotional 
values, functional values and customer satisfaction [14]. 
Other researchers such as Lee, Hsiao and Yang [15], Same 
and Larimo [16], Muthiah [17] argued that experience 
marketing is trying to stimulate marketing experts to increase 
the total experience quality for customers using brand 
positioning, stimulus, emotional interaction including 
rational decision making and creating consumption 
experience connected to emotions.  
 
In today’s service economy, creating experience that a 
customer value has become a competitive advantage [18]. 
This is because products and services are becoming 
increasingly interchangeable. Experience itself has become a 
commodity for a business. Consumers are not just satisfied 
with highest quality of products and services but they are 
looking for new positive experiences in the market leaving 
them with memorable event associated with the products and 
services. This process may in turn affects consumer behavior 
which eventually leads to further product/service engagement 
and brand loyalty. Therefore, marketing trends started to 
evolve to a different direction, in which the previous 
marketing concepts by using ads, brochure, flyers, tv 
commercials, and the Internet became outdated.  
 
In the literature, there are studies on how VR technology is 
used in providing experiential marketing such as tourism 
[12], [19] – potential tourists can take a virtual tour prior to 
the destination; real-estate [13], architecture [20] – a potential 
clients can virtually view a property/ building without having 
to go for a real site visit; food/dining experience [21] – a 
customer can have an overview of the restaurant and food 
options prior for booking.  
 
2.2 Virtual reality (VR) – Definition and Concept 
 
VR is a communication medium that provide users with 
3-dimentional (3D) or 360-degree computer-generated 
virtual environment. 3D video technologies are known to 
provide more immersive content compared to the 
conventional 2-dimensional (2D) video content [22]. Virtual 
Reality (VR) is a mediated environment which creates the 
sensation in a user of being present in a (physical) 
surrounding. In other words, transferring reality into the 
virtual world. It enables user to interact with the virtual world 
to feel the closets feel and experience in real world.   
 

There are three types of VR (a) non-immersive –it involves 
implementing VR on a desktop computer. User view the 
virtual environment through a portal or window and interact 
by conventional means such as keyboard, mouse or trackball. 
This is the least technique opted by users. (b) semi-immersive 
– comprise relatively high-performance computing graphic 
systems that provide greater sense of presence compare to 
non-immersive approach. (c) immersive (fully immersive) – 
the most direct experience of virtual environment where the 
users wear Head Mounted Display (HMD) or any head 
coupled display [23].  These different types of VR are 
categorized by the level of immersion as tabulated by 
Kalawsky [24] (Table 1).  
 
Table 1: Qualitative performance of different VR systems  
                            (adapted from Kalawsky [24]) 
 

 
 
In addition, VR content is often described based on these three 
principles [25], [26], [27]: (a) presence – is describes as the 
subjective experience of being in one place or environment, 
even when one is physically situated in another [25], (b) 
immersive - subjective psychological experience for example, 
the user feels just as immersed as in real life with the use of 
VR devices [27], (c) interactivity – interactive experience of 
the users while navigating the virtual world [25], [26]. It is 
also said that presence and immersion may potentially reach 
the highest level of reality experiences [27].  

3. RESEARCH METHODOLOGY 
 

3.1 Virtual reality content development  

The 3600 videos for immersive and non-immersive VR 
content showcase a real-estate event as part of promotional 
tools for Company A, a local event company that provide 
services in managing and coordinating corporate events 
(refer to Figure 1, Figure 2 and Figure 3). The video is 
developed for 3 minutes in duration. This content is 
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developed to give an overview for potential clients to 
understand Company A services also act as the company 
business portfolio. For the development, the content was 
developed using Samsung Gear 360° camera, Samsung S7 
Edge smartphone, MSi Laptop and Camera tripod 
(hardware)-Samsung Gear 360° Action Director, Adobe 
Premiere cc, Unity 3D, Microsoft Visual Studio, VLC Media 
Player and Android Studio (software).  

Immersive Virtual 
Reality (IVR) 

Non-Immersive Virtual 
Reality (N-IVR) 

Figure 1: Images of Immersive Virtual Reality vs Non 
Immersive Virtual Reality 

 

 

Figure 2: Images of 3600 video content  

 

Figure 3: Images of 3600 video content 

3.2 Focus group  

A total of 10 prospective clients on voluntary basis 
participated in this study. The study was conducted at the 
Company A’s discussion room with proper setup on the 3600 
IVR and non-IVR with desktop devices. The participants are 
divided into two groups, 5 of them performed the 3600 IVR 
and another 5 participants participated in the non-IVR 
session. The sessions were scheduled on separate days for 
each of them allowing approximately one hour for each 
participant in each session (refer to Figure 4). At the end of 
the session, a token of appreciation was given to all 
participants.  

   

Figure 4: A participant is experiencing the 3600 IVR using 
head mounted device. 

3.3 Presence and immersive questionnaires  

For this study, the Presence Measurement Questionnaire is 
adopted from Tcha-tokey, Christmann, Loup-escande, and 
Richir [28] while the Positive and Negative Affect Schedule 
(PANAS) is adopted from Watson, Clark and Tellegan [29]. 
PANAS is a self-report questionnaire that consists of  
20-item scales to measure both positive and negative affect 
whereas Presence that consists of 10-items scales to measure 
the participant’s “sense of being there” referring to the 
virtual scenario. Then, a descriptive analysis is performed 
and tabulated for the results.  

4. ANALYSIS AND RESULTS   
 
The comparative results between the immersive virtual reality 
(IVR) and non-immersive virtual reality (N-IVR) 360° video 
content is analyzed in order to identify which platforms is 
better in enhancing the experience of the user.  
 
For the study on Presence (refer to Table 2) it shows 
comparative results among the participants when using the 
3600 immersive virtual reality (IVR) and non-immersive 
virtual reality (N-IVR) based on the mean calculated. The 
mean represents average rating that is given by the 
participants. The higher the mean it shows the rating or 
feelings on the experience. Based on Table 2, almost all 
questions return positive outcome based on the mean in 
column 3600 IVR except for element of “negative experience 
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of feeling fatigue in interaction” which indicate a lower mean 
of 2.1. However, this do not indicate as a negative outcome 
but it shows that the participants do not feel fatigue when 
interacting with 3600  IVR.  
 

Table 2: Summary of mean for Presence 
Measurement Questionnaire 

 
Presence 
Measurement 

Immersive Virtual 
Reality (IVR) 

non-Immersive 
Virtual Reality 
(NIVR) 

Responsive to 
action 

4.2 3.5 

Sense of Moving 
around 

4.6 2.7 

Felt stimulated 
by the Virtual 

4.4 2.8 

Felt could 
perfectly control 
action 

4.3 2.8 

Interaction 
devices 

4.2 2.6 

Enjoyed being in 
Virtual 
Environment 

4.8 3.3 

Virtual 
environment is 
practical 

4.5 3.4 

Fatigue during 
interaction with 
the virtual 
environment 

2.1 2.6 

Use the same 
virtual, 
interaction  with 
environment 
would be clear 

4.4 3.6 

Virtual aspects of 
the environment 

41 3.0 

The auditory 
aspects of the 
environment 

4.5 3.0 

Experiences in 
virtual 
environment 

3.4 2.8 

 
For the study on Positive and Negative Affect Schedule 
(PANAS) questionnaire, the results show higher mean in all 
elements except for “upset”, “guilty”, “hostile”, irritable” 
“jittery”, “afraid” and “ashamed” (refer to Table 3). This 
indicate that none of these elements appear to be significant to 
the participants based on the content of the video.  

 
Table 3: Summary of mean for PANAS Questionnaire 
 

PANAS 
Questionnaire 

immersive 
Virtual Reality 
(IVR) 

non-immersive 
Virtual Reality 
(NIVR) 

Interested 4.5 4.0 
Distressed 1.9 2.0 
Excited 4.5 3.5 
Upset 1.2 1.8 
Strong 2.9 3.0 
Guilty 1.1 1.2 
Scared 1.8 1.2 
Hostile 1.1 1.4 
Enthusiastic 4.4 3.3 
Proud 4.3 3.5 
Irritable 1.4 1.5 
Alert 3.3 2.9 
Ashamed 1.3 1.1 
Inspired 4.5 4 
Nervous 2.4 1.3 
Determined 3.7 2.9 
Attentive 4.3 3.6 
Jittery 1.7 2.7 
Active 3.9 2.9 
Afraid 1.7 1.0 

5. CONCLUSION AND FUTURE DIRECTION 
In summary, the objective of this study is to investigate the 
effect of 360° IVR and non – IVR to potential clients for an 
event management company. The overall results for PANAS 
and Presence shows that by using 360° IVR application the 
participant’s experience are heighted. However, there are 
limitations in this study. First, there is no correlation analysis 
being done between those items in the measurement 
instruments. At this stage the research is attempt to explore 
the feasibility of the 360° IVR usage in the context of 
experiential marketing among real estate companies. In 
addition, the respondents are limited to 10 participants which 
can only give us partial knowledge on the user experience 
with 360° IVR. For future work, we will expand the numbers 
of participants to gauge a thorough understanding on VR and 
its association with experiential marketing. A detail 
quantitative analysis will be done to examine the associated 
variables which then contribute to our future conceptual 
model for virtual experiential marketing from a local cultural 
perspective.  
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