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Problem formulation: Despite the fact that VR is the new way of marketing, very rarely 
virtual worlds have been understood by marketers. VR marketing is a relatively unexplored 
area and the research within the area is limited. There are a lot of researches and case 
studies about VR in gaming and health-related industries, but there is a lack of research 
made about consumers attitude towards VR marketing.

Purpose: The purpose of this dissertation is to research what consumers attitudes are 
towards VR marketing in Sweden and if consumers thinks that Personalized VR marketing 
intrudes on their privacy. This dissertation will lead to the creation of a model explaining 
which factors are important for the consumers when it comes to VR marketing. 

Theoretical framework: The theoretical framework includes different theories such as  
attitude theories, integrity theories, Personalized marketing theories, the technology 
behind VR and attitudes towards new technology. This chapter reviews the previous 
studies and theories relevant to the area of research. 

Method: We have chosen to make a quantitative study and collect primary data through 
surveys conducted in Sweden. The data collection consists of 390 respondents and is 
presented in the empirical framework. Secondary data is also collected to give the primary 
data support. 

Empirical framework: This chapter consists of one survey conducted in Sweden and the 
focus of this chapter is to describe the empirical data collected. The focus of the survey is 
to test the theories and get a good understanding of consumers attitudes towards VR 
marketing in Sweden. 

Conslusion: The principal finding from this dissertation is that the majority of the 
respondents tends to have positive attitudes towards VR marketing and are more willing to 
buy a product or service if they have experience it in a Virtual Reality environment. A 
marketer needs to create Personalized marketing that is true to what the consumers are 
willing to share and not create marketing that is based on economic preferences and 
relationship status, as these factors are sensitive to the consumers.

Keywords: Virtual Reality, Attitudes, New Technology, Personalized Marketing and 
Integrity.  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1. Introduction
The introduction will describe why the specific 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, delimitations and keywords. 

1.1 Background
The world is getting smaller and faster due to the global phenomenon of digitalization. It is 
easier to connect with people all over the world and the speed of digitalization will never be 
slower than today. As a company, you need to be on top with your marketing strategies to 
reach competitive advantages. If you become a ”Digital Master” you can reach a 26% 
higher revenue. ”Digital Master," a strategy where you as a company use marketing 
technologies and new platforms to establish higher customer value (Gilan & Hammarberg, 
2016). 

In today's society, there are several ways of marketing your products or services through 
technology, which can make it hard to get the right message to the right consumer. A 
powerful tool that could be used to overcome this challenge is Virtual Reality (VR). VR is 
an emerging technology that enables interactive real-time viewing of three-dimensional 
data. Marketing through VR can make it easier for the consumer to absorb the message 
and the consumer can, with help from a virtual environment, see the product or service 
from a real life perspective (Whyte & Bouchlaghem, 2002). 

One aspect which is often forgotten is the consumer perspective on digitalization and the 
question if the marketing strategy creates value for the consumer. Companies must know 
more about their consumers than the consumers knows about themselves, to create 
recognition for the consumers in new technologies and to be able to create higher 
customer value (Gilan & Hammarberg, 2016).

Big Data is a great tool to gain a lot of information about consumers. The concept refers to 
automated collecting and analysis of large volumes of data (Fox & Do, 2013). There are 
more information available from a single individual than one can imagine. This kind of 
information can be used to personalized the marketing and focus more on communication 
towards a specific consumer (Gilan & Hammarberg, 2016). Big Data can improve 
communication towards an individual rather than only communicating towards a segment 
(Fox & Do, 2013). Personalized marketing has affect on both behaviours and attitudes  
and according to Lee and Cranage (2011), personalized marketing has a positive affect on 
the attitude if the consumer perceives the marketing as useful. If the marketing matches 
consumers preferences, the fit of the targeting will be better and create more value for the 
consumers (Lee & Cranage, 2011). 

Up to the past years, VR was limited to people who could afford different products related 
to the technology. In 2016 companies as Google brought VR experiences to anyone with a 
smartphone, by creating low-cost glasses in cardboard (Kesselman, 2016). In 2014, 1,76 
billion people owned a smartphone which showed a 25% increase from 2013. According to 
Shen (2016), there will be a total sale of two billion smartphones in 2016. Nowadays 60% 
of the world’s population owns a smartphone or other mobile device. This basically means 
that almost everyone has a phone today, which is the foundation for usage of VR. If 
everyone with a phone bought cardboard glasses, they could easily access VR campaigns 
and VR ads (Das & Khan, 2016).
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Facebook CEO Mark Zuckerberg made an appearance at 2016 Samsung Mobile World 
Congress press conference to talk about VR. He was there to promote VR as a future 
platform and referred to VR as ”the most social platform” (Baig, 2016, 22 February). M. 
Zuckerberg said this about VR:

“Pretty soon we’re going to live in a world where everyone has the power to share and 
experience whole scenes as if you’re just there, right there in person. Imagine enjoying a 
court side seat at a game, studying in a classroom of students and teachers all over the 
world or consulting with a doctor face-to-face, just by putting on goggles in your home. 
This is really a new communication platform” (Baig, 2016, 22 February).  

1.2 Problem discussion 
VR marketing has great potential as a strategy and the VR market should, according to 
Markets and Markets (2016), be worth over 33.90 Billion USD by 2022. Despite the fact 
that VR is the new way of marketing, rarely virtual worlds have been understood by 
marketers. VR marketing is a relatively unexplored area and the research within the area 
is limited. There are a lot of researches and case studies about VR in gaming and health-
related industries, often explaining the technology behind VR. But there is a lack of 
research made about consumers attitudes towards VR marketing. This could affect the fact 
that companies are not implementing the technology in their marketing, because they do 
not know how the consumers will react to it (Ramanathan & Purani, 2014).

VR has the potential to offer everything a marketer desires: the opportunity to reach 
consumers in a fun and innovative way (Peng & Ke, 2015). VR marketing creates higher 
emotional involvement among the users, rather than ”traditional” marketing. A research 
made about VR marketing showed that 52% are more likely to buy from companies who 
use VR. 71% think that companies that are using VR stand out as ”forward-thinking and 
modern” (Dagens analys, 2016). Despite this, there are many companies who are 
frightened by this technology. According to Adweek (2016), there are only larger 
companies following the trend, like Mc Donald’s, The North Face and United Airlines. One 
problem regarding VR marketing is the aspect of cost and the risk of not reaching the 
expected result in return from the investment. VR marketing does not have to be 
expensive for a company and that is a problem related to VR marketing. Many companies 
do not see the return on investment (ROI) and are therefore frighted by the technology 
(Peng & Ke, 2015).

The year of 2016, the year when the line between fiction and reality became blurred and it 
is, therefore, a great time for companies to establish marketing strategies involving VR. 
This means that the technology (VR), will have a major impact on today´s society. For 
companies, it is important to learn about VR to be able to form modern marketing 
strategies (Dagens analys, 2016). 

1.3 Research question 
RQ1: What are consumers attitudes towards VR marketing in Sweden? 
RQ2: Does consumers think that personalized VR marketing intrude on their privacy and 
what information are they willing to share? 

1.4 Purpose
The purpose of this dissertation is to research what consumers attitudes are towards VR 
marketing in Sweden and if consumers thinks that Personalized VR marketing intrudes on 
their privacy. The dissertation will give an indication to what people are willing to share 
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about themselves in order to receive Personalized VR marketing and what kind of 
information they are willing to share. The overall focus is to increase knowledge about 
consumers attitudes towards a subject, which is not very studied. This dissertation will lead 
to the creation of a model explaining which factors are important for the consumers when it 
comes to VR marketing. 

1.5 Delimitation 
Our dissertation will be limited to VR marketing and consumers attitudes towards the 
technology. We have chosen to look at consumers attitudes towards VR marketing. In this 
dissertation, all other marketing strategies except Personalized marketing are deselected. 
This dissertation is written from a consumer perspective to give knowledge about how 
companies can form VR marketing. The corporate point of view towards VR marketing and 
Personalized VR marketing is not taken into account in this dissertation. As we want 
generalizable results, we have chosen not to study specific companies or industries and 
therefore we have not asked the respondents to consider different companies or industries 
in the survey. The following sections will only take consumers attitudes in consideration 
and deselect all other states a person can have towards a marketing strategy. The focus of 
this dissertation will be on the relationship-oriented perspective and not on the product-
oriented perspective. We have also chosen not to give in-depth knowledge to the readers 
about the technology behind VR. The dissertation only gives an introduction to the 
technology, as we believe that it is not relevant regarding the purpose. Our research will be 
limited to people who live in Sweden and we have chosen not to include people who live in 
countries other than in Sweden. This dissertation is not limited to a specific segment or 
group except people over 18 years old. We have chosen not to include people under 18 
years old in this dissertation and in that way removed people who are not allowed to be 
exposed to marketing.

1.6 Dispositions 

Figure 1.0. Dispositions. 
1.7 Key Concepts 
Key terms: Virtual Reality, Attitudes, New Technology, Personalized Marketing and 
Integrity. 
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2. Frame of reference
This chapter involves theory relevant to the research, previous research within the area of 
study and data collected relevant to the study. Our key concepts are Virtual Reality, 
Attitudes, New Technology, Personalized Marketing and Integrity. 

2.1 The Technology behind Virtual Reality
Virtual Reality (VR) refers to a 360-degree technology, based on computer software that 
generates and replicates a realistic environment in both image and sound. The purpose 
with VR is to stimulate a real world lookalike in front of a person's eyes. The technology 
enables the user to explore and interact with a virtual world and allows the user to look 
around in the stimulated world and feel like they are a part of it (Milk, 2016).

According to Billinghurst, Clark and Lee (2014), VR is very similar to Augmented Reality 
(AR). AR has been used in the marketing industry for a long time, but is becoming more 
and more outpaced by VR. AR immerses the user in a reality environment and uses virtual 
objects and transfers them onto the users’ reality. While VR replaces one reality with 
another, AR enhances the reality with digital elements. In order to understand VR 
technology, Billinghurst et al. (2014), created the concept ”Mixed Reality” to place VR in 
context to other realities. VR is a mix of all of them which makes VR a ”Mixed Reality” 
according to Billinghurst et al. (2014).  

 
 

Figure 2.0. Milgrams Mixed Reality Continuum (Billinghurst, Clark & Lee, 2014, p.80). 

VR technology enables better relationships between companies and their consumers, 
which in the end will create more value for both parties (Park & Kim, 2003). According to 
Park and Kim (2003), VR can help companies overcome the inefficiency with web-based 
online services since the users can check virtual prototypes of a real-world object from the 
dynamic space. 

Online services in a computer-simulated environment makes it possible for consumers to 
see an image of a product in a virtual showroom (Park & Kim, 2003). The main advantage 
of VR is to give consumers access to something they do not have access to otherwise. It 
could be an event or a place, which they cannot attend to in person (IDG, 2016). According 
to Peng and Ke (2015), consumer value will rise, by giving consumers the chance to 
experience products and services through VR. Peng and Ke (2015), also argues that VR 
has to be used thoughtfully to have the right affect on the consumer. This means that the 
message companies send through VR has to be clear in design to be able to be clear in 
communication. The virtual environment should not be blurry, because that would make 
the consumer dizzy and leave the consumer with a negative experience (Peng & Ke, 
2015). 

VR can affect the users’ hearing, sight, and touching by a head-mounted display (HMD). 
The HMD is the basic foundation for VR and is placed on the user's head in front of his or 
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her eyes. The HMD uses head tracking to locate where the person is and how she or he 
moves. The HMD gives the user sight and is often used together with headphones to give 
the user sound, which will make the experience more immersive. By wearing the HMD 
together with headphones the user is isolated from any kind of simulations from the real 
world (Serafin, Erkut, Kojs, Nilsson & Nordahl, 2016). VR is a social experience and blocks 
the communication with the real world, making it a mostly individual activity. The person 
using VR is in a state of physical presence and can be affected by different offers and 
encouragements. Today there are many different ways a consumer can experience a 
virtual world; through a computer, a smartphone or HMD, which is higher in immersed 
experience (Schneider, Cernea & Ebert, 2016). 
 
According to the report ”The Future of Experience”, technologies such as VR contributions 
to the creation of new consumer experience. The report describes five key areas which are 
impacting the consumer experience while using VR (Adobe, 2016):  

Personalisation: VR allows a consumer to experience individual moments with a 
company or a brand. Nearly one in two respondents believes these technologies can 
contribute to their personal well-being (Adobe, 2016).

Discovery: 75% of the respondents thinks that technologies such as VR has great 
potential to discover new and unexpected things. The result of the discovery will lead to a 
more authentic experience and increase the relationship with the company performing the 
marketing (Adobe, 2016).

Empathy: 32% of the respondents expects a company to show great empathy for what 
they need and want while doing target marketing. Consumers expect VR to help ensure a 
personal experience (Adobe, 2016).

Flexibility: The new technology will help companies to provide a consistency of 
experience across all channels (Adobe, 2016).

Interaction: Customers are enthusiastic about the possibilities of computerized 
intelligence, in this case, VR. 52% percent said they would be willing to share personal 
information about themselves if VR then could deliver useful, practical, and personal 
experiences for them (Adobe, 2016).

2.2 Attitude
According to Bohner and Dickel (2011), the definition of an attitude tends to vary 
depending on who you ask. Attitude is an enduring organization of beliefs, feelings and 
behavioral tendencies towards significant objects, groups, events or symbols (Hogg & 
Vaughan, 2005). Hogg and Vaughan (2005), describes attitudes as followed: 

“Attitude is an evaluation of an object of thought. Attitude objects comprise anything a 
person may hold in mind. It is everything from the mundane to the abstract which including 
things, people, groups, and ideas”. 

According to Bonhner and Dickel (2011), an attitude has many different definitions and 
therefore Bonher and Dickel (2011), has designed a model with different definitions of what 
an attitude can be. The model describes where the attitude is stored within an individual 
(Bohner & Dickel, 2011). 
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         Stored in memory                                                           Constructed on the spot  

Figure 3.0.  What is an attitude? (Bohner & Dickel, 2011, s 393). 

Visser and Mirabile (2004), argue that an attitude is created first after a person has 
summarized all its valuations in its memory. Both Fazio (2007) and Petty, Brinol and 
DeMarree (2007), argue the same theory in their articles and according to them the 
definition of an attitude is a person that stores previously memories to be able to form an 
attitude. The difference between the two statements is according to Petty et al. (2007), 
linked to the specific situation together with associations from global valuations. Eagly and 
Chaiken (2007), developed an “umbrella definition” of the concept attitude, which means  
when a specific situation arises, a person can combine this specific situation with 
arguments for the situation. With help from values, which previously have been stored in 
the memory, a new attitude is created (Eagly & Chaiken, 2007). According to Cunningham, 
Zelazo, Packer and Van Bavel (2007), an attitude is both something that is stored in the 
memory, but also something that is created when a specific situation arises and the 
attitude occurs in a specific situation, with help from previously formed attitudes. Fazio 
(2007), Petty, Brinol, DeMarree (2007) and Eagly and Chaiken (2007), also agree with the 
theory. An attitude occurs in a specific situation with help from previously formed attitudes 
as Cunningham, Zelazo, Packer and Van Bavel (2007) mentioned. 

Schwarz (2007) says that an attitude is something constructed based on the information 
available at the time of the specific situation. In the phase of constructing an attitude, 
people can use stored values, but according to Schwarz (2007), the stored values cannot 
affect the result. Conrey and Smith (2007), indicates that an attitude can depend on the 
time the situation arises, rather than some stored values in the memory. The authors 
Gawronski and Bodenhausen (2007), explains that an attitude is created at the same time 
as a situation arises. An attitude can be created through two mental processes, either 
automatically in different situations with help from associative patterns activated when you 
encounter a particular stimulus or by using a deductive reasoning, which means taking 
general ideas and apply them in a specific situation (Gawronski & Bodenhausen, 2007).        
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2.2.1 Attitude model
In the nineties, Ducoffe (1995), developed an attitude-model which provides a framework 
for predicting how advertising can create value for consumers. The main purpose with this 
model is to see what influences consumers attitudes towards advertising. The factors 
identified in this model are: entertainment, information and irritation (Ducoffe, 1995). But 
during the last years the model has grown into a wider model with a greater explanation of 
attitudes. According to Bracket and Carr (2011), there are two complimentary factors that 
affects consumer attitudes toward advertising. The two factors are; credibility and 
demographic variables (Bracket & Carr, 2011). 

Figure 4.0. Attitude Model (Bracket & Carr, 2011, page 26). 

Entertainment: Consumers want to be entertained while receiving advertising. The 
advertising should appeal the consumers and the respond should be either aesthetic, 
humorous or emotional (Ducoffe, 1995)

Informativeness: Informativeness can be defined as “the ability of advertising to inform 
consumers of product alternatives so that purchases yielding the greatest possible 
satisfaction can be made” (Ducoffe, 1996). Disclosing information is the main reason 
consumers in general are sensitive towards advertising. It is important for companies to 
convey good and relevant information in advertising (Ducoffe, 1995).

Irritation: According to Ducoffe (1996), advertising can reduce customer percieved value 
if it is manipulative, offensive or outrageous. Irritation within advertising can be termed as 
an action that creates annoyance, unhappiness, and brief intolerance (Aaker & Bruzzone, 
1985). Irritation comprises the only negative dimension of consumer attitudes (Bracket & 
Carr, 2011). 

Credibility: Credibility is the consumers perception of the truthfulness and believability of 
advertising in general. “The believability of consumers attitude about the advertisement 
that offerings of a company satisfy their needs and wants and also direct positive affects 
the respondent’s attitude towards any ad or brand” (Bracket & Carr, 2001). It is important 
that the advertising is credible, otherwise consumers could feel that they are being 
deceived and this results in reduced value for the consumers (Ducoffe, 1995). 

Demographic variables: Demographic variables such as age, gender, education and 
ethnicity only affects consumer attitudes direct towards the advertising (Brackett & Carr, 
2001).
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2.2.3 Attitudes against new technology
According to Hakola (2013), it is important for companies to use technologies that their 
consumers can use. As the society develops it emerge differences in the purpose of 
technology-use and the attitude among the users (Hakola, 2013). Individuals have different 
knowledge about technology, depending on cultural contexts of living. Almost everyone 
has a smartphone today with mobile applications, online services and social media is the 
ground of interface contact for daily use. This means that all citizens must have a minimum 
ability to use technical units. Users must keep up to date and continuously learn to 
maintain this ability, which has become necessary for survival in the modern world 
(Hakola, 2013). 

According to Hansson (2011), older people who have not grown up in the digital world may 
use the internet in a basic way for communication with family and friends or perform 
routine tasks such as banking and shopping. Aging users may experience reduced abilities 
to use and accept today’s technology due to experimental, habitual, functional and 
cognitive hurdle in older age (Hansson, 2011). According to Vroman, Arthanat and Lysack 
(2015), we can make technology useful and accessible to every generation. Research and 
design communities must “get to know the user” by seeking to understand the needs, 
preferences and abilities of people. According to Sun and Jeyaraj (2013), it is important to 
explore how trait-like attitudes towards new technology changes in populations over time 
(Sun & Jeyaraj, 2013).  

2.2.3.1 Technology Acceptance Model
Technology Acceptance Model (TAM), is a model which aims to explain consumers 
reaction to technology. It is a theoretical model that explains consumers adoption process 
to new technology, in this case VR (Kleijnen, Ko & Wetze sls, 2007). This model is an 
adaptation of Azjen and Fishbein´s (1980), theory of reasoned action (TRA), which has 
been successful in predicting and explaining behaviour in general (Malhotra & Galletta, 
1999; Yi & Hwang, 2003).

Figure 5.0. Technology Acceptance Model (Kleijnen, Ko & Wetzels, 2007). 
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The model consists of the trade-off between costs and benefits. The benefits are Time 
Convenience, User Control and Service Compatibility. The costs are Risk and Cognitive 
Effort. Value M-Channel is describing the value that the consumer receives from using new 
technology. When it comes to risk, there are four main factors: cost, effort, time and 
personal disclosure. Benefit is defined as service quality attributes (Kleijnen et al., 2007).

Time Convenience: The digital society makes it easy for consumers to access information 
at any place and time. Consumers tend to be more impatient when it comes to searching 
of information. Consumers do not want to spend hours and hours on searching for 
products and services. Consumers want to feel as they are saving time rather than 
wasting. It is based on the fact that time is our most valuable asset (Kleijnen et al., 2007). 

User Control: It is of great importance that the consumers are able to be in control over 
the situation. User control is defined as the extent to which the consumers have control. 
They want to be in control over the content, such as information. The consumer will 
maintain a positive attitude towards the company and believe that they can influence the 
outcome. If this is achieved, the customer experience and loyalty will increase (Kleijnen et 
al., 2007).

Service Compatibility: The primary reason for consumers to use new technology is the 
chance to fulfil certain needs. The factor describes how consumers perceive new 
technology in terms of their values, needs and previously experience with the technology. 
New technology enables consumers to receive information or do tasks in a different or 
improved way. For example, in the past individuals had to check Facebook on their 
computers. Now it is possible to look what your friends are doing at their job or in a public 
park. Before, people were limited to their home computers (Kleijnen et al., 2007).

Risk: With new technology involving data or information flow, there is always the risk of 
information disclosure. Companies are responsible for the protection of personal data. 
Consumers are sensitive about their personal data, which can reduce the trust for new 
technology. Therefore, risk has a negative effect on the consumers attitudes towards new 
technology (Kleijnen et al., 2007).

Cognitive Effort: Is defined as the amount of effort required for a consumer to 
comprehend new technology and understand how it works. The attitude will become better 
towards the new technology if the consumer has to put in less effort in figuring out how it 
works. The easier the technology is to understand the more they will use it (Kleijnen et al., 
2007).

Time Consciousness: The time aspect is vital in TAM as consumers values their time 
high. If the time that they spent in relation to the outcome does not reflect each other the 
consumer is more likely to be dissatisfied. Consumers do not tend to waste time and they 
value their time spent in relation to the benefits they expect to receive. Time 
Consciousness and Service Compatibility are the two major factors in TAM. Together they 
can reduce the time spent on new technology. Service Compatibility will increase the 
productivity if the consumer can accomplish a task on the go. Time Convenience let the 
consumers be more effective in their use of new technology and this will reduce the time 
spent on new technology (Kleijnen et al., 2007).
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Value M-Channel: The value the consumer receive from using the technology based on 
the benefit factors. The consumer will receive value by using the technology if the 
consumer perceive the technology as an asset. If the costs are higher than the benefits, 
the value will decrease (Kleijnen et al., 2007).

Intention to use: The final goal in the marketing process is to get the consumer to actually 
buy. When the consumer feel like the benefits overcome the risks, they will buy the product 
or service. When the consumer acknowledge the new technology and accepts it, the 
implementation is succeeded. As long as the benefits overcome the risks (Kleijnen et al., 
2007).

2.2.3.2 Technology Readiness Index
According to Parasuraman (2000), technology readiness (TR) refers to “people’s 
propensity to embrace and use new technologies to accomplish goals in home life and at 
work”. This model is a combination of positive and negative technology-related beliefs and 
tends to vary depending on the individual. Together, these coexisting beliefs determine a 
person’s preference to interact with new technology (Parasurman & Colby, 2001). The 
findings show that these different beliefs can be divided into four dimensions: Optimism, 
innovativeness, discomfort and insecurity (Parasuraman, 2000).
 
Optimism: Captures positive feelings about technology and is defined as “a positive view 
on technology and beliefs that offers people increased control, flexibility and efficiency in 
their lives” (Parasuraman & Colby, 2001). 
 
Innovativeness: The extent individuals perceive themselves as being capable to adopt  to 
new technology (Parasuraman & Coldby, 2001). Parasuraman and Coldby (2001), defines 
this dimension as “A tendency to be a technology pioneer and thought leader”.
 
Discomfort: Measures the fear and concerns that people experience when they are being 
confronted with new technology. Defined as “A perceived lack of control over technology 
and feeling of being overwhelmed by it” (Parasuraman & Colby, 2001). 
 
Insecurity: Focuses on people concerns regarding the technology which Parasuraman 
and Colby (2001), defines as “a distrust of technology and scepticism about its ability to 
work properly”.

2.3 Personalized Marketing
Personalized marketing is the process in which a consumer is identified, based on the 
consumers purchase history and past preferences. Personalized marketing is a strategy 
with the goal of tailoring the marketing to the individual and in the longterm create higher 
customer value (Shuk Ying & Bodoff 2014). According to Miller and Washington (2009), 
there are proof that this sort of marketing reinforces customer value and strengthen the 
relationship between the company and the consumer. Personalized marketing can be used 
to create websites, newsletters, emails and advertising on social media to match the 
consumers unique needs and interests (Pitta, Franzak & Laric, 2003). According to Dantes 
and Carrillat (2013), this type of marketing is the ultimate form of targeted marketing. The 
process of Personalized marketing is often an automated process, this means that the 
time spend is less than on traditional marketing strategies. To create personalized 
marketing and create major impact on the consumer, companies must evaluate the 
consumers’ information, including terms of age, interests and past purchase history. 
Traditional marketing does not provide the same intimacy with the consumer as 
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Personalized marketing (Dantas & Carrillat 2013). The focus is to create more satisfied 
consumers and the technology plays a major role in the transformation towards more 
individual marketing (Pitta, Franzak & Laric, 2003).  

A topic that is well debated is how much a company can work with Personalized marketing 
without compromising on the customers’ personal identity. The better the relationship is 
between the consumer and the company, the more positive the consumer will be to the 
Personalized marketing. In the mean time, there is a risk that the marketing that fits 
perfectly with the consumers’ preferences can be perceived as scary as the customer feels 
that the sender knows them better than they should (Fill, 2009).

2.3.1 Attitudes towards Personalized Marketing
The attitude towards personalized marketing has changed in the past years and according 
to the research ”the state of the connected consumer”, consumers are now willing to trade 
more data for personalized marketing. More consumers are willing to give their data to 
trusted companies in exchange for personalized experiences (Salesforce, 2016). Paine, 
Reips, Stieger, Joinson and Buchanan (2007), argue the opposites and say that the 
acceptance of adopting to Personalized marketing might lead to a negative affect if the 
consumer feel like their personal space and integrity is intruded. 

The research on Personalized marketing can be divided into two different groups, doubtful 
or supportive (Arora, Dreze, Ghose, Hess, Iyengar, Jing, Joshi, Kumar, Lurie, Neslin, 
Sajeesh, Su, Syam, Tjomas & Zhang, 2008). Vesanen (2007) argue that several 
researchers expect Personalized marketing to bring benefits and success to a company. 
Al-alak and Alnawas, (2010), Lee and Cranage (2011) and Ho and Bodolf (2014), argue 
that Personalized marketing generates positive effects on both the consumers and the 
company. Contrary to what Barnett, Zahay, Thorbjornsen and Shavitt (2008) argue, 
according to them there is no difference between Personalized marketing and traditional 
marketing in regard to both benefits for the consumer and the company. The effects can 
even cause negative responses from the consumers (Barnett White, Zahay, Thorbjornsen 
& Shavitt, 2008). Arora et al. (2008) argue that personalization is a positive sort of 
marketing and also means that the targeting needs to be accurate in order to give a 
positive affect. If the targeting fails to match the consumers’ preferences the effects may 
be even worse if there had been no personalization at all (Arora et al., 2008).

Ball, Pedro and Manuel (2006) explain the determinants for satisfaction in context to 
Personalized marketing by using and extend the European Consumer Satisfaction in the 
banking industry. In the report they state that the perception of personalization has a 
positive direct affect on both satisfaction, trust and loyalty (Ball, Pedro & Manuel, 2006). 
Postma and Brokke (2002), tested the outcome of personalization on click-through-rate 
and according to them, personalization has an affect on the consumer. Based on the 
research the consumers who were exposed to personalized marketing had a 100% higher 
click-through-rate than the customers who was exposed to editor-picked items. Ho and 
Bodolf (2014) research on website selling showed that the affect of Personalized product 
suggestions lead to increased sales revenue. 

Consumers expect personalized marketing from most companies nowadays and when 
evaluating purchases, they give almost equal weight to if a company does personalization 
as they do to reputation (Lee & Cranage, 2011). According to Lee and Cranage (2011), 
personalized marketing leads to positive affect on the attitude, if the consumer perceives 
the marketing as useful. If the marketing matches the consumers’ preferences, the fit of 
the targeting will be better and create more value for the consumer. If the consumer feel 
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unsure that the company is handling their personal information well, there will be a 
negative attitude towards the company. If a company handles the information with respect, 
the privacy concern which is a negative attribute, will be lower. If the target marketing is 
accepted by the consumer and it makes the consumer perceive it as useful, the customer 
value will rise (Ho & Bodolf, 2014). 

According to Ho and Bodolf (2014), the hardest thing with this type of marketing is knowing 
where to draw the line, how much can the company work with personalized marketing 
without entering the personal integrity. If the company have a good relationship with their 
consumer, the targeted marketing will lead to a more positive consumer. At the same time, 
there is a risk that the marketing that fits perfectly with the customers preferences may feel 
frightening. This is because the consumer understand that the sender knows more than 
they do. If this happened, it would result in a contrary effect, consumers will have a 
negative attitude toward the company (Ho & Bodolf, 2014).

2.4 Integrity
Integrity can be defined as an individuals right to control their own personal information 
and the right of sharing the information based on the persons permission (Bordie, Karat, 
Karat & Feng, 2005). It is the consumers right to be able to take part of their own 
information. Partly to protect their own privacy as well as being able to benefit from what 
the personal data gives. The return for letting a company collect personal data should be 
beneficial for the consumer (Kosciejew, 2014). With help from todays modern technology, 
companies can easily gain access to a persons’ past preferences. Personal data regarding 
who people are, where they are, where they have been, who they are connected to and 
even where they might be going. Every single individual is consequently under threat by 
those who are able to harness and exploit this information for their own benefit (Kosciejew, 
2014). According to Kosciejew (2014), the right that the consumer has to its own personal 
data is more important than ever before.

The rights regarding privacy is the fact that the consumer must be informed about the 
process of collecting their data. A consumer has the right to know that they are being 
tracked and they must also be informed what the information will be used for. Companies 
and organization must inform the consumers with the specific reason for collecting the 
data. The information must be presented to the consumer according to the privacy rights  
and should show: how the data will be used, for how long and for what purpose 
(Kosciejew, 2014). 

Fowler et al., (2013) argues, that if the consumers do not feel that their personal data is 
safe, they will lose all the trust to the company. Therefore, it is important for companies to 
read each situation to avoid intruding on the consumers’ privacy and instead focuses on 
creating a positive experience for their consumers. When a consumer has a good 
experience with a company, they will also have a positive attitude towards the company 
(Fowler et al., 2013). According to Kim and Han (2014) you can reduce consumers 
negative attitude towards personal marketing by analyzing their needs and preferences. 
Companies can tailor personalized marketing to their consumers by analyzing attitudes 
with both positive and negative effects and find a good balance between them. The result 
will reduce the level of irritation and will not intruding on the consumers privacy (Kim & Han 
2014).
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3. Method 
This chapter will describe the method and underlying structure of the dissertation. The 
scientific method is selected and presented. The chapter contains parts of criticism, 
reliability and validity within the chosen method. 

3.1 Scientific methods
In order to be able to analyse properly and contribute with interesting conclusions the data 
collection has to be relevant for the research. In order to collect data, there are two 
different methods that can be used. The two methods that can be used are the qualitative 
method and the quantitative method. The qualitative method is based upon verbal 
interviews, while the quantitative is based on a result that can be measured. Depending on 
what kind of information the research question requires, the different methods can be used 
separately or combined (Alvesson & Sköldberg, 2008).  

According to Jacobsen (2002), there are two approaches on data collection: inductive and 
deductive. The Inductive method goes from empiricism to theory. This means that the 
outcome of the research is not based on any prior knowledge of the area and therefore is 
not the affected by the authors personal preferences. The deductive method goes the 
opposite way, from theory to empiricism. In this method the researcher creates 
expectations of how the reality is and then examines whether the expectations matches 
the reality. The risk with this method is that the authors personal preferences creates a 
research with a result that is aimed to support the preferences (Jacobsen, 2002). 

We have chosen to use a deductive approach since we want examine if the theory 
matches the reality. We are not going to observe the respondents. With other words we will 
test our research questions and theories and compare them with the outcome of the 
primary data collection (Jacobsen, 2002). There were not a lot to access about the chosen 
research topic focusing on consumers attitudes towards VR marketing. Therefore, we 
selected different theories that can be seen as substitute and can be introduced into VR 
marketing. According to us these theories are a sufficient basis to the forming and 
implementation of our research. There are researches about the users, in this case the 
marketers, usage of VR marketing and studies about consumer attitudes towards 
marketing in new technologies, but not so much on customers attitudes towards VR 
marketing, as the subject is relatively new. As Jacobsen (2002) explains, the risk with the 
deductive approach are personal preferences affecting the result. We have done our best 
to minimise the distortions of the result by having this in mind during the whole research. If 
the inductive method had been chosen the result could have been lower in quality. As we 
do not have enough previous knowledge about the research topic and this could give an 
incorrect interpretation of the reality. Therefore the deductive method is chosen (Jacobsen, 
2002). 

3.1.1 Quantitative method 
The goal in conducting quantitative research is to determine the relationship between an 
independent variable and a dependent variable or outcome variable within a population 
(Jacobsen, 2002). According to Jacobsen (2002) there are two types of methods: 
descriptive, which measures subjects once and experimental, which measures subjects 
before and after treatment. The method focus on gathering data using structured research 
and then putting it into categories, which makes it easier to analyze and compare the 
numbers from the data. This method is ideal for questioning large numbers of respondents 
and creates a sample which is representative of the population. The method helps the 
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research to find correlations within the data and data which are testable to the hypothesis 
or research questions (Alvesson & Sköldberg, 2008).

3.1.2 Qualitative method
The qualitative method is used to gain understanding of underlying opinions, motivations 
and reasons. The method provides detailed insight of problem and is often used to help 
form ideas or hypotheses for potential quantitative research. The overall focus with the 
method is to give a deeper understanding of a problem. Within this method both 
unstructured or semi-structured techniques can be used. Focus groups, individual 
interviews or observations are common methods and the sample size is often small 
(Jacobsen, 2002). The detailed information you can receive from qualitative research is 
often more than from a quantitative research. It takes more time to conduct a qualitative 
method, but the detailed data you gains from a qualitative method could give a deeper 
understanding for the research (Alvesson & Sköldberg, 2008).

3.2 Choice of method 
The quantitative method is used in this research and the decision is based upon what we 
want the gain from it. We do not want to know what a small group of individuals attitudes 
are towards VR-marketing, we want to know what the masses attitudes are. A qualitative 
method would go deeper into individuals attitudes, but this research aims for knowledge 
about what the masses attitudes are. The method should meet the purpose of the 
research (Jacobsen, 2002). Therefore, we have chosen to make a quantitative research. 

3.3 Data collection 
Which method the researcher will use is based on the purpose and the problem discussion 
combined. In this dissertation we will use both primary- and secondary data to get all the 
data necessary for the examination of our purpose. The primary data will be collected 
through an online survey conducted in Sweden and the secondary data will be collected 
from literature, scientific articles and trustworthy digital sources (Jacobson, 2002). 

3.3.1 Secondary data
According to Jacobsen (2002), secondary data is data collected by another researcher. 
The data is often collected to answer a question and a purpose that differ from the 
question intended to answer when the secondary data is collected. Therefore, it is out of 
great importance to analyzed the data and check the reliability of the data sources. The 
data should also be at issue in present situation. Another aspect we were constantly aware 
of is that the secondary data can be manipulated and angled to the researcher's purposes. 
According to Jacobsen (2002), reviewing secondary data is necessary before referring it in 
a research, which we have been doing very cautiously. 

3.3.1.1 Selection of theory 
The secondary data in this dissertation are from scientific articles, journals, scientific 
literature, relevant articles online, web pages and other dissertations. The scientific articles 
and journals are collected from Summon, the database of Halmstad University. Summon is 
a platform with underlying databases and the underlying databases used in this research 
are: DiVA, Emerald, Web of Science and Scopus. These sources will provide qualitative 
secondary data. The data will be presented in the empire and analyzed and compared with 
the primary data. The secondary data will provide a ground and an overall understanding 
for the area of research. The scientific literature is collected from Halmstad University’s 
Library and Halmstad City Library. As we lacked a greater knowledge on the subject, we 
used secondary data that gave us an overview on the subject that we did not have before 
the research. 
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As the secondary data has been both in English and Swedish the keywords that we used 
in our search has been out of wide variation. The focus has been on English literature and 
that is to get the right signification of different marketing terms, as terms can be difficult to 
translate without losing the right signification. The keywords that have been used in the 
search for literature are; Virtual Reality, Attitudes, New Technology, Personalized 
Marketing and Integrity.

Several different sources were used to gather theory for this dissertation. As VR marketing 
is a relatively new and rapidly changing subject, we have combined both scientific sources 
and digital sources such as websites. Thereby some websites have inevitably been used 
for our framework of theory in this dissertation. We have evaluated and analyzed the 
website's credibility and analyzed in great detail if the site and author is reliable. Even 
though some websites has been used, the most relevant sources for this dissertation were 
scientific articles and literature. The theories that were picked from the articles are 
discussed topics relevant to our research. The collection of theories has been a process of 
rejecting or confirming theories, were the confirmed theories has been used. The theories 
will be compared with our empirical data and lead to a conclusion. 

3.3.2 Primary data 
According to Jacobsen (2002) primary data is the sort of data that has been collected for 
the first time. No other primary data collection should have been done on the specific 
subject. Primary data is gathered by observations of something that has not been 
observed before. By doing this, it is possible to tailor the data collection in a way that suits 
the study and the specific research question. The primary data consists of information that 
contributes with a rich and vivid purpose to the dissertation. The collection of primary data 
can be different from one study to another. There are several methods for collection the 
primary data. The different methods are observations, interviews and surveys. The 
researcher is in control over the collection of data as he or she knows how the data 
collection has been done. Therefore, the researcher is able to reflect on how the reliability 
could affect the outcome. It is common that the secondary data, which is already existing 
data, is collected before the primary. That is to make the collection of data relevant to our 
subject (Jacobsen, 2002). 

3.3.2.1 Survey
To collect primary data to our dissertation we have used surveys. The benefits of using 
surveys is that you are able to collect huge amounts of data that you then can categories 
and generalise. Since we are interested in what the masses in Sweden think and not what 
individuals think, we chose surveys instead of interviews, by being categorized. The 
primary data collected by the surveys will be compared with the secondary data (Ruane, 
2006). When conducing our survey we have been very accurate in making it detailed and 
focus on a lot of different aspects. When collecting data we did a cross-sectional study as 
we wanted to document the data at a specific moment. This is because we do not want the 
result to be affected by changes in the attitude towards VR, as it is a very changing 
industry (Ruane, 2006). 

The purpose of the survey was to find out consumers attitudes towards VR marketing in 
Sweden and if the consumers thinks that Personalized VR marketing intrudes on their 
privacy and what kind of information they are willing to share to companies. The result will 
show consumers attitudes towards the chosen subjects and give indicating regarding how 
ready consumers are for VR marketing. We used Google Forms to create the survey and 
distributed it through the chosen digital channels as Facebook and LinkedIn. 
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Our survey contains of fifteen questions including the questions with age, gender and 
citizens. We think the questions represents the theories we would like to test and we think 
fifteen questions is enough to answer our research questions without taking to much time 
from the respondents. In this way they will not lose focus or interest, which can be a 
problem if there are to many questions. We have chosen to keep the survey short to 
minimise and reduce the loss of respondents who completes the survey. The questions 
varied between multiple-choice, one-choice questions where the respondents was asked 
to choose one alternative and then two open questions in each section. 

We wanted to make the survey as understandable as possible and therefore before each 
section we explained with examples what each section was about. The survey was divided 
into three sections, the first one included questions about gender, age and residents. The 
second section included questions about VR and the third section included questions 
about Personalized marketing and intregritet. As mentioned before, we gave examples in 
each sections, in the first section we explained that the survey was anonymous and 
thanked them for their participation. In the second section about VR we wrote an 
introduction to the technology and then gave them a link to a YouTube video if they did not 
know how VR worked. In the  third section about Personalized marketing, we explained 
how you can get a personal offer based on your past preferences. The examples and 
explanations gave the respondents fact about a reality new subject and took away the bias 
of people not understanding what they were give answers to. Before sending out the 
survey, we did a pilot testing to avoid unnecessary misstakes like typo and questions that 
was hard to understand. We also gave the pilot group the task to clock when they did the 
survey, to avoid people not finishing the survey. The survey took around three minutes for 
the pilot group to complete. In all the questions, we made assured that the sequence of the 
answer alternatives came in different orders for each respondent, as we wanted to avoid 
that a certain answer had a higher chance of being selected (Jacobsen, 2002).

The survey starts with section one including three questions regarding age and gender 
followed by a question about their residency. The respondents were asked to categorise 
themselves into one of seven different age groups. The age groups range of 10 except the 
last one who is 68 years and older. The result from categorising the ages are a result that 
are measurable and used to compare if there are any differences in the questions in the 
survey based on age. The question about gender answers if the respondent are a women, 
men or other. This question is followed by a question about their residency and will give us 
indications if they are living in Sweden or not, as we only are looking for answers from 
people living in Sweden, we wanted to have this question as an insurance that only people 
in Sweden answered. 

The second section consisted of questions about VR and new technology. We asked six 
question followed by a seventh open question. The questions in this section will give the 
result of their attitude towards VR and new technology. We had one one-choice question, 
three multiple-choice questions and two scale questions. The last question in this section 
is an open question, and the perks of having an open question is that we could get 
valuable information that we might not get out of our own question (Ruane, 2006). As the 
subject VR is relatively new, we would like to give the chance to the respondents to give 
their sight on the subject as well as if they think the questions is to hard to answer they can 
still be able to make a point. The third section consist of questions regarding Personalized 
marketing and the attitudes from receiving Personalized marketing through VR. This 
section consisted of one multiple-choice question, three scale question and one open 
question. The result of this section will provide a broader understanding of what type of 
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personal data that individuals are willing to share and if they are willing to share more 
information if they would receive Personalized marketing through VR. 

3.3.2.2 Selection method
To conduct a survey consisting of all residents of a country is difficult and requires 
amounts of money and resources (Jacobsen, 2002). According to Jacobsen (2002), it is 
better to make a selection and a sample from the total population. To send out surveys and 
research a whole population often becomes impractical to carry out in an economic and 
time perspective (Alvesson & Sköldberg, 2008).

In this dissertation we have used random section and this type of selection is based upon 
a representative cross-section of a population given a given a sufficient number of 
respondents and the respondents are randomly chosen (Jacobsen, 2002). We have 
chosen to investigate individuals from all of Sweden in this dissertation since the survey is 
only distributed online. The section is made randomly and all individuals has the same 
chance to be a part of the study, this type of selection is called probability selection. With a 
probability selection, we avoids biases and it is possible to generalize from the selection. 
The dissertation then gets as representative as possible being done by probability 
selection done randomly with the method-stratified selection. Stratified selection is when 
the population is divided into groups called strata. A strata can be, for example, men or 
women. The aim with strata is to recreate the population in miniature (Jacobsen, 2002). 
We have chosen to have strata and remove anyone with an age below 18. This is because 
in Sweden it is not legal to aim marketing to underage people, in this case under 18 years 
old. Therefore, no respondents under the age of 18 are of interest in this survey about 
personalised marketing and VR-marketing (Konsumentverket, 1973). 

3.3.2.3 Sample size
To the extent of this dissertation, there is not enough time or resources to study an entire 
population and therefore we have chosen to make a selection. In this dissertation we are 
only looking into Swedish people and therefore we have made a selection of the people in 
Sweden. According to Statistiska Centralbyrån (2017), Sweden had a population of 
10,021,378 in 2017 and 7,624,341 people are aged 18 and older (Statistic Sweden, 2017). 
According to Internetstiftelse in Sweden 93 procent of people in Sweden uses internet 
(Sveriges kommunikatörer, 2015).

This makes our population 7,090,637 and based on this number, we got the following 
sample sizes:

Figure 6.0. Determine Sample Size Sweden (Survey Monkey, 2017).
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We will need to have 385 respondents for this dissertation with a margin of error of 5 and 
with a confidence level at 95 percent (Survey Monkey, 2017). This means that we are 95% 
confident that our result are representative of the whole population that we are studying 
and we could therefore generalize correctly in 95% of the cases. This means that we can 
by 5% ensure that the probability of each answer in this dissertation is relevant to the 
produced result to 95 +/- 5 % (Jacobsen, 2002). 

3.3.2.4 Selection of respondents 
The survey was distributed through digital channels, in this case Facebook and LinkedIn. 
To make sure that we got a representative sample of respondents we were exact to share 
the survey to various age groups over 18 years old. In Sweden, we have a spread of 1670 
friends on Facebook and 350 contacts on LinkedIn. Our blog has a readership of 150 
unique visitor per day. The reach of our combined friends and contacts on social media are 
2020 people, but this number includes people under 18 years old and people who does 
not live in Sweden. Sharing the survey on the chosen digital channels, has given us a 
various age group and a representative sample and people of different age and gender. 
We are cautious about this factor and wants to have a generalizable result based on 
different age and gender. By posting the survey on the chosen social media plattforms, the 
reach of the survey goes beyond only the individual that were invited to participate.  

3.4 Analysis of data
The collected data has been analyzed separately and the results of all differences and 
similarities were then compared with existing theories in order to see if any patterns or 
indications emerged. All answers have been organized in different charts and tables from 
which we made further investigations on. This is to get a clear and overall picture of the 
result. According to Jacobsen (2002), it is easier to analys if you see the data on charts 
and in tables. Therefore, we have decided to present the numbers in that way. 

For the open questions, a slightly different analyze has been used. All answers has been 
transcribed and categorized according to certain titles- and subtitles that cover the 
theoretical framework in our research. The answers were than compared with each other 
and all unnecessary information has been deleted. The open questions will be answered in 
Swedish and therefore the text has been translated to English, so both the Swedish and 
the English answers will be presented in the emperical data. This is to give the dissertation 
credibility and show that we have not fixed the answers to fit our purpose. In the final 
analysis, all collected data, both quantitative and the open questions, has been put 
together in the context of the purpose and research question.  

3.5 Method criticism 
The survey has been conducted digitally on the online website Google Forms, as we 
wanted to reach as many people as possible in a relative short time. This because we 
want to get answer from what the overall populations attitudes are towards VR and not 
only send it out to specific people. If the survey is online, it is open for everyone to answer. 
By conducting the survey digitally the respondents will not be affected of what other think 
and will not have any influences from the researchers. Therefore, we will avioden ”The 
Hawthorne Effect”, which is what happens when a respondent unintentionally change their 
behaviour because they know they are being observed (Jacobsen, 2002). In order to avoid 
biases, we have conducted our survey in the Swedish language, as we examine the 
attitude of people who lives in Sweden. If the survey had not been translated into Swedish, 
we would expect misinterpretations and the answers had not been reliable. Major efforts 
was given into making the both the questions and the answers easy to translate without 
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making different terms relevant to the subject translated into giving them different 
meanings. We translated the answers as identical as possible to avoid biases of the result. 

A bias we think could accrue is the fact that the subject is very uncommon and therefore 
we believe that many people would not be familiar with the subject. To avoid this bias we 
have explained every part in our survey in detail, but we cannot control if they read it and 
can therefore not be sure that they answer the survey questions based on that they know 
what it is. 

If we would have more time, it could have been interesting to do deeper interviews with a 
smaller group of the population, to find out how and why people think as they do. To get a 
more personal insight of the respondent attitudes, we have two open questions in the 
survey. The open questions will give stronger response and provide a more detailed 
analysis of consumers attitudes. One biases can be that answers are hard to analys and 
they  cannot be compared to numbers (Gillham, 2008). 

The survey had 95 percent confidence level and a confidence interval of 5. If we would 
have chosen to have a 99 percent confidence level and a confidence interval of 5, we 
would have an amount of 666 respondents (Survey Monkey, 1999). This would probably 
lead to a more represented and generalizable result. 

3.6 Source criticism 
An important factor to evaluate is the quality and reliability of the secondary sources. In 
this dissertation, a lot of different sources has been used. Therefore, it is of great 
importance to critically analyze the sources. The digital sources has been examined with a 
high level of critical thinking. When examine the other secondary sources, we have seen 
them as reliable as scientific papers is data collected by others, in this case researchers. 
We have been looking at factors like where and when the research was conducted, how 
updated they are and how relative the source is to our subject. Since VR marketing is a 
relatively unexplored areas, it led to difficulties for us to find relevant information in many 
scientific articles, they were often outdated. There were more revenant articles regarding 
attitudes and Personalized marketing, as these subjects has been studied more. 

According to Thuren (2013), there are four criteria when evaluating a source. The below 
criteria have been taken in consideration when selecting the secondary sources in this 
dissertation.

1. Authenticity, is the author an expert in the area of research and are the sources he or 
she is using correct. 

2. Time connection, how long has it been since the research was written and how relevant 
are the sources in this research to the actual time of the when the research was 
written. 

3. Independence, does the research consist of both primary and secondary data, then it is 
more likely to be credible. As the author has witnessed a situation and compared it 
secondary data. 

4. Tendency of freedom, is there a hidden purposes with the text. It is of great importance 
to evaluate if there is a hidden purpose in the text.
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3.7 Credibility
Information that is collected and used for research must have high validity and reliability. 
All problems related to information should be minimized. The outcome from the information 
must be correct and able to trust, other way would the conclusion from the research be 
invalid (Alvesson & Sköldberg, 2008). To find out if the research has a good credibility 
should the dissertation have high validity and reliability. The validity of a research shows if 
the study measures the criterion it set out to measure and the reliability of the study refers 
to the consistency of the researches findings and if the same results would be obtained if 
the research were to be conducted at a different time or by a different researcher 
(Saunders, Lewis, & Thornhill, 2009).  

3.7.1 Reliability and validity in the quantitative research 
Two criteria that are used to verify the quality of the dissertation are validity and reliability. 
These two concepts are closely related to each other. If the validity is good, so is the 
reliability, but a high reliability do not guarantee a high validity (Svensson & Starrin, 1996). 
According to Bell and Bryman (2015), reliability is a term concerning the consistency of a 
measure. The measure should answer the question regarding the result of a study, 
whether the results are repeatable or not. Reliability should guarantee a high level of 
stability and give indications if the measure is stable over time. It will also tell us if the 
result would be altered if the same survey and study would be replicated in the future. As 
for this dissertation, there are no specific factors affecting the result in any certain 
directions. Therefore, there is a high likelihood for replication in the short run. However, 
since the purpose of this dissertation is to, in-depth, identify the consumers attitudes 
towards VR marketing and personalized VR marketing in Sweden. Therefore it is hard to 
tell how consistent the results will be in the long run. A very rapid development and 
technological advances, are circumstances that might be changed within a reasonably 
near future (Bell & Bryman, 2015). According to Bell and Bryman (2015), the exact same 
result could be achieved, depending on the time span between the two surveys. It is 
empirically proven that if there is a long time span between two surveys the respondents 
are very likely to be affected by changes in the economy, the technology, the society and 
their personal life (Holme and Solvang, 1997).

When conducting a quantitive survey with multiple-item measures and where the answers 
of all respondents are put together to create an overall score there is a possibility that the 
questions might be interpreted in different ways or that the same scale is perceived to be 
divergent for different questions. Hence, emphasis, was put into making the survey easy to 
understand. We have also added explanations of two keywords connected to the theory, 
VR and personalized marketing is explained. That is to make sure all questions in the 
survey are unambiguous, clear and to help the respondent fill in the survey in a correct 
way. In addition to this, several test surveys where sent out to a pilot group before the final 
survey was published. After the test survey adjustments were made if there were any 
defects or the pilot group did not understand the survey. When measuring reality, Inter-
rater reliability is also a relevant term. This term concerns the level of subjective 
judgements involved when forming the survey and translating data into categories (Bell & 
Bryman, 2015). To avoid being subjective a pilot group tested the survey before it were 
published. 

The second criterion of a research quality is validity and refers to what extent a 
measurement or an indicator manages to measure the actual concept. Validity means that 
the research actually measures what it was supposed to measure (Jacobsen, 2002). It 
must be possible to generalise the result of the research, in this case on all the Swedish 
people (Malterud, 1998). To create a survey with a high level of validity, we have 
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conducted the survey based on the theory. The questions are also designed to not be 
angled in any direction and in that way the quantitative study achieved a high result in 
validity. The pilot group testing the survey consisted of people with both experience and 
none experience within VR marketing. As both authors has little experience of VR 
marketing the questions were based on the theory considered to be appropriate for the 
concept and the test groups respons to the survey. We had a test group consisted of 15 
people different ages. We wanted to have a clear dedication of how the survey was and 
what could be changed for the mass to understand it as the subject VR marketing is a new 
way of marketing. 

3.8 Ethics 
A survey means that you are entering an individuals private sphere, which means that 
there are certain rules that has to be followed (Jacobsen, 2002). According to ”The 
Swedish Research Council”, there are four general main requirements for research within 
the humanities- and social sciences. These requirements are: the information requirement, 
the consent requirement, the confidentiality and use requirement. 

1. The information requirement
The researcher must inform the survey participants about their role in the project and 
the conditions for their participation. It is important to highlight that the participation is 
voluntary and that they have the right to withdraw their participation. The institution, 
the purpose and a description of how the survey broadly implemented needs to be 
included. 

2. The consent requirement
The survey participants who are involved in an survey shall have the right to 
independently decide on how long and under what conditions they should participate. 
They should be able to cancel their participation without any negative consequences 
for them.

3. The confidentiality 
The researcher or researchers involving the use of ethically sensitive information on 
individuals, should sign a confidentiality regarding such information.

4. Use requirement
Data on individual, collected for the research purposes, may not be used or borrowed 
for commercial or other non-scientific purposes.

In our research the survey participants are informed with the purpose and are given the 
option if they would like to participate or not. The survey is anonymous and are informed 
that the information is used only for educational purpose. The result of the research and 
the collected data is not submitted to any third party (Jacobsen, 2002). We have followed 
and fulfilled all the four requirements for our survey. 
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4. Empirical framework 
This chapter will present the collected empirical data which has been collected through 
surveys in Sweden. Each question from the survey will be presented and explained. 

4.1 Survey to research consumers attitudes towards VR Marketing
When presenting the data from the survey, we have chosen to present each question to 
make the experience of reviewing and comparing the data easier. The data is also 
complemented with charts that shows the exact percentage and outcome for each 
question. We use percentage to make it easier to compare the results and presented in 
the parentheses are the number of respondents for each answer.

4.2 Survey overview 
The survey which has been conducted in Sweden consists of 390 respondents. Below is a 
pie chart of the gender allocation and the age of our respondents (Chart 1.0 gender & 
Chart 2.0 age). The age of the respondents are 18 years up to 68 years and older. The 
respondents in the survey are divided into 7 different age groups, 10 years per age group. 
We have the age question to facilitate the understanding of the age distribution in our 
research. 

In the survey we wanted to find out the respondents' gender, so we gave the respondents 
two options to cross, either ”male or female". We also gave them the choice to not disclose 
their gender, if they would prefer not to. As our research is not only based on gender 
differences, we had that alternative, as we did not want to risk losing respondents that do 
not feel comfortable exposing their gender. Finding out the gender allocation helps us to 
investigate whether there is any difference between the different sexes and their attitudes.

Chart 1.0. Gender. 
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Chart 1.0, lets us know that 68% (123) of the respondents were women and 32% (267) of 
the respondents were men. 

Below is chart 2.0 presented and shows the age distribution in the survey. The age 
distribution was spread across the different age groups that we had selected. The age 
group 18-27 with 83% (324) was dominated in the survey. The second largest group of 
respondents were in the age group 48-57 with 7% (27). 5% (18) of the respondents were 
between 28-37. Only 2% (9) were in the age groups 58-67 and 68 years or older.

The smallest age group were the age group 38-47 with only 1%(1). There was a big leap 
between the group of respondents, if we compare the largest (83%) and the second 
largest (7%) group, the difference was as much as 197 respondents. We are more 
interested in what people in Sweden overall attitudes are against personalized VR 
marketing than the differences among the age groups. 

Chart 2.0. Age. 

Chart 2.0 is relevant to our survey as we are going to compare the different ages, which is 
interesting as the subject we are research is relatively new and depends on how up-to-
date the consumers are with the latest technology. If we only had one age span, this would 
have become a bias as we cannot state if the attitudes depends on age. We have chosen 
to use age range because it is easier to analyze the respondents answers. The age 
groups selected was "17 years and younger", "18-27",” 28-37”, 38-47, "48-57", “58-67” and 
"68 years and older”. Comparing and analyzing the different age groups makes the 
research more credible and we can present a better conclusion.

�23

2 %

2 %

7 %1 %

5 %

83 %

<17 år 18-27 28-37 38-47 48-57 58-67 68>



Chart 3.0 illustrates if the respondents live in Sweden or not, which is important to know 
because of the research question is based on what consumers in Sweden attitudes are 
towards VR marketing. As the pie chart show, 100% (390) of the respondents live in 
Sweden.

Chart 3.0. Swedish Citizens. 

4.3 Attitude towards new technology within marketing
As we wanted to see how the respondents attitudes towards companies that uses new 
technology to create their marketing were, we had one question about this. We asked the 
respondents to take a stand in a scale from 1-5, to state if they appreciate that companies 
uses new technology to create their marketing. Number 1 means that they strongly 
disagrees and number 5 means that they strongly agrees with the item. With these options 
we wanted to find out if the respondents are positive, negative or neutral towards it. We 
used the scale 1-5 to find out what most of the respondents attitudes are. The majority 
responded that they appreciate companies using new technology to create marketing. 
36% (142) choose number 4 and 43% (167) selected that they totally agree. 13% (51) 
were neutral and choose the option 3. 2% (9) respondents strongly disagrees and 5% (21) 
choose option 2. 

Chart 4.0. I would appreciate that companies used new technology in their marketing. 
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4.4 Attitude towards Virtual Reality
Chart 5.0 shows if the respondents have tried VR before or not. 38% (147) of the 
respondents have tried VR before and would like to try it again. As many as 57% (222) 
respondents have not tried it yet, but are willing to give it a try. Less than 2% (6) of the 
respondents said that they have tried it, but do not want to try it again. 4% (15) have not 
tried it and do not want to try it either. The dominated respondents have a positive attitude 
towards virtual reality. 

Chart 5.0. Have you ever tried Virtual reality?

Charts 6.0 shows what the respondents feels about companies starting to use VR 
marketing. 

Chart 6.0. How would you feel if companies started to use marketing through Virtual Reality? * Multiple 
answer options are possible.
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The majority, 65% (255) of the respondents would appreciated to experience the product 
or service in a virtual environment. 30% (117) did not know it was possible to experience 
VR marketing. 9% (33) of the respondents would not appreciated to experience a service 
or product in a virtual environment. 13% (15) of the respondents did not care about this. 
This was a multiple-choice question, which explains why the total percentage is higher 
than 100%.

Chart 7.0 shows what the respondents expects to get out of VR marketing. This was also a 
multiple-choice question, which means that the percentage is higher than 100%. The 
dominated answer, 85% (347) of the respondents expects to get an experience while using 
VR. The second largest choice the respondents expects to get out of VR was to get 
information about the product, 62% (240). About a fifth of the respondents, 23% (90) 
expected to get an offer out of VR and 22% (84) expects to get  information about the price 
of the product or service. 3% (12) expects other things than the above options. 

Chart 7.0. What do you expect to get out of Virtual Reality Marketing? * Multiple answer options are possible.

Chart 8.0 illustrates why the respondents want to experience a product or service in a VR 
environment. The chart shows that most of the respondents, 77% (300) wants to have the 
opportunity to see the product or service “live”. The second highest option was that people 
thought it would be fun (52%, 240). Almost half of the respondents choose the option that it 
would be inspiring (46%,180) and exciting (47%,183). 25% (96) thought that VR marketing 
would be an easy way to get information about a product or service. 8% (30) do not want 
to be exposed to this type of marketing.
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Chart 8.0. Why would you like to experience a product or service in a Virtual Reality environment?

Next question in the survey, chart 9.0, states if the respondents rather would buy a product 
or service if they have experience it in a VR environment. In this question we choose to 
have a scale from 1-5, where the respondents selected the option that suits them best. 
Number 1 means that they strongly disagree and number 5 mean that they strongly agree 
with the item above. The result shows that most of the respondents choose number 3 
(35%, 138) and 4 (34%, 132) which means that they are more likely to buy a product or 
service if they have experienced it in a VR environment. 21% (80) of the respondents 
choose number 1 and 2, which means that they disagree and 10% (41) strongly agrees 
and have choose number 5. 

Chart 9.0. I would rather buy a product if I experienced it in a Virtual Reality environment?
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Chart 10.0. Other views on companies using Virtual Reality. 

Chart 10.0 is a summary of the last question in this section, were we asked an open and 
voluntary question, in which the respondents have the opportunity to write their view freely. 
We did this to get an overview of what consumers attitudes are towards the topic, but also 
to be able to make a deeper analysis and draw better conclusions. Our respondents say 
that they would have a positive attitude towards VR marketing with the right kind of 
information.

New thinking company. But hard to reach the older market maybe :-) It is probably 
depending on what products the company is selling 
Nytänkande företag. Men svårt att nå den äldre marknaden kanske :-) så är nog beroende vilken produkt 
företaget säljer

Had thought it was a great way to experience a product
Hade tyckt att det var ett häftigt sätt att få uppleva en produkt

Not so much knowledge about the subject 
Inte så insatt i ämnet 

A new and interesting topic 
Ett nytt och intressant ämne

Cost-effective 
Kostnadseffektivt 

Fun
Kul 

I would like to introduce it into my business
Skulle gärna vilja införa det i mitt företagande

Cool idea!
Cool ide!

As long as it does not spoil the gaming experience or video watching,  I think it's a 
cool idea. For example, if you would like to buy shoes you can see them in 360 
degrees in front of you and maybe even match it with clothes in your home. Good 
luck with the work!
Så länge det inte förstör spelupplevelsen eller när man tittar på videos så tycker jag det är en ball idé. Tex 
om man ska köpa skor så kan du se dom i 360grader framför dig och kanske till och med matcha det med 
kläder du har i ditt hem. Lycka till med arbetet!

Can be difficult (at the moment) to make it available for the big mass
Kan vara svårt (för tillfället) att göra det tillgängligt för den stora massan
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4.5 Attitude towards Personalized Marketing
Chart 11.0 treats the question of what the respondents feel is OK that companies know 
about them, in other words what kind of information that companies have about them. In 
this question, multiple answer options are possible, which means that the percentage is 
higher than 100%. The options consisted of different forms of personal information that an 
individual might find tough to disclose. 

Almost all of the respondents thought gender and age was OK for companies to know 
about them, with 85% (324) choosing those options. Name was the third most OK thing to 
share with 59% (225), thereafter was email address with 54% (204). Close to these came 
the option interest (43%, 165) and buying history (39%, 47). The option address and 
search history were chosen by 23% (87) and 25% (96) of the respondents. The personal 
information the respondents would prefer not to share was the relationship status (11%, 
42) and information about their economic situation (7%, 27). 3% (12) of the respondents 
do not agree on the options chosen and answered the option “other”. 

Chart 11.0 . What kind of information do you think is okay that companies know about you? * Multiple 
answer options are possible.

Chart 12.0 illustrates if the respondents are more likely to share personal information in 
exchange for receiving personal offerings in a VR environment. We choose this question 
as we wanted to know if the respondents were willing to share more information to a 
company if they would get personal offers in a VR environment. In this question we choose 
to have the scale from 1-5 where the respondents should select the option that suit them 
best, number 1 means that they strongly disagree and number 5 mean that they strongly 
agree. 
 
Most of the respondents selected number 1 (28%, 111) and number 2 (21%, 81), which 
means that they disagree and do not want to give more information even if it was for 
personal offerings. 28% (108) were neutral and selected number 3. Only 19% (75) agree 
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and 4% (15) totally agree and are willing to share more information in order to receive 
personal offers in a VR environment. 

Chart 12.0. I am willing to share more information to a company in exchange for receiving personal offerings 
in a Virtual Reality environment. 

To create personal marketing, it is necessary to know the consumers previous 
preferences, therefore we had this question which answers if people appreciated to get 
offers based on previous preferences in a VR environment.

Chart 13.0. I would appreciate getting offers based on my previous preferences in a virtual reality 
environment.
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Chart 13.0 illustrates answers from a scale of 1-5 which shows if the respondents strongly 
disagrees or strongly agrees on the item above. The answers were spread across the 
different options that we selected. There is not a clear sectioning on the population 
answering. 21% (81) of the respondents disagrees and 11% (45) strongly agrees. The 
highest selected option was number 3 with 28% (108), which means that most of the 
respondents are neutral in this question. 23% (90) selected option number 4 and 17% (66) 
option number 2. 

In chart 14.0, we asked if the respondents perceive Personalized marketing as a threat to 
their integrity. We choose to have a scale of 1-5 to see if the respondents disagree or 
agree on the statement. We had this question to find out if the respondents think it is OK 
that companies use personalized marketing without intruding on their privacy. As many as 
33% (129) selected number 3, the neutral option which means that they are in between 
and do not disagree, but neither do not agree on the statement. 17% (68) answered that 
they disagree and do not feel that personalized marketing is a threat to their integrity. Only 
8% (30) thought that it was a threat to their integrity and 26% (103) choose number 2 and 
16% (60) number 4. 

Chart 14.0. I perceive personal marketing as a threat to my integrity. 

Cart 15.0 is a summary of the last question in this section, were we asked an open and 
voluntary question, in which the respondents have the opportunity to write their view freely. 
We did this to get an overview of what consumers attitudes are towards the topic, but also 
to be able to make a deeper analysis and draw better conclusions.
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Chart 15.0. Other views on companies combining Personal Marketing and Virtual Reality. 

 

The idea is a bit difficult to make into reality as it is necessary to have the 
technology personally. I would not choose to get to the supplier of the product to 
use the technology virtual reality.
Tanken är lite svår ännu eftersom det trots allt krävs att man har tekniken personligen. Jag skulle inte välja 
att ta mig till leverantören av produkten för att där använda mig av tekniken virtual reality.

If the information the company had about me would match my preferences, then I 
would appreciated it. 
Hade informationen som företaget visste om mig stämt överens med mina intressen, hade jag uppskattat 
det. 

Sounds interesting! 
Låter intressant!

Hard to understand how it works, because I have never tried VR. 
Svårt att förstå hur det fungerar, för jag inte har testa VR. 

Would be fun to try!
Skulle var kul att testa!

I’m willing to share information, if I feel safe that the company handles the 
information well. 
Jag är villig att dela med mig av information om jag känner att företaget hanterar den bra. 
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5. Analysis 
In this chapter, we will compare the theoretical framework with the empirical studies to 
outline differences and similarities with previous research. 

5.1 Attitude towards new technology  

Technology Acceptance Model (TAM)
TAM is a model which aims to explain consumers reaction to new technology. It is a 
theoretical model that explains the consumers adoption process to new technology, in this 
case VR (Kleijnen, Ko & Wetzels, 2007). The model consist of a trade-off between costs 
(risk and cognitive effort) and benefits (time convenience, user control and service 
compatibility). The model unfolds in Value M-channel that describes the value from using 
new technology (Kleijnen, Ko & Wetzels, 2007). 

When we asked our respondents if they appreciate companies using new technology to 
create marketing, the majority of the respondents said that they prefer companies that 
uses new technology to create marketing. 79% answered that they appreciate it and they 
have an intention to use new technology and they believe that the benefits will overcome 
the costs. 13% were neutral in their opinion and this may be an affect of the respondents  
not understanding the question or not having enough knowledge about the subject. Only 
7% answered that they did not appreciate new technology, this could be because of the 
cognitive effort, which means that the respondents do not know how the technology works 
and will therefore have a negative attitude towards it. Another reason could be the risk of 
information disclosure, with new technology involving data or information you can gain a 
lot of personal information and customers are in general very sensitive about their 
personal data, which can reduce the trust for new technology (Hansson, 2011). 

According to Hansson (2011), older people who has not grown up in the digital world may 
use the internet in a basic way for communication with family and friends or perform 
routine tasks such as banking and shopping. Aging users may experience reduced abilities 
to use and accept today’s technology due to experimental, habitual, functional and 
cognitive hurdlers in older age (Hansson, 2011). The chart shows that 3% do not 
appreciate companies using new technology to create marketing and those 3% are people 
older than 58 years. This is probably, as Hansson (2001) argues, because they have not 
grown up in the digital world and may have reduced abilities to use and accept today’s 
technology. Overall, our respondents have a positive attitude towards companies using 
new technology to create marketing and positively set to companies adopting new 
technology as well, and that means that they have accepted the technology as Kleijnen et 
al. (2007) theory refers to. 

Technology Readiness Index 
This model is a combination of positive and negative technology-related beliefs and 
explain how this factors tends to vary depending on the individual. Together, these 
coexisting beliefs determines a persons’ preference to interact with new technology 
(Parasurman & Colby, 2001). The model shows that different beliefs can be divided into 
four dimensions: Optimism, innovativeness, discomfort and Insecurity (Parasuraman, 
2009).  

In our survey, we had an open question to get an overview of what the respondents have 
for attitudes and beliefs towards VR. The majority of the respondents wrote comments 
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which showed that they have positive feelings about the technology and also indicates that 
it would be cost efficiently to do VR marketing and this means that they, according to 
Parasuraman and Coldby (2001), have an optimism belief to new technology. The 
respondents argue that it could be hard to reach the older market because they are not 
willing to adopt to new technology in the same way as the younger market and this refers 
to one dimensions of Parasuraman and Coldby (2001) model of beliefs and 
innovativeness. From the answers in the survey, the respondents argues that it could be 
difficult, at the moment, to make the technology available for the big mass, which the 
insecurity dimension of belief argues in Parasurman and Coldby (2001) model. 

5.3 Attitude towards Virtual Reality

The Attitude Model 
The original model of Ducoffe (1995) consist of only three factors, but according to 
Brackett and Carr (2001) there are five different factors affecting customers attitude 
towards marketing: Entertainment, information, irritation, credibility and demographic 
variables, that together form the developed version of the attitude model. 

Entertainment:
Entertainment is the factor that is about satisfying the consumer’s needs through a content 
such as: humorous, emotionally or aesthetically appealing to create a good attitude to 
advertising (Ducoffe, 1995; Bracket & Carr, 2001). Our survey gave the respondents the 
opportunity to choose different options why they would like to experience a product/service 
in a VR environment. As many as 77% selected that they want to see the product/service 
“live”. The second highest option was that 52% thought it would be fun to experience the 
product/service in a VR enviroment. 46% selected the option that it would be inspiring and 
47% that it would be exciting. These result are according to Ducoffe (1995) a part of the 
entertainment factor in his attitude model, the answer from our survey showed that people 
would most of all like to experience the product or service “live” and that it should be fun. 
This means that it is important that advertising is entertaining to create a positive attitude 
towards the subject. 

In our survey, we had also an open question to give the respondents the opportunity to 
write what they think about the subject and if they have other comments. We could see 
that the dominant answer are that people think it is a new and interesting topic, but also 
that it would be a fun/cool way to experience a new product/service. This means that 
entertaining VR marketing would allow consumers to be exposed and have a good attitude 
towards this type of marketing. 
 
Informativeness: 
According to Ducoffe (1995) expects customers to get information from marketing. It is 
therefore important to convey good and relevant information with the advertising. In our 
survey when we ask why the respondents would like to experience a product or service in 
a virtual reality environment, 25% responded that virtual reality marketing would be an 
easy way to get information about the product/service. In the other question, we asked 
what the respondents expects to get out of Virtual Reality marketing. 62% select the option 
that they expect to get information about the product and 22% expects to get information 
about the price of the product/service. 

About a fifth of the respondents, 23% expected to get an offer out of VR marketing. The 
result from the survey support what Ducoffe (1995) argues, customers expects to get 
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information from advertising and information disclosure is the reason why customers in 
general are sensitive towards advertising. 

In the open question, where the respondents could write freely what they think about VR 
marketing, they comment that they would have a positive attitude towards VR. They 
thought it would be a great way to experience and get information about a new product/
service. 
 
Irritation: 
According to Ducoffe (1995), irritation is the main reason why customers criticise 
marketing. He says that the value of the marketing decreases if it is manipulative, 
offensive or outrageous. In the open question, the respondents had the opportunity to write 
freely and spontaneously what they are thinking about VR. The respondents answer that 
they did not have so much knowledge about VR, this could describe irritation according to 
Ducoffe (1995) in his model and be a reason why the customer would criticise this type of 
marketing. 

Credibility: 
Ducoffe (1996) says that it is important that the marketing is credible, otherwise customers 
could feel that they are being deceived and this results in reduce value for the customer. In 
the survey, there were none who mention that VR would not be credible as a marketing 
tool. It was the other way around, they responded that this new way to market a product/
service would be a new and interesting. The respondents also responded that they would  
like to introduce VR into their own business and though it was a cool idea. On the other 
hand we did not focus on the credibility in the survey. We assumed that the companies 
would use the information in a good manner. 

Demographic variables: 
Demographic variables are the last factor Brackett and Carr (2011) added to the attitude 
model. They argue that variables such as age, gender, education and ethnicity only affect 
customers attitudes direct towards the marketing. In our survey, we choose to not do a 
deeper research on the differences between these variables. The only finding were that 
the most positive attitudes towards VR marketing tends to be the younger generation. 

Model: “What is an attitude”
According to the Bohner and Dickel (2011), the definition of an attitude tends to vary 
depending on who you ask. It has many different definitions and therefore has they 
designed a model with different definition of what an attitude can be. The model “what is 
an attitude?” describes where an attitude is stored within an individual. 
 
Visser and Mirabile (2004) say that an attitude is created first after a person has 
summarized all its valuation in its memory. According to both Fazio (2007) and Petty, Brinol 
and DeMarre (2007) the definition of what an attitude is that a person stores previously 
memories to be able to form an attitude. Eagly and Chaiken (2007), argue that an attitude 
is when a specific situation arises, a person can combine this specific situation with 
arguments for the situation.  With help from values, which previously have been stored in 
the memory, a new attitude is created (Eagly & Chaiken, 2007). Cunningham, Zelazo, 
Packer and Van Bavel (2007) say that an attitude is both something that is stored in the 
memory, but also something that is created when a specific situation arises and the 
attitude occurs in a specific situation, with help from previously formed attitudes.
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In our survey, we asked what the respondents feel about companies starting to use 
marketing thought VR. The majority, 65% of the respondents would appreciated to 
experience the product or service in a VR environment. 30% answered that they did not 
know it was possible to experience marketing through VR and 9% responded that they 
would not appreciated to experience a service or product in a virtual environment. 13% 
responded neutral and do not take any sides, this could according to Brinol and Demarre 
(2007) therefore be because they do not have any previously experience in VR which is 
the reason why they can not form an attitude towards it. 

We also asked the respondents if they have tried virtual reality before or not. 38% 
responded that they have tried it before and would like to try it again. Eagly and Chaiken 
(2007) argue that you can with help from values, which previously have been stored in the 
memory create an attitude towards the subject, in this case the respondents have got 
values from the previously situation when they tried VR. Which means that they have a 
positive attitude towards it and want to try VR again. As many as 60% of the respondents 
have not tried VR, but are willing to give it a try. This means that they have a positive 
attitude towards VR,  which the respondents according to Visser and Mirabile (2004) have 
create after they summarized all its valuation in their memory. 

Less than 2% of the respondents said that they have tried it, but to not want to try it again, 
which means that they have a negative attitude towards VR. According to Cunningham, 
Zelazo, Packer and Van Bavel (2007) an attitude is both something that is stored in the 
memory, but also something that is created when a specific situation arises and the 
attitude occurs in a specific situation, with help from previously formed attitudes. This 
means that those who have a negative attitude towards the subject could be because of 
they had a bad experience from the first time they tried it. The negative attitude could be 
because of the respondents tried VR in a bad environment or before it had developed as 
much as it has today. The result is that they have a negative attitude towards the subject 
and the attitude is stored in their memory and will according to Cunningham, Zelazo, 
Packer and Van Bavel (2007), affect the fact that they do not wanna try it again. 

4% of the survey who responded that they have not tried VR and do not want to try it 
either. It is hard to tell why the respondents do not want to try virtual reality even if they 
have not try it before, but as Visser and Mirabile (2004) argue, an attitude is created first 
after a person has summarized all its valuation in its memory. A reason why the 
respondents do not want to try virtual reality and have a negative attitude towards it, could 
be because of they have not summarized all its valuation in their memory. In overall, the 
dominated respondents in the survey have a positive attitude against VR.  

We also asked our respondents if they rather would buy a product or service if they have 
experienced it in a VR environment. The result from this question were that 79% had a 
positive attitude to the statement and would rather buy a product if they have experienced 
it in a virtual reality environment. This means that these respondents attitude has, 
according to Brinol and DeMarre (2007) been created from their previously experiences. It 
could be people who have tried virtual reality before and have good memories from this 
time and it could also be people who haven’t tried it but they have heard or read good 
things about VR and therefore a positive attitude has been created in their memory. In the 
open question where we give the respondents change to write freely about VR, they wrote 
that it would be a great and fun way to experience a product/service.
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When the respondents had to take a stand to the statement above, 21% answered that 
they would not rather buy a product/service if they have experienced it in a VR 
environment. According to Brackett and Carr (2011) attitude model, there are five factors 
(Entertainment, information, irritation, credibility and demographic variables) that affects 
customers attitude towards marketing. We have compared and looked deeper in why 
those people do not rather want to buy a product/service if they experienced it in a VR 
environment. 

The answer we found was that those respondents were the same respondents which 
responded that they have not tried virtual reality before and do not want to try it and also 
those who said that they have tried it but do not want to try it again. It was also the same 
people who responded that they would not appreciate that companies start use Virtual 
reality in their marketing. 

Another pattern we found was that all those respondents were older people which refers to 
one of the factor in Bracket and Carr (2011) attitude model, demographic variables. In this 
factor they argue that age affect customers attitudes direct towards the marketing. In the 
open question we also find irritation, as Ducoffe (1995) describes the reason why the 
customer would criticise this type of marketing. The respondents said that they did not 
have so much knowledge about the subject, which refers to irritation in Ducoffe (1995) 
attitude model.

5.3 Personalized Marketing and Integrity 
With help from today’s modern technology companies can easily gain access to a person’s 
past preferences, in other words, personal data regarding who people are, where they are, 
where they have been, who they are connected to and even where they might be going. 
Every single individual is consequently under threat by those who are able to harness and 
exploit this information for their own benefit (Kosciejew, 2014). According to Kosciejew 
(2014), the right of personal data is more important than ever before. According to Fill 
(2009), if and how a company can work with Personalized marketing without intruding on 
the customer's personal identity is something that is well debated. The better the 
relationship is between the customer and the company, the more positive the customer will 
be to the Personalized marketing (Fill, 2009). 

In chart 11.0, the answers had two stand-points, either the respondents had no problems 
at all sharing a certain information or they had problems with sharing information that are 
to private. The five factors that was chosen the most were name, gender, age, email 
address and interests. People was not comfortable exposing information regarding 
relationship status, economic situation and purchase history. But people were comfortable 
leaving information about their search history, address and interest to companies. 
According to Fowler et al (2013), if the customers feel safe that a specific company is 
handling their data well, they are willing to leave their data to the company. In this case a 
company is not mentioned and the respondents do not get a fictive example on who is 
getting their data, but according to our research they are willing to share personal 
information that is not involving economics (economic situation and purchase history) or 
relationship status which is very private. This data could be left to a company if the 
customer knows the company and feel safe about sharing the information. It is also 
important that the customer knows what the information is used for and according to 
Kosciejew (2014) the exchange of information between a customer and company, should 
be clear in purpose. A customer has the right to know that they are being tracked and they 
must also be informed what the information will be used for. The information must be 
presented to the customer according to the privacy rights and should show; how the data 
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will be used, for how long and for what purpose (Kosciejew, 2014). The protection of that 
data is also a factor that must be taken into consideration. If a customer give access to 
their personal information to a company, the customer takes for granted that the 
information will be used by the specific company, unless they have a mutual agreement 
that the information can be used for other purposes. According to the theory collected for 
this dissertation, a customer will share more data if the customer knows the company and 
feel safe about sharing the information. This question shows that a customer is not willing 
to share more information about themselves than name, gender, age and email address to 
a company they do not trust as mentioned in the theory by both Kosciejew (2014) and 
Fowler et al (2013) and stated by Salesforce’s research, people are willing to give their 
data to trusted companies in exchange for personalized experiences (Salesforce, 2016).

According to the research ”the state of the connected customer”, customers are willing to 
trade more data for personalized marketing now and more consumers are willing to give 
their data to trusted companies in exchange for personalized experiences (Salesforce, 
2016). Our study shows that 28% of the respondents are natural to the question and are 
neither willing to share more or less information to a company in exchange for receiving 
personal offerings in a VR environment. 49% of the respondents disagrees or strongly 
disagrees to the statement and are not willing to share more information in exchange of 
receiving personal offerings in a VR environment. 23% agrees or strongly agrees and are 
willing to share more information to companies. Out of all the alternatives, 19% agrees 
which is the second most selected alternative in the statement. 

Looking at these results, a third of the people in Sweden are not willing to share more  
information in order to receive personal offerings in a VR environment. Comparing this to 
the theories by Fowler et al (2013), this gives indications that people do not wanna share 
more information about themselves to companies that are not familiar to them. If we would 
have asked the respondents to think about a company, they might have answered different 
as they are familiar with the company and could be more willing to share personal 
information to a familiar company than to an unfamiliar company. But as we want 
generalizable results, we have chosen not to study specific companies or industries and 
therefore we have not asked the respondents to consider different companies or industries 
in the survey. Two-thirds are willing to share more information to receive Personalized 
offerings in a VR environment and according to research ”the state of the connected 
customer”, customers are becoming more and more willing to share information to receive 
Personalized offerings. 

One of the question involved checking if the customers would appreciated getting offers 
based on my previous preferences in a Virtual Reality environment. According to the report 
”The Future of Experience”, only 32% of the respondents expects a company to show 
great empathy for what they need and want while doing target marketing. Customers 
expect VR to help ensure a personal experience. Our results shows that the 52% would 
not appreciated this kind of marketing and 32% would appreciated it. According to Bracket 
and Carr, 2011, negativeness within marketing can be based on not enough knowledge 
about a specific marketing strategy and therefore are the result as above. In the mean 
time, there is a risk that the marketing that fits perfectly with the customer's preferences 
can be perceived as scary as the customer feels that the sender knows them better than 
they should (Fill 2009). 

As notice in the open question, people are not very familiar with the concept of 
Personalized marketing and it could be because of VR being so new to the marketing 
industry. Many people has not been exposed to VR marketing and could, therefore, be 
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unfamiliar with sharing personal information about themselves to something they don’t 
know anything about. In our survey we had an open question for the respondents to 
answer to get an overall view on what they think about companies using Personalized 
marketing combined with VR. This question helped us to clear out what their exact 
thoughts were about the subject. The respondents thinks VR sounds fun and interesting 
and if the information the company has about a customer matches the customers 
preferences, then they would appreciated it. According to the report ”The Future of 
Experience” (Adobe, 2016), nearly one in two respondents believes technologies as VR 
can contribute to their personal well-being and 32% of the respondents expects a 
company to show great empathy for what they need and want while doing target 
marketing. Customers expect VR to help ensure a personal experience if the marketing is 
based on the right preferences (Adobe, 2016).

5.3.1 Integrity
In terms of the discussion if consumers perceive Personalized marketing as a threat to 
their integrity, we asked if the respondents agrees to this or not. Integrity can according to 
Bordie, et al., 2005 be defined as an individual’s right to control their own personal 
information and the right of sharing the information based on the person’s permission. It is 
the customer’s right to be able to take part of their own information. Partly to protect their 
privacy as well as being able to benefit from what the personal data gives. The return for 
letting a company collect personal data should be beneficial for the customer (Kosciejew, 
20014). 

When asking if the respondents perceive Personalized marketing as a threat to their 
integrity, 39% disagree or strongly disagree with the statement, seen in chart 14.0. They 
do not feel that Personalized marketing is a threat to their integrity. As many as 33% were 
neutral on the matter and it is hard to know why they answered this option, it could be that 
they never experienced Personalized marketing or that they do not have any opinions on 
personalization. 24% agrees or strongly agrees that personalized marketing would be a 
threat to their integrity. According to Kim and Han (2014), you can reduce consumers 
negative attitude towards personalized marketing by analyzing their needs and 
preferences. Companies can tailor personalized marketing to their consumers by 
analyzing personal attitudes with both positive and negative effects and finding a good 
balance between them. If companies succeed with this, the result will reduce the level of 
irritation and will not introduce on the customer’s privacy (Kim & Han, 2014). This question 
help us find out if consumers think personalized marketing is a threat and introducing on 
the privacy. The result show that most of the respondents do not feel that personalized 
marketing is a threat to their integrity. 

�39



6. Conclusion 
In the following chapter we will conclude our dissertation and discuss our own thoughts of 
the result and further develop the answer to our research questions. The chapter will also 
involve contribution, recommendations to companies and suggestions for futher studies. 

6.1 Conclusion
The purpose of this dissertation was to research consumers attitudes towards VR 
marketing in Sweden. We have also research if people think that personalized VR 
marketing intrudes on their privacy. Our theories and empirical result from our analysis, 
has been used to reach our conclusion.  

RQ1: What are consumers attitudes towards VR marketing in Sweden? 

In our dissertation we have made a research on what consumers attitudes are towards VR 
marketing in Sweden, if they have a positive or negative attitude to companies who uses 
this technology in marketing. VR marketing is an unexplored area, according to our 
findings in our dissertation, consumers appreciate when companies use new technology to 
create their marketing. This shows that consumers are open for new ways of marketing 
with help from new technologies.
 
The findings show that consumers have a positive attitude towards companies starting to 
use VR in their marketing. The positive attitudes are both from people who have tested VR 
and also from people who have not tested VR before, but are more than happy to give it a 
try. The majority of the consumers are excited to this form of marketing and they think it 
would be an inspiring, fun and exciting way of receiving marketing on. 

Based on this study people would appreciate if companies started to use VR in their 
marketing and they would rather buy a product or service if they have experienced it in a 
VR environment. The underlying factor is that the consumers thinks it would be good to 
see the product or service “live” before purchasing. The study also states which factors are 
important for the consumers and that is information and experience, these are the 
fundamental parts that the consumers think VR marketing should consist of. The 
information they expect to get out of VR is information about the product or service, price 
and what kind of offer the company offers to them. 
 
The principal finding from this dissertation were that the younger generation tends to have 
positive attitudes towards VR marketing. They are more open to new technology and are 
willing to get marketing through VR. A small group of older people had a negative attitude 
towards new technology and therefore also VR, as they have a harder time to adopt to 
new technology. 

RQ2: Does consumers think that personalized VR marketing intrude on their privacy and 
what information are they willing to share?

According to our emperical work, the respondents do not think that VR marketing intrudes 
on their privacy and only 24% agrees or strongly agrees that personalized marketing 
would be a threat to their integrity. Our survey question regarding this showed that the vast 
majority of the respondents do not perceive Personalized marketing as a treat to their 
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integrity. But it was still one-third of the respondents who did not think they would 
appreciate Personalized offers in a VR environment. This could be an affect off that VR 
marketing is such a new and unknown phenomena that people do not know how it would 
feel or how it would be.  

Whether VR marketing is a threat to integrity, according to our study, is situational. In terms 
of what information that is collected, individuals perceive Personalized VR marketing 
differently. Two-thirds say that they would appreciate getting Personalized offers in a VR 
environment and most people are willing to share name, gender, age, email address and 
interests to companies in order to receive Personalized VR marketing. But not many 
consumer are willing to share more information than that, as they do not know which 
company they need to share it to. Based on this dissertation, consumers are only willing to 
share more information about themselves if they are familiar with the company and sure 
that they will handle it with caution. Consumers thinks that VR marketing is interesting, fun 
and have a positive mindset towards the idea with personalized VR marketing if the offers 
matches their preferences. 

The conclusion from the survey and collected theories is that a marketer needs to create 
Personalized marketing that is true to what the consumers are willing to share and not 
create marketing that is based on economic preferences and relationship status, as these 
factors are sensitive to the consumers. If your are doing marketing based on these factors, 
you need to be sure that the consumer knows you well and are comfortable with you 
knowing this things about them. Personalized VR marketing can be seen as an effective 
marketing strategy, if you create it based on the consumers preferences that they are 
willing to share and that will lead to consumers that appreciate the offers presented to 
them. 

6.2 The Virtual Reality Marketing Model - Factors important for success
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 Fun

 Offer

 Product
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Figure 7.0 Factors important for Virtual Reality Marketing success (Norgren & Lindqvist, 2017).



The model above is created based on the emperical data collected in the surveys, namely 
the consumers attitudes towards VR marketing. The meaning of the model is to give 
guidelines to companies and organisations on how they should create VR marketing 
successfully. The model is made from a consumer perspective and the factors mentioned 
in the model are the most important factors that the consumer wishes to receive from VR 
marketing. 

Virtual Reality Marketing Success: The overall focus with this model is to create VR 
marketing success based on consumers attitudes. The purpose is to give companies and 
organisations knowledge of which factors are highly valued by consumers. This part is the 
core of the model and is achieved if the factors from both experience and information is 
combined. For example: VR marketing success can be achieved by only combining fun 
and product or inspiring and offer. All the factors within experience and information can be 
combined to achieve success. The only limitation is that the factors that are combined 
needs to come from both experience and information. 

Experience: The experience is a huge part of VR and many consumers demands to be 
entertained while using VR, therefore is the experience highly valued by the consumers. 
The VR marketing has to fun, exciting or inspiring to be seen as an experience from a 
consumer perspective. 

Fun
Exciting 
Inspiring  

Information: Consumers does not only settle with an experience, they also expects to get 
information from VR marketing. The three factors below are what consumers expects to 
receive from VR marketing. 

Price 
Product 
Offer

If a company or an organisation assumes from this model and uses this as a base when 
they are formning or creating VR marketing, they will achieved a successful VR marketing. 
As the consumer will have a positive attitude towards it. 

6.3 Contribution
For the last 20-30 years the technology has developed, the global competition has 
increased and the new markets has changed the conditions for trading companies. In 
order to find new ways of developing business activities, knowledge is needed. The 
theoretical contribution of this study is an increased knowledge and understanding of 
consumers' attitudes towards VR marketing, which can be used to inform trading 
companies on both a regional level as well as a national level. VR is not fully developed 
from a marketing perspective, but this dissertation gives companies knowledge about how 
ready people in Sweden are towards the strategy. Most studies done on VR has basically 
been on the technique from a gaming perspective, instead this dissertation provides a 
theoretical contribution in the form of new knowledge from a marketing and consumer 
perspective. The dissertation also contributes with a model explaining the factors that are 
important for the customers when it comes to VR marketing. This model will help 
companies to create VR marketing that are consumer friendly. 
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This dissertation contributes to social development as it is interesting and relevant to 
several parties, including regional trading companies within the area of international 
business. Trading companies plays a major role in the economy and therefore it is 
important to give those knowledge to develop their business further to reach international 
markets. It also contributes with knowledge to marketers and the society. 

As the study is based on Swedish peoples attitudes, it is innovative for companies active 
in Sweden, but also for trading companies active in Sweden as the dissertation is in 
English. It provides knowledge to companies and a great foundation for further studies 
within the area of VR marketing. VR is becoming the number one strategy to use when 
doing marketing and therefore this dissertation can contribute to more companies wanting 
to try out the strategy and starting to implement VR in their marketing. It can contribute to 
companies wanting to try the VR out and give them new ideas and contribute to innovative 
thinking regarding VR. 

The dissertation also contributes with value creating, as it provides recommendations for 
how Swedish companies and companies active in Sweden can create an effective 
marketing strategy using VR. The result will give accurate information about VR and 
peoples attitudes toward it and give information on how companies can tackle one of the 
future marketing strategies. It is a strategy that different companies, not based on the 
industry can apply, therefore this dissertation creates value by giving knowledge to the 
mass. 

6.4 Recommendations to companies
Companies should start to see VR as a new marketing channel instead of only connecting 
it to the gaming world and should see the endless possibility with the ability to reach 
people. Facebook CEO Mark Zuckerberg said that VR is the future marketing platform and 
that companies should start to implement the strategy to be ready for when VR takes off 
(Baig, 2016). It is important for companies to take advantage of the opportunity to be able 
to spread their marketing message through a channel that is so literally. In VR, content can 
be created tailored for the specific occasion and different messages can be expressed that 
cannot be delivered through traditionell marketing channels. In order for VR marketing to 
be received as positive from the customer, the following factors has to be prioritised: 
experience (fun, inspiring and exciting) and information (offer, product and price). 

According to our study and in comparison to the theory our recommendations to 
companies are the model created above, based on which factors that are important to 
consider when doing VR marketing. The model ”Virtual Reality Marketing”, can be used as 
a measurement for companies and organisation when they are implementing a strategy for 
VR marketing. VR marketing can easily be changed if the messages is not as expected 
and does not give the wanted affect, therefore it is important to think outside the box and 
try different messages. Once recognizing which factors the customers values, the big 
challenge comes with creating strategies to get more revenue. 

If Personalized VR marketing is conducted the marketing has to be thoughtfully and the 
consumers preferences has to be taken into consideration. Personalized VR marketing 
that is based on information that the consumers feel uncomfortable sharing can trigger 
negative attitudes towards the marketing as well as the company, as the consumer 
integrity is under treat. To aviode this, it is important that the companies only create 
Personalized VR marketing based in what the consumer think is OK to share. 
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6.5 Suggestion of further studies 
VR Marketing is a relatively unexplored area and there hasn’t been a lot of research done 
on the subject from a marketing perspective. In this dissertation, we have only been 
researching peoples attitudes towards VR marketing in Sweden, therefore it could have be 
interesting to see if there are any differences in attitudes between different countries. The 
in-depth study we have done could be replicated in a cross-country study for futher 
knowledge about how ready different countries are for VR marketing. The differences that 
exist and how different cultures and demographic variables can affect the consumer's 
attitude towards VR could be involved in the study. 

A suggestion for further studies is to do a similar study as ours, but with a company angle 
on personalized VR marketing instead of a customer perspective angle, as we have done. 
It would be interesting to see if companies attitudes and customers attitudes matches and 
if they have the same view on VR marketing. It could also be interesting to research on 
how virtual reality can be used and how it could work in different branches, if there are any 
differences between branches and what the reasons behind it could be. Maybe companies 
active in the technique industry are more familiar with VR and more ready o try VR 
marketing. 

A study involving how companies can use VR to gain more sales and how it affects the 
customers could be an interesting view on the subject. The study can involve an 
investigation if it is easier to sell a product or service through VR.

As today’s technology constantly develops, there are big potential for further studies 
regarding VR marketing and the research about the subject is not limited to any certain 
industry or bransch which makes the subject very broad and interesting to study. It would 
be very interesting to do studies on VR in a couple of years, since, the VR is evolving 
rapidly. By doing a study when people are more familiar with VR, the result from the study 
could be more generalizable and more likely to be free from biases, like, people not 
understanding the technique. 
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8. Appendix 
8.1 Appendix 1 - Swedish Survey 
Den här studien undersöker hur attityden mot Virtual Reality Marknadsföring är i Sverige 
och vad du som konsument tycker är acceptabelt att företag vet om dig för att kunna 
utforma Personlig Marknadsföring genom Virtual Reality.

Alla deltagare i undersökningen är anonyma och svaren kommer endast att användas i 
vetenskapligt syfte. 

I enkäten kommer du att besvara 12 frågor och din uppgift är att ta ställning till frågorna 
och svara ärligt. 

Undersökningen tar uppskattningsvis 3 minuter. 

Klicka på länken för att se hur Lufthansa använder sig av Virtual Reality i sin 
marknadsföring: https://www.youtube.com/watch?v=OPRcbFrp9Y4

Tack för att du vill delta och bidra till framtidens forskning!
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8.2 Appendix 2 - English Survey
This study examines how the attitude towards Virtual Reality Marketing is in Sweden and 
what you as a consumer think is acceptable for companies to know about you in order to 
create Personalized Virtual Reality marketing.  

All participants in the survey are anonymous and the answers will be used for scientific 
purposes only.

In the questionnaire you will answer 12 questions and your task is to answer the questions 
honestly.

The survey takes an estimated 3 minutes.

Click on the link below to see how Lufthansa uses Virtual Reality in their marketing: https://
www.youtube.com/watch?v=OPRcbFrp9Y4

Thank you for your willingness to participate and contribute to future research!
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