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Abstract 

As technology continues to rapidly develop, the realization of Virtual Reality (VR) stores is 

coming into view for various businesses and industries. As customers today are becoming more 

aware of their purchasing behaviour and the impact their products have on the environment, it 

puts pressure on the fashion industry to meet these requirements and needs by developing or 

adopting new technologies to their practices. In order to try to reduce the sustainability impact of 

the fashion industry the creation of VR fashion stores may play a role in reducing the need for 

physical stores, pre-production of clothes, and reducing transportation to reduce the 

environmental impact. The purpose of this study is to fill the knowledge gap regarding 

consumers' perceptions of using VR for personal fashion shopping, as well as to explore how 

consumers perceive the sustainability aspect of VR when considering it as a means to shop for 

fashion. A theoretical framework regarding this was developed based primarily on the Unified 

Theory of Acceptance and Use of Technology (UTAUT) model and the Theory of Planned 

Behavior (TPB). Twelve semi-structured interviews were conducted and then thematically 

analysed to develop codes and themes related to the research questions. The findings suggest that 

there is great acceptance of and interest in VR fashion shopping among participants. Participants 

expected it to become a reality in the future and to become an alternative way of shopping in 

society. Regarding the perception of the sustainability aspect that VR fashion shopping brings, 

the study participants noted that they embrace and approve it. However, cost and technological 

advancements and experiences are of primary importance to them. Future research should focus 

on conducting wider research regarding VR fashion shopping, as there was an apparent 

indication that it was accepted by all and something people would choose to use if the 

technology and opportunity were available. 

 

 

 

Keywords: 
Virtual Reality (VR) 

Sustainability 

Consumer Perceptions 

Buying Process 

UTAUT (Unified Theory of Acceptance and Use of Technology)



 

 

Sammanfattning 

Eftersom tekniken fortsätter att utvecklas snabbt, kommer realiseringen av Virtual Reality 

butiker (VR) att dyka upp för olika företag och branscher. Eftersom kunder idag blir mer 

medvetna om sitt köpbeteende och den påverkan deras produkter har på miljön, sätter det press 

på modeindustrin att möta dessa krav och behov genom att utveckla och anpassa ny teknik till 

deras praxis. För att försöka minska modebranschens hållbarhetspåverkan kan skapandet av VR-

modebutiker spela en roll för att minska behovet av fysiska butiker, förproduktion av kläder och 

minska transporterna för att minska miljöpåverkan. Syftet med denna studie är att fylla 

kunskapsluckan om konsumenters uppfattning om att använda VR för personlig modeshopping, 

samt att utforska hur konsumenter uppfattar hållbarhetsaspekten av VR när de betraktar det som 

ett sätt att shoppa mode. Ett teoretiskt ramverk för detta utvecklades främst baserat på modellen 

Unified Theory of Acceptance and Use of Technology (UTAUT) och Theory of Planned 

Behavior (TPB). Tolv semistrukturerade intervjuer genomfördes och analyserades sedan 

tematiskt för att utveckla koder och teman relaterade till forskningsfrågorna. Fynden tyder på att 

det finns stor acceptans och intresse för VR-modeshopping bland deltagarna. Deltagarna 

förväntade sig att det skulle bli verklighet i framtiden och bli ett alternativt sätt att handla i 

samhället. När det gäller uppfattningen om hållbarhetsaspekten som VR modeshopping för med 

sig, noterade studiedeltagarna att de omfamnar och godkänner det. Kostnader och tekniska 

framsteg och erfarenheter är dock av största vikt för dem. Framtida forskning bör fokusera på att 

bedriva bredare forskning om VR-modeshopping, eftersom det fanns en tydlig indikation på att 

det var accepterat av alla och något folk skulle välja att använda om tekniken och möjligheten 

fanns.
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1. Introduction  

The first chapter will introduce the areas of research, background, and overview of today’s 

situation regarding the fashion industry and VR. As well as how the research will contribute to 

the data of knowledge about VR Marketing within the fashion industry. 

1.1 Background 

In today’s world, businesses and companies have shifted continuously more towards online 

stores, experiences, and support to their customers after the start of the COVID-19 pandemic, 

which changed customers' online shopping behaviors (Sumarliah et al., 2022; UNCTAD, 2020; 

WHO, 2021). Because of the COVID-19 pandemic's impact on public health concerns and social 

distancing, many brick-and-mortar stores within the fashion industry were provisionally forced 

to close and the industry’s market shifted (Brydges & Hanlon, 2020). Businesses such as H&M 

shut down some of their physical stores and pivoted to online sales, which in turn affected the 

customers by removing the onsite experiences and disabling their physical support outlets to 

customers (Brydges & Hanlon, 2020; Gudmundsson & Dittmer, 2022; Larsson, 2021).  

 

The traditional in-store fashion trade has heavily shifted towards the digital trade and the 

shopping environment that comes with it has shifted from the physical to the online (Jolly, 

2021). Today's customers are also more informed, more globally interconnected, and more 

environmentally aware of their purchases with an aim towards sustainable clothing than what 

they were before (Zhang et al., 2021). This increases the requirements and difficulty for fashion 

businesses' products and services in terms of environmental impact, working conditions, costs, 

and many other aspects (Todeschini et al., 2019). But this does not necessarily mean that the 

customers' willingness to pay has diminished, which in Diddi et al.'s (2019) study showed that 

sustainable clothes of high quality were valued by young adults (aged 18-24). Instead, they found 

indications that the consumers are willing to spend if it is “convenient, affordable and creates 

value for them” (Diddi et al., 2019, p.207). Diddi et al. (2019) further mention that high-quality 

clothes, clothes that are sustainable and have a long life span, must be promoted by brands in 

order to capitalize on the awareness of sustainability among their customers.  

 

The promotion of sustainability must be applied to the marketing of VR technology, technology 

which Ikram (2022) mention as a step towards a green economy within the fashion industry. 

Sustainability, Such as Alibaba's VR shopping experience can remove the need for physical 

stores and instead offer their customers a virtual store experience, where the customers can be 

stimulated and intrigued to try and buy new merchandise (Alibaba Group, 2016; Boardman et al., 
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2020). Mesjar et al. (2023) mention the need for technological advancements such as immersive 

technologies like VR, in order to meet the sustainability issues the fashion industry has. 

 

Fashion businesses such as Prada as well as the New York Fashion Week have experimented 

with VR to bring fashion to its consumers at home (Mathur, 2022). With the application of VR, 

the fashion industry can bring the fashion experience to their customers' own homes, where they 

can see new fashion brands in private, which otherwise would have been inaccessible without 

VR (Jung et al., 2021). But as Branca et al. (2022, p.606) mention about VR and Real Life (RL) 

“Rather than substituting RL, VR should be considered as an integration of the consumer 

experience: the purchase of a virtual product could then represent a relevant step in a process 

that continues in the real world and enriches it.”  

1.1.1 VR within the fashion industry 

Shopper attitudes towards fashion shopping using VR and Augmented Reality (AR) are steadily 

gaining traction, as more and more fashion retailers are starting to adopt this technology to 

enhance the customer shopping experience (Boardman et al., 2020; Yuen et al., 2011). The VR 

and AR technology would allow customers to be able to virtually try on clothes, and accessories 

or attend fashion shows, from the comfort of their own homes, without needing to go to the 

physical location (Boardman et al., 2020; Ikram, 2022; Jung et al., 2021; Park et al., 2018). This 

technology makes the entire process of shopping much more interactive, as customers can move 

around and explore the store virtually, creating a more engaging/immersing shopping experience 

(Park et al., 2018).  

 

Furthermore, Park et al. (2018) state that VR helps to reduce costs for retailers, as they do not 

have to invest in physical stores, and that an immersive experience has a positive relation to the 

purchase intention, attitude, and pleasure of virtual shoppers.  

Additionally, VR gives customers the opportunity and drive to try on clothes without worrying 

about the size of their avatar, as they can adjust the clothes to their desired fit (Boardman et al., 

2020; Guo & Barnes, 2011). Overall, VR is changing the landscape of fashion shopping by 

creating more convenience, accessibility, cost-efficiency, and engaging experiences for 

customers to enhance the significant experience of immersion to the consumer (Park et al. 2018; 

Xue et al. 2019; Xue et al., 2020). Although there are many benefits, research looking at 

customers' attitudes toward using VR as part of their shopping routines for fashionable clothing 

is in short supply. Boardman et al. (2020) argue that this is because the VR shopping experience 

has yet to become a normalized alternative way of shopping for customers. 
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1.2 Problem discussion 

The knowledge gap that this study is aiming to address is the dearth of research regarding 

consumers' perception of using VR for personal fashion shopping. In addition, there is little 

research that has explored how consumers perceive the sustainability aspect of VR when 

considering it as a means with which to shop for fashion. Therefore this study aims to contribute 

to knowledge by researching the attitudes of customers, their perception of the appeal, barriers, 

and willingness to try or want the VR shopping experience with sustainability as an approach. As 

such, the overarching research problem of this study is to assess: 

 

➢ RP: What are consumers’ perceptions of using VR for personal fashion shopping and 

how do they perceive its sustainability aspect? 

 

This research problem seeks to understand consumers’ opinions, attitudes, and perceptions 

towards the utilization of VR when shopping for fashion items, and how they perceive the 

sustainability aspects of such shopping. It will help identify if the use of VR can be a feasible 

solution for a sustainable future in the fashion and retail industry. The study will aim to close a 

knowledge gap as to this date, there is limited research on consumers' perceptions of using VR 

technology for personal fashion shopping activities, and specifically, how they perceive the 

sustainability aspect of this technology. The results aim to yield insight and contribute to 

academic knowledge, consumer and industry perspectives on the feasibility of incorporating VR 

technology for personal shopping activities. 

1.3 Research purpose and questions 

The actualization of VR is fairly new and the ideas, designs, and actualization of virtual 

shopping experiences are being experimented upon. Research regarding the importance of 

immersion is something that Park et al.'s (2018) results showed, that an immersive VR 

experience positively related to the consumer's shopping outcomes in terms of pleasure, purchase 

intention, and attitude toward virtual stores. Xue et al. (2019) research highlighted that the store 

design features and user experience design are important in order to improve the social 

dimension of a VR shop for the retail customer. Also the aspects of “utilitarian” and the 

“hedonic” are important, the fun respectively the efficiency of it, since today's customers have 

considerable expectations of their immersive environments (Xue et al., 2019). 

 

The purpose of this research is to further contribute to knowledge about VR Marketing within the 

fashion industry, its possibilities, the potential barriers, awareness of it, sustainability, and its 

benefits. With the research problem mentioned in the previous chapter, it has been divided into 

two pertinent research questions: 
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➔ RQ1: How do consumers perceive the use of VR for shopping fashion items?  

➔ RQ2: How does environmental sustainability factor into consumers' opinion of the use of 

VR for fashion shopping? 

1.4 Delimitations 

There are three major delimitations to the study, Environmental and Ethical aspects of 

Sustainability, The Participants, Age and Geographical Reach of the Study and Methodology. 

1.4.1 Environmental and Ethical Aspects of Sustainability 

The study is focusing more on the environmental and ethical aspects of sustainability rather than 

economic or social ones, as these are more directly related to fashion industry practices and are 

of higher relevance to consumers when using VR technology for personal shopping. 

1.4.2 The Participants, Age, and Geographical Reach of the Study 

Restricting the study’s participants to consumers with a certain level of familiarity or interest in 

technology, and or video games, as they may be more likely to use VR technology for personal 

shopping activities. Also, eleven out of twelve participants were involved in gaming 

communities within Discord (program/app). The participants were also of the age 18 and above 

to be categorized as “adults”. This was taken as a delimitation for having “consumers” with 

enough financial backing to potentially acquire VR headsets and purchase fashion in a virtual 

environment. The participants were geographically separated, but within the continent of Europe. 

1.4.3 Methodology 

Methodology was delimited to the timeframe of the course, thus the study aimed for an interview 

as a form of data collection for thematic analysis. This led to convenience and purposive 

sampling. Recruitment had to be done within a short time span so that the researcher had enough 

time to conduct the thesis.  
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2. Literature review 

The literature review chapter aims to serve as a theoretical foundation for the study but also 

gives a holistic view of the research area, which is based on the mentioned research problem in 

Chapter 1.  

2.1. Overview of VR 

In the early 90s there were articles discussing the development of VR, which foresaw the usage 

of VR for educational purposes, and environments such as Bricken (1991, p.184), “there is 

clearly the potential that VR learning environments can provide powerful educational 

experiences”. Bricken (1991) also stated that with tools the usage of movement and manipulation 

within the virtual world could be used for the individual's own purposes for a task. Now the area 

of research has come so far that one could explore the reality of shopping in VR, but as Xi and 

Hamari (2021) have investigated, it has been mainly focused on reinventing and mimicking the 

traditional real-life environment of a brick-and-mortar store, with the perspective of problems 

such as enjoyment, perceived value, and attitudes. Xi and Hamari (2021) mention that the 

shopping research is leaning towards the realism and immersion of VR, in which they state 

further research into “The adoption of VR technology in retail”, “The effectiveness and efficiency 

of VR shopping”, “Exploring the boundary conditions of VR shopping”, “The role of shoppers in 

VR shopping experience”, and “VR as a platform for consumer research”. They also mention 

research into “Increase interactivity in VR retail”, “The ergonomics of VR devices”, and 

“Cybersickness issue induced by VR” (Xi & Hamari 2021) 

 

The VR’s impact and increased importance is here to stay, as Farah et al (2019) and Luna-

Nevarez and McGovern (2021) mention, that retail businesses are rapidly growing towards the 

adoption of VR technology in their ways of doing business, pleasing and serving their customers 

with a way of meeting their expectations as a physical interaction.  

2.2. Factors, Themes, and Attributes that increase the willingness to use 

VR shopping 

VR has clearly entered the view of the fashion industry, but the problem still lies with the 

implementation and appeal towards it to the customers. What seems as an important factor is the 

immersion VR which Park et al. (2018) and Xue et al. (2019) lifts as a factor for enhancing the 

customer experience within VR. As well as the research by Herz and Rauschnabel (2019, p.230) 

where they stated the positive tendency of VR glasses to hedonic benefits which by them is “the 

extent to which a person believes that using a VR device is pleasant and enjoyable”. Also, work 

such as Xue et al. (2020) regarding designing the virtual platforms of fashion retailers for 
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younger generations showed that convenience was the significant factor in the adaptation of VR 

towards the online shopper. Xue et al. (2020) further state the importance of interactions between 

products and people to enhance trust, and the importance of impactful content for the consumer's 

engagement compared to physical stores. They also mention that the affecting factors of 

consumer engagement are “convenience and accessibility, environment and product authenticity, 

interactivity and personalisation” (Xue et al., 2020, p.1071). Customers want to feel and 

immerse themselves in the environment of VR and Guo and Barnes (2011, p.311) found 

tendencies in virtual worlds the importance of perceived value where they stated that “players 

should also be afforded the freedom to customize their own avatars, providing an important 

driver for purchase behavior”. The need for self-actualization (transcendence) of character and 

the aesthetic needs is something that matches Maslow’s (1943) hierarchy of needs. Pizzi et al. 

(2019) found that customers within a virtual shopping environment felt a sense of novelty which 

was a driver of store excitement. 

 

According to Boardman et al. (2020), the development and implementation of VR and AR is 

something that retailers, the fashion industry, and various other industries are steadily adopting 

with the purpose of offering a distinctive customer experience like none other in order to entice 

customers and bring them to their stores. With the evolving technology of VR and AR, it shows 

that industries are trying to meet or over-achieve the ever-changing needs or requirements of 

future or existing customers. The importance of understanding the consumers' response to 

emerging technology is something that Moorhouse et al. (2018) state as important in order to 

face the ever-changing purchase and shopping behaviours of future customers.  

 

As of now, the areas of use and application for VR are increasing, but to name a few, it can be 

used as a tool for learning and education, retailers, fashion stores, games, video games, as well as 

a tool to use in healthcare for handling infected COVID-19 patients (Boardman et al., 2020; 

Checa & Bustillo, 2020; Radianti et al., 2020; Singh et al., 2020; Zyda, 2005) 

2.3. Benefits and Sustainability of VR 

Mesjar et al. (2023, p.1) describe sustainability within fashion as “to not being wasteful of 

resources at various stages of fashion design, production, and consumption, i.e., the use of 

natural products and energy in a way that reduces harm to the environment and people”. Mesjar 

et al. (2023) also mention the opportunity of immersive technology for the reduction of physical 

clothing and the reduced consumption of materialization for the movement toward sustainability 

in order to meet sustainability goals. Using VR would reduce the number of physical stores, and 

pre-produce of the physical product, which is a more sustainable approach to a green economy 

(Ikram, 2022). The younger generation is more towards sustainability, Diddi et al. (2019, p.207) 

stated: “In an emerging young consumers’ market, who are increasingly pro-environmental and 
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socially conscious individuals, companies should direct their marketing strategies to consumers’ 

whose value priorities fit the product”. 

 

The VR technology makes the entire process of shopping much more interactive, as customers 

are able to move around and explore the store virtually, creating a more engaging/immersing 

shopping experience (Park et al., 2018). Furthermore, Park et al. (2018) state that virtual reality 

helps to reduce costs for retailers, as they do not have to invest in physical stores, and that an 

immersive experience has a positive relation to the purchase intention, attitude, and pleasure of 

virtual shoppers. Additionally, virtual reality gives customers the opportunity and drive to try on 

clothes without worrying about the size of their avatar, as they can adjust the clothes to their 

desired fit (Boardman et al., 2020; Guo & Barnes, 2011). Overall, virtual reality is changing the 

landscape of fashion shopping by creating more convenience, accessibility, cost-efficiency, and 

engaging experiences for customers to enhance the significant experience of immersion to the 

consumer (Park et al. 2018; Xue et al. 2019; Xue et al., 2020). A VR marketplace can offer 

functionality and interactivity as well as being realistic to a physical one and having a far better 

experience for the customer while shopping than what current online stores can offer them 

(Luna-Nevarez & McGovern, 2021). The study of Ciasullo et al. (2017) showed that a majority 

of consumers were willing to spend up to 20% more in order to acquire a product from a 

sustainable fashion brand and that consumers claim to be committed to promoting sustainable 

practices in their purchasing choices. This is an opportunity that fashion brands can use in order 

to advertise and promote their shift towards VR shopping to their customers. 

2.4. Limitations and Barriers to VR Technology 

The boundaries of VR technology have yet to be fully understood, used and researched which 

Boardman et al. (2020) state that there is limited research going into VR notably in the fashion 

industry and that there is a huge potential for the application of it within the fashion retail 

industry. The boundaries of application are also limited to the technological development within 

VR, especially around the immersion, social interactions, and interactivity side (Park et al., 2018; 

Xue et al., 2019; Xue et al., 2020; Jung et al., 2021). The limitation and hindrances of VR 

technology, between RL and VR are also as Jung et al. (2021, p.522) state “further, since 

consumer anxieties within VR arise due to the misalignment between the realism of some aspects 

of the experience”. Factors behind the misalignment with VR and its potential are “such as its 

vividness, and the absence of other aspects such as the absence of social interactions VR 

properties, it would be important to reconcile this misalignment in order to maximize VR’s 

potential as communications tool”.   

 

There are many limitations and barriers to VR technology, but there lies a lot of potential for it, 

which is why there’s a lot of research around it (Boardman et al., 2020). Research regarding 
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shoppers' and customers' attitudes toward VR in today's society are made in order to better 

understand their fashion shopping routines, as VR has yet to become a standardized way of 

shopping (Boardman et al., 2020). Peukert et al. (2019) also found that the immersion of the 

environment has an effect on the user's willingness to reuse the shop, but that more advanced VR 

technology is needed to enhance the immersive experience of the customers, but it’s up for the 

industry to decide to invest. Also, challenges using a VR system are such as Park et al. (2018, 

p.14) mention “simulator sickness and the investment cost”. 

 

This shows that there is a need for companies to invest in order to develop the technology (VR) 

to improve the immersion for the consumer and enhance the shopping experience. 

2.5. TPB and UTAUT 

The Theory of Planned Behavior (TPB) describes that a person's behavioural intention is 

influenced by their attitude towards the behavior, subjective norm, and perceived behavioral 

control (Ajzen, 2005). Thus, TPB is relevant to the study of consumer perception of VR for 

fashion shopping and the environmental sustainability aspects thereof as TPB can help identify 

underlying factors influencing the adoption and usage of VR for fashion shopping.  

 

The intentions (and behaviours) in the TPB are impacted by three factors, which are attitude 

toward the behavior, subjective norm, and perceived behavioral control (Ajzen, 2005). As Ajzen 

(2005, p.118) describes these factors, they are seen in Table 1. 

 

Table 1 - Descriptions of the three different factors (Ajzen, 2005, p.118) 

Intentions Description 

Attitude toward the behavior “the individual’s positive or negative evaluation of 

performing the particular behavior of interest” 

Subjective norm “the person’s perception of social pressure to perform or 

not perform the behavior under consideration” 

Perceived behavioral control “the sense of self-efficacy or ability to perform the behavior 

of interest” 

 

Ajzen (2005) means that an intention of enacting upon a certain behavior is generally chosen 

after the individual has positively weighed the consequences of the action, experiences a social 

pressure to act, and has the possibility and means to do it. These three have also respective 
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underlying factors called behavioral beliefs, normative beliefs, and control beliefs which Ajzen 

(2005, p.123-125) mentions, seen in Table 2. 

 

Table 2 - Descriptions of the three different beliefs (Ajzen, 2005, p.123-125) 

Beliefs Description 

Behavioral beliefs “attitude toward a behavior is determined by accessible beliefs 

about the consequences of the behavior, termed behavioral beliefs” 

Normative beliefs “the person’s beliefs that specific individuals or groups approve or 

disapprove of performing the behavior; or that these social referents 

themselves engage or do not engage in it” 

Control beliefs “these control beliefs lead to the perception that one has or does not 

have the capacity to carry out the behavior” 

And behind all these beliefs are background factors that have affected the individual throughout 

their life which are set as personal, social, and informational which Ajzen (2005. p.135) divide, 

seen in Table 3. 

 

Table 3 - Examples of the three different background factors (Ajzen, 2005, p.135) 

Background factors Examples 

Personal “General attitudes”, “Personally traits”, “Values”, 

“Emotions”, “Intelligence” 

Social “Age, gender”, “Race, ethnicity”, “Education”, 

“Income”, “Religion” 

Information “Experience”, “Knowledge”, “Media exposure” 

 

Ajzen (2005) mentions that an individual will make an effort to change their behavioral plan if 

they feel that they are under significant social pressure or if they deem the act of changing the 

behavior of positive importance. 

 

The TPB will help to examine attitudes towards sustainable fashion and consumers' perception of 

VR and how these influence intentions to purchase environmentally sustainable products through 

virtual shopping experiences. For example, if consumers have a positive attitude towards 

sustainable fashion, they may be more likely to develop positive attitudes towards shopping for 

sustainable products through VR. 
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TPB was then further expanded and unified with other models by Venkatesh et al. (2003) into 

the model called United Theory of Acceptance and Use of Technology (UTAUT).  

UTAUT was made with the aim to provide managers with a tool to use in order to understand the 

underlying factors for more reluctant and resistant technological users and increase the success 

of new technology and innovations by proactively approaching the drivers of acceptance 

(Venkatesh et al., 2003). Where Venkatesh et al. (2003) describe “Use Behavior” as affected by 

two factors “Behavioral Intention” and “Facilitating Conditions” and where “Behavioral 

Intention” consists of three determinants of Performance Expectancy, Effort Expectancy, and 

Social Influence. Within all these are key moderators (gender, age, voluntariness, and 

experience) which may influence one's behavior (Venkatesh et al., 2003). Venkatesh et al. (2003, 

p.447-453) describe these four determinants, as seen in Table 4. 

 

Table 4 - Descriptions of the four determinants (Venkatesh et al., 2003, p.447-453) 

Performance Expectancy  “Performance expectancy is defined as the degree to which an 

individual believes that using the system will help him or her to 

attain gains in job performance” 

Effort Expectancy “Effort expectancy is defined as the degree of ease associated 

with the use of the system” 

Social Influence  “Social influence is defined as the degree to which an 

Individual perceives that important others believe he or she 

should use the new system” 

Facilitating Conditions  “Facilitating conditions are defined as the degree to which an 

individual believes that an organizational and technical 

infrastructure exists to support use of the system.” 

 

UTAUT is a model used to assess user acceptance and adoption of new technologies. UTAUT is 

relevant in studying consumers' perception of the use of VR for fashion shopping and the 

environmental sustainability aspects thereof because it can help identify factors that influence 

individuals to accept and use the technology. By understanding these factors, marketers and 

designers can create and implement more effective strategies in promoting and improving VR for 

fashion shopping. 

 

UTAUT can be seen as an extension of TPB as it considers additional factors that can influence 

the technology adoption and usage process while incorporating relevant aspects of TPB's 

constructs (Venkatesh et al., 2003). UTAUT spends a lot more time studying different aspects 

and expanding the variables considered in the Technology Acceptance Model (TAM) and TPB, 
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resulting in an updated and improved model that captures various factors critical for the 

successful adoption of new technologies (Venkatesh et al., 2003). UTAUT identifies four 

influential factors on user acceptance of technology, which include performance expectancy, 

effort expectancy, social influence, and facilitating conditions (Venkatesh et al., 2003). 

Researchers can examine how these factors can affect the acceptance and usage of VR for 

fashion shopping.   

                                                          

Additionally, UTAUT can help researchers understand how users' experiences with the 

technology can impact their perception of environmental sustainability aspects. 
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3. Frame of Reference 

The third chapter will connect chapters one and two with one another, by using the research 

questions from the first part and the theory from the second part. Combined they will form the 

frame of reference for the study with the aim of showing how the theoretical background is 

relevant and interconnected with the research questions. 

3.1 Theoretical Basis 

The purpose of this study is to fill the knowledge gap regarding consumers' perceptions of using 

VR for personal fashion shopping. Shopping as well as explore how consumers perceive the 

sustainability aspect of VR when considering it as a means with which to shop for fashion. 

Therefore this study aims to contribute to knowledge by researching the attitudes of customers, 

their perception of the appeal, barriers, and willingness to try or want the VR shopping 

experience with sustainability as an approach. In order to understand consumers’ opinions, 

attitudes, and perceptions toward the utilization of VR when shopping for fashion items. This 

will be done by using the overarching research problem and its two subquestions: 

 

➢ RP: What are consumers’ perceptions of using VR for personal fashion shopping and 

how do they perceive its sustainability aspect? 

 

➔ RQ1: How do consumers perceive the use of VR for shopping fashion items?  

➔ RQ2: How does environmental sustainability factor into consumers' opinion of the use of           

VR for fashion shopping? 

This will be studied based on chapter one and the research questions with it and conducted and 

studied by using the conceptual areas of inquiries, see Table 5. “The conceptual areas of 

inquiries” was made by using the theory from Chapter 2, with the main theory about UTAUT by 

Venkatesh et al. (2003), but also Ajzen's (2005), Mesjar et al.'s (2023)'s, and Xue et al.'s (2020) 

theory. 

 

Chapter 3.2 goes through the structure and purpose of the adapted framework connected to the 

theory from Chapter 2, and the adapted model “Vizualized model of VR behaviours”, see Figure 

1. 
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3.2 The Adapted Frameworks Structure and Purpose 

The development of VR from the early concepts and thoughts of VR that Bricken (1991) had, 

has developed into a reality within the fashion industry, where Xi and Hamari (2021) mention 

the focus on realism and immersion of VR. Also in which Farah et al (2019) and Luna-Nevarez 

and McGovern (2021) of businesses’ rapid growth towards the adoption of VR technology, but 

that it should be seen as an integration of the consumer's experience between virtual reality and 

real life. 

 

Park et al. (2018) and Xue et al. (2019) mention immersion as an important factor for the 

adoption of VR as well as Herz and Rauschnabel (2019) that the consumer's experience of a VR 

device should be pleasant and enjoyable. Xue et al. (2020) mention the importance of 

interactions between products and people, but also the consumer’s engagement towards the 

virtual stores compared to the physical ones. Guo and Barnes (2011) research also showed the 

importance of customization for consumers in order to enhance the consumer's purchasing 

behavior, which fitted Maslow’s (1943) hierarchy of needs towards self-actualization 

(transcendence). It also fitted the research that Pizzi et al (2019) found, in which customers 

within a virtual shopping environment felt a sense of novelty. But less has been written about the 

willingness of consumers to try VR fashion shopping with the aspect of sustainability and its 

impact on their behavioral intention and use behavior. Like Mesjar et al. (2023) sustainability is 

the reduction of materialization which can be satisfied with effective immersive technology in 

order to meet sustainability goals, the reduced need for physical items, and the future 

continuation of the fashion industry. Consumers can also try on clothes without worrying about 

size, as the option to adjust the clothes to their desired fit exists (Boardman et al., 2020; Guo & 

Barnes, 2011). Ciasullo et al. (2017) mention the possibility of consumers' willingness to spend 

more on a product that has a sustainable fashion brand. 

 

By using the UTAUT model by Venkatesh et al. (2003), figure 1 was adapted and made. The 

adapted model aims to give a visualized model of the four factors towards the use behaviour of 

VR with Sustainability as an added determinant to others (Performance Expectancy, Effort 

Expectancy, Social Influence, and Facilitating Conditions) for my qualitative research. With the 

usage of the same key moderators (gender, age, voluntariness, and experience) that Venkatesh et 

al. (2003) used, as a basis for behaviors. Which will be based upon in order to form 

“themes/cores” of the thematic analysis structure based on the interview data. In order to assess, 

categorize and concretize the consumers' attitudes and perceptions toward using VR when 

shopping for fashion clothing with sustainability, it aim is to assist in answering the research 

problem: 
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➢ RP: What are consumers’ perceptions of using VR for personal fashion shopping and 

how do they perceive its sustainability aspect? 

 

 
Figure 1 - Vizualized model of VR behaviours (adapted from Venkatesh et al., 2003) 

3.3 Conceptual areas of inquiries 

By analyzing the TPB in chapter two by Ajzen (2005), the UTAUT model from Venkatesh et al. 

(2003), Sustainability by Mesjar et al. (2023), and the Consumer Engagement from Xue et al, 

(2020) themes and factors are made for areas of inquiries, which Table 5 is meant to visualize. 

 

Table 5 - The conceptual areas of inquiries  

From Ajzen (2005) 

Background 

factors 

Beliefs Intentions 

Personal Behavioral beliefs Attitude toward the behavior 

Social Normative beliefs Subjective norm 
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Information Control beliefs Perceived behavioral control 

From Venkatesh et al. (2003, p.447-453) 

Performance 

Expectancy  

“Performance expectancy is defined as the degree to which an individual 

believes that using the system will help him or her to attain gains in job 

performance” 

Effort Expectancy “Effort expectancy is defined as the degree of ease associated with the use 

of the system” 

Social Influence  “Social influence is defined as the degree to which an Individual perceives 

that important others believe he or she should use the new system” 

Facilitating 

Conditions  

“Facilitating conditions are defined as the degree to which an individual 

believes that an organizational and technical infrastructure exists to 

support use of the system.” 

From Mesjar et al. (2023, p.1) 

Sustainability “sustainability in the fashion industry context can refer to not being 

wasteful of resources at various stages of fashion design, production, and 

consumption, i.e., the use of natural products and energy in a way that 

reduces harm to the environment and people” 

From Xue et al., (2020) 

Consumer 

Engagement 

“convenience and accessibility, environment and product authenticity, 

interactivity and personalisation” 

 

These will be used as a foundation for the study, combined with the key moderators (gender, 

age, voluntariness, and experience) that Venkatesh et al. (2003) mention and with the addition of 

Sustainability which Mesjar et al. (2023) described. It will be used as the basis for the 

exploratory research this study is set to do in order to concretize and grasp the research problem 

by generating areas of discussion and making meaning of the qualitative data from the interviews 

with theoretical backing.  
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4. Method 

The fourth chapter aims to present how the study was conducted, which methods were used 

throughout the study as well as how the methods of choice were motivated in order to be 

reliable, valid, and ethical throughout the different parts of the study. 

4.1 Design of Methodology 

Table 7 shows the structure of the study’s methodology in a holistic view. The rest of the chapter 

will motivate and explain the different methods used in the study. 

 

Table 7- Structure of methodology 

Research Purpose Exploratory Research 

Research Approach Inductive and Qualitative Approach 

Research Strategy Qualitative Research Design 

Sample Selection Non-Probability Sampling, Voluntary Response Sampling 

Data Collection Semi-Structured Interview, Primary Data 

Analysis Thematic Analysis 

Quality Control Reliability, Validity and Ethics 

4.2 Research Purpose 

The research purpose was made by using Saunders et al. (2012) three different approaches of 

research design while combining it with Baxter and Jack’s (2008) study. This resulted in 

motivating between the usage of descriptive, explanatory, or exploratory studies. 

 

Descriptive studies are “used to describe an intervention or phenomenon and the real-life 

context in which it occurred” (Baxter & Jack, 2008, p.548). Or as Saunders et al. (2012) 

mention, that in order to conduct a descriptive research it is of necessity that one has a clear 

understanding of the research phenomenon that it is aimed to be studied prior to the data 

collection. This is done In order to accurately achieve a profile of the studied events, persons or 

situation (Saunders et al., 2012) 
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Explanatory studies are studies in which one seeks “to answer a question that sought to explain 

the presumed causal links in real-life interventions that are too complex for the survey or 

experimental strategies” (Baxter & Jack, 2008, p.547). Saunders et al. (2012) mention it as 

studies that set causal relationships among variables in order to study and explain these 

relationships between the variables, based on a situation or a problem.   

 

Exploratory studies “is used to explore those situations in which the intervention being 

evaluated has no clear, single set of outcomes” (Baxter & Jack, 2008, p.548). It is also explained 

as a way to uncover and get a better understanding of what the current situation is around a topic 

of interest (Saunders et al., 2012). Saunders et al. (2012) further state it is of special interest if 

one wants to clarify the uncertainty of the problem’s specific nature and that these exploratory 

studies are often conducted through in-depth individual interviews, experts, and focus group 

interviews. 

 

By using these three forms of research purposes, there is one that is more fitting than the others 

to the research problem “What are consumers’ perceptions of using VR for personal fashion 

shopping and how do they perceive its sustainability aspect?” and the underlying three 

subquestions, see chapter 1.3. Firstly, regarding descriptive studies, the study does not aim to 

describe a phenomenon, but rather use the UTAUT model to explore perceptions and learn more 

about the phenomenon of using VR for fashion shopping. Secondly, it is not an explanatory 

study, where one seeks to explain causal links or casual relationships of a problem. Thirdly, it is 

the exploratory study that this study aims towards, since it is exploring the consumers' attitudes 

and perceptions towards VR fashion, which is fairly new research and where there is also no 

clear outcome of the study. Also, the study will be collecting the data through semi-structured 

interviews which also fits the described nature that Saunders et al. (2012) mention. 

4.3 Research Approach  

The research approach for this study has been divided into two areas of discussion, which are 

“Qualitative and Quantitative“ and “Deductive and Inductive”. 

4.3.1 Qualitative and Quantitative 

Quantitative data is standardized by examining the variable relationship between the numerical 

measured data, often a probability sampling technique along with statistical techniques for the 

results (Saunders et al., 2012). Saunders et al, further state that research that is of a quantitative 

nature commonly goes with a deductive approach in order to test the existing theory by using 

one's collected data, but it could also be cases where an inductive approach is used to expand 

existing theory.  
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The qualitative data are non-standardized and are usually not using probability sampling 

techniques and where the researcher’s success depends on the extraction of the participants' 

thoughts, a lot of naturalistic and interactive processes with meanings and relationships in them 

(Saunders et al., 2012). Compared to quantitative research, qualitative research is usually done 

with the inductive approach, in order to deepen the theoretical knowledge that the current 

literature hold, but there are times when a deductive approach is taken to test the existing theory 

(Saunders et al., 2012; Yin, 2009). 

 

The qualitative approach fits the study since the study and its thematic analysis does not use 

numerical data, but instead focuses on the data from the semi-structured interviews from the 

participants' thoughts, feelings, and experiences. It is also appropriate since the study is of a 

qualitative nature with an inductive approach and has the aim to expand the current knowledge. 

4.3.2 Deductive and Inductive 

In a deductive approach to research, where a deductive inference is seen as binary, if the 

assumptions were true, the results and its conclusion must also be (Saunders et al., 2012). Where 

the collected data for the research is evaluated to the assumptions and hypothesis based on the 

current theory, and where the present theory gets verification or falsification (Saunders et al., 

2012). They mentioned “if your research starts with theory, often developed from your reading 

of the academic literature, and you design a research strategy to test the theory, you are using a 

deductive approach” (Saunders et al., 2012, p.144). 

 

Compared to an inductive approach to research, wherein an inductive inference there are known 

premises that are used for generating conclusions that have not been tested as well as 

generalizing to the general from the specific (Saunders et al., 2012). The collected data gets used 

to conceptualize a framework in order to view a phenomenon, see themes or patterns, and build 

as well as generate new theory (Saunders et al., 2012). They mention it as “if your research 

starts by collecting data to explore a phenomenon and you generate or build theory (often in the 

form of a conceptual framework), then you are using an inductive approach” (Saunders et al., 

2012, p.145). 

 

I have chosen the inductive approach based on Saunders et al.'s (2012) description of deductive 

and inductive. The aim of the study is to construct a conceptual foundation and use it to 

contribute to my analysis and conclusions. As well as bringing new or additional insights to the 

existing data of knowledge about VR Marketing within the fashion industry.  
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4.4 Research Strategy: Qualitative Research Design 

The chosen research strategy for the study has been a qualitative research design, in which 

Saunders et al. (2012) mention as a way for researchers to concretize and make meaning by 

interpreting the subjective and socially created information that the studied phenomenon showed. 

Saunders et al. (2012, p.163) mention such research “as naturalistic since researchers need to 

operate within a natural setting, or research context, in order to establish trust, participation, 

access to meanings and in-depth understanding.” The study aims to be naturalistic, where the 

qualitative research data of the interviews are analyzed and made sense of, where the 

connections between the participants' answers or no-connections are seen (Saunders et al., 2012). 

Where the collection of data is not standardized, and the questions and procedures are ever-

changing throughout the research process in an interactive and naturalistic way (Saunders et al., 

2012). 

 

This choice of strategy fits my aim of a deeper understanding in this exploratory, inductive study 

of VR Marketing as well as my research questions (see chapter 1), the questions also correspond 

to the beneficial ability to generate answers Saunders et al. (2012) mentioned. 

4.5 Sample Selection 

The chosen sample technique for this research is non-probability sampling, with the method of 

voluntary response sampling. Saunders et al (2012, p.262) describe non-probability sampling 

as: 

 

“the probability of each case being selected from the total population is not known 

and it is impossible to answer research questions or to address objectives that require 

you to make statistical inferences about the characteristics of the population” 

 

The research aims to explore perceptions and learn more about the phenomenon of using VR for 

fashion shopping, it will not be on a statistical basis, which fits the chosen technique and method. 

The number of participants for the study will be at least 12 in order to get sufficient data to 

analyze and get results and conclusions in order to fit the time constraints of the project. The 

sampling size for this explorative research is based on Saunders et al. (2012) mentioning of a 

minimum size ranging from 5-25 for structure/in-depth Interviews and 12-30 in heterogeneous 

groups. This is because the expected participants will all have different backgrounds, conditions, 

and experiences. 
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4.5.1 Collection of data: Participants and Demographics 

The participants for the interviews were acquired through Discord (program/app), internet 

forums, social media, and different communication channels. Some of their gender identity or 

age could not be known until interviews were conducted. Participants were informed beforehand 

with interview information, see Appendix 1. The participants were aged 18 and above to be 

categorized as “adults”. This was taken as a limitation for having “consumers” with enough 

financial backing to potentially acquire VR headsets and purchase fashion in a virtual 

environment. The targeted respondents were chosen based on potential customers that have or 

have not used VR glasses or similar products. The study revolves around the perceptions of both 

active users and nonusers of VR. Table 8 aims to give a visual view of the participants' age 

range, gender identity, and if they had used or not used VR before. 

 

Table 8- Participant info 

Participants 

Participant Number Age range Gender Identity Used or Not Used VR 

1 20-30 Male Not 

2 30-40 Male Not 

3 40-50 Male Used 

4 20-30 Male Used 

5 40-50 Male Used 

6 20-30 Male Used 

7 30-40 Female Not 

8 20-30 Male Used 

9 20-30 Male Used 

10 20-30 Male Used 

11 50-60 Female Used 

12 20-30 Female Not 
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4.6 Data Collection 

The data for this study was collected through self-collected primary data through semi-

structured interviews. Saunders et al. (2012) mention three different interview methods, these 

were “structured interviews” “semi-structured interviews”, “unstructured or in-depth 

interviews”. Structured interviews are ones where one does in a standardized way read out and 

record the often prewritten questions for the participants, with not much of a wiggle room to 

sidetrack, explore or expand upon (Saunders et al., 2012). Meanwhile, in a semi-structured 

interview, there is room for the conversation to deepen and be explored since the researcher 

usually has a list of themes and presumably key questions on which the participants can expand 

upon from their experiences, conditions, and backgrounds with a variety of responses (Saunders 

et al., 2012). Lastly, the unstructured interviews are the ones with no predetermined questions, 

but instead an explorative situation of a topic area regarding behaviors, beliefs, events, etc 

(Saunders et al., 2012). 

 

But the most fitting research method chosen for the subject was semi-structured interviews. 

Chosen in order to capture answers that would otherwise be missed if an unstructured interview 

were to be used. This is because all interview participants received the same predetermined 

questions in the same sequence, but based on what the participants told, different follow-up 

questions were used and discussed. With this arrangement, each candidate is treated equally, but 

the interview data is partly shaped by the candidate's answers and reasoning, which allows a 

broader basis for assessment to be obtained. This choice of interview method is in a more relaxed 

interview environment, where the participant is "with" and gives the opportunity to further 

develop questions that could otherwise be overlooked or missed. 

4.7 Analysis Thematic Analysis 

The authors Braun and Clarke (2012) describe it as an accessible and flexible method for 

analyzing and coding for people who are less experienced in the qualitative field and want to 

tackle conceptually challenging, unclear, or perplexed research. Where their six-step approach 

was used to construct the study’s thematic analysis (Braun & Clarke 2012), see Table 9. 

 

Table 9- Visualized of the Six Phase Approach (Braun & Clarke, 2012) 

Phase 1 Familiarizing Yourself With the Data 

Phase 2 Generating Initial Codes 

Phase 3 Searching for Themes 

Phase 4 Reviewing Potential Themes 
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Phase 5 Defining and Naming Themes 

Phase 6 Producing the Report 

 

TA fits the study, since I as the author is relatively inexperienced compared to my veteran peers 

in the field of qualitative research and it gives me an accessible and flexible way of conducting 

my research whose character is conceptually challenging. 

4.8 Quality Control 

The final part of chapter 4 is about how the quality of the study was controlled and maintained 

throughout the entire process. 

4.8.1 Reliability  

Sanders et al. (2012) describe reliability as the consistency of reproduction of the analytic 

procedures and the collection of data if another research were to be conducted and replicated by 

another researcher during another occasion. There are four threats to reliability which the 

authors’ state are participant error, participant bias, researcher error, and researcher bias 

(Saunders et al., 2012). The participant and researcher biases are factors that alter the responses 

or recordings of responses, also that the participant and researcher errors are factors that affect 

the performance of participants or the researcher’s interpretation (Saunders et al., 2012). 

 

In order to increase reliability, the participants before the interview when signing up were 

informed about the research area, information, ethics, and the estimated time of the interview in 

order to give them clarification, stability, and a sense of comfort. Participants were also informed 

in the survey that they will be given the utmost confidentiality and that participants could 

withdraw from the study at any given point if they wanted to do so. They were also informed that 

all the information and personal data will be stored in a way so that only authorized persons can 

access the data and that the data would only be used for research purposes. Participants would be 

given maximum anonymity so that one cannot be singled out. Also that all the data from the 

interviews would later be deleted after the study and the course were concluded. The prehanded 

information would give them the possibility of giving their full attention to the subject and avoid 

unnecessary, time-consuming questions that could be handled beforehand. To mitigate and avoid 

researcher bias and error, so during the interviews, a paper with the interview questions was used 

to ensure that all basic questions were gone through and formulated correctly. A notepad was 

used during the interviews to write down important points at the same time as various recording 

devices (mobile recording and recording software on the computer) were used to be able to later 

ensure what was said during the interviews. Lastly, the participants were asked if there was 
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something they felt was missing or would have liked to bring up during the interview as well as 

the possibility of follow-up after the interview. 

4.8.2 Validity 

Validity, Saunders et al. (2012) mentions it as the extent to which the methods' accuracy of 

measurement and the method of data collection. Where there are internal validity and external 

validity, where internal validity means how one has created and motivated trustworthy methods 

and procedures throughout the study and that potential flaws are interventions and not in the 

research design (Saunders et al., 2012). Whereas external validity is how generalizable the 

context of the study's results are, relevant to others (Saunders et al., 2012). 

 

How the internal validity of the report has been tested, is by letting fellow students, teachers, and 

others review my work consistently. My supervisor at LTU has been of special importance in 

this area with her repeated feedback throughout the process. During the making of the interview 

guide, it was also made and compared by using the inspiration of other articles' interview guides' 

layout and build-up in order to construct. Regarding external validity, it is hard to generalize the 

results since it is a niche research area of VR Marketing within the fashion industry. But the 

process and buildup of the study, its theoretical foundation, and conceptual framework could 

potentially be seen in other areas of research, as well as the conclusions. 

4.8.3 Ethics 

The four research ethics principles and requirements that have been used in this study are: The 

Information Requirement (Informationskravet), The Consent Requirement (Samtyckeskravet), 

The Confidential Requirement (Konfidentialitetskravet), and The Usage Requirement 

(Nyttjandekravet) have been important throughout this work (Vetenskapsrådet, 2002). When the 

participants were contacted, they were handed the interview information via email or orally via 

phone, as well as during the interview the information was repeated in order to reinforce that I 

had their consent and they were informed about the usage, the information shown in Appendix 1. 

They were also informed that participants in the survey will be given the utmost confidentiality 

and that participants could withdraw from the study at any given point if they wanted to do so. 

That all the information and personal data will be stored in a way so that only authorized persons 

can access the data and that the data would only be used for research purposes. They would be 

given maximum anonymity so that one cannot be singled out. Also that all the data from the 

interviews would later be deleted after the study and the course were concluded. 
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5. Analysis and Findings 

The fifth chapter aims to present the results of the Thematic Analysis, with the gathered data 

from the 12 conducted interviews in this study. First a visual overview of the Thematic analysis 

is presented, thereafter it goes thoroughly go through each of the findings and explains the 

different themes respectively.  

5.1 Thematic Analysis 

Thematic analysis is a widely used method for analysing qualitative data in academic research, 

and in this study, it was used to analyse RQ1 and RQ2 through the collected data which entailed 

12 semi-structured interviews with participants between the ages of 18-60. To conduct the 

thematic analysis, the following steps were taken. 

 

First, the data was transcribed verbatim from the audio recordings and reviewed multiple times 

to ensure accuracy. Then, the transcripts were coded line by line, generating as many initial 

codes as possible. Following this, the codes were organized into potential themes, examined in 

detail, and refined to develop comprehensive themes reflecting the study's research questions. 

 

Next, the researcher worked to identify the most significant themes and sub-themes, grouping 

data thematically rather than deductively. Finally, the themes were reviewed, named, and 

defined, producing a narrative account of the themes and relevant data. The entire thematic 

analysis procedure was audited for credibility, with the researcher discussing the coding the 

supervisor and other researchers, discussing the broader thematic structure until a consensus was 

reached.  

 

Through this detailed process, the study was able to systematically analyze the qualitative data 

and identify key themes that help to answer the research questions.  

 

Table 9- Overview of the Thematic analysis 
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5.2 Findings 

Table 10- Theme “Functionality of VR” 

 
The first dimension of Performance Expectancy delivered the first identified theme. The patterns 

were grouped together under the theme of Functionality of VR, which was defined as the 

participants' perception of VR's functionality in fashion shopping. This theme provides insights 

into the participants' expectations of the role of VR technology in the fashion industry and can be 

used to guide future research and development of VR fashion shopping platforms. This theme 

consisted of three codes: New Experience, Efficiency, and Enhanced Shopping Experience. 

Participants perceived the use of VR for shopping as a new and exciting experience. They were 

intrigued by the prospect of browsing virtual stores and trying on clothes from different 

perspectives with VR's unique features. The participants also noted that virtual shopping would 

save time and money by eliminating the need to travel to physical stores. The use of VR 

technology was perceived as more efficient than general shopping. The female participants 

discussed the avatar, its size, measurements, touch, and feeling in terms of the immersion and 

experience. Whereas the male counterparts were not as concerned about the fine details but 

rather a general vision of the avatar. Lastly, participants believed VR would enhance and elevate 

the current online shopping experience by showing garments from various angles using an 

avatar, providing a smoother, faster, and more enjoyable shopping experience.  
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Table 11- Theme “Functionality of VR” 

 
Effort Expectancy, the second dimension with the emerged theme Effort in using VR, is defined 

as the participant's perception of the effort needed to operate with VR for fashion shopping. The 

theme provides insights into the participants' perception of the expected effort needed to operate 

with VR for fashion shopping and it can be used to guide the future development of VR fashion 

shopping platforms. Effort in using VR consists of three codes: Manageable setup, Simple & 

Uncomplicated, and Customization & User Friendliness. It was perceived among the participants 

who had used VR and saw setting up the VR as a hassle and close to painstaking setting it up. 

Meanwhile, there were those who saw it as effortless, but it was overall agreed that setting up a 

VR should not be difficult or demanding so that people can’t set it up without normal guidance 

and instructions. Throughout the interviews, it was a focus on the inside experience of virtual 

reality where it has to be simple and uncomplicated so all customers can shop with ease. The 

participants believed that the elderly population would be more in need of help in order to 

maneuver and operate within the VR environment. Whereas the younger generation was seen as 

more effortless and would more easily handle the VR shopping experience without guidance or 

help. 

 

Table 12- Theme “The influence of others” 

 
The third dimension is Social Influence, and its theme The influence of others with the 

underlying codes of Followed others Recommendation and Personal experience. The theme The 

influence of others describes the participants' perceptions of how they would be influenced by 

others. It gives an insight into how participants perceive the effect of influence by others in the 

role of VR technology in the fashion industry and can be used for to guide VR marketing. 

Participants expressed that they were affected by others or the environment around them, 

whereas others saw it as their personal choice of choosing to want or try VR. It was among all 

participants, that if the opportunity to test VR were presented to them, they would take that 

opportunity to test it in order to satisfy their curiosity about VR. 
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Table 13- Theme “The impact of sustainability” 

 
Fourthly, the dimension of Sustainability and the fourth emerging theme of The impact of 

Sustainability with its three codes of Indifferent, Go with the flow, and Devoted. 

The impact of Sustainability theme describes the participant's perception of the impact that 

sustainability has on using VR for fashion shopping. It shows how the sustainability aspect of 

VR would affect the participants' perception of utilizing VR for fashion shopping and it can be 

used for future research regarding VR and its sustainability approach. The perceptions among all 

participants were divided, participants who did not care or were affected by that aspect when 

looking at the VR. Those who were aware of the sustainability aspect and its importance for the 

environment, but were more uncertain about it. Lastly, those who saw the movement towards 

sustainability as a priority and something to be focused on by the fashion industry.  

 

Table 14- Theme “Thoughts & Beliefs of existing systems” 

 
The fifth dimension of Facilitating Conditions, the interviews brought forth the theme of 

Thoughts & Beliefs of existing systems and its underlying codes of Sceptic and Believer. It can be 

described as the participants' thoughts and beliefs regarding the existence of infrastructure to 

support and facilitate the VR fashion shopping experience. This theme provides insights into the 

participants' perception of existing technology and systems in the fashion industry and can be 

used to guide the persuasion of customers within VR fashion. There were those who did not 

believe or think that we currently possess the technology and infrastructure to support the VR 

fashion shopping system of today. Whereas those who did believe and think that we possessed 

the requirements and knowledge to establish a VR fashion shopping system today. 
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Table 15- Themes “Accessibility & “Convenience” 

 
The sixth dimension Consumer Engagement, holds the themes of Accessibility and Convenience. 

The theme of Accessibility can be described as the participants' perception of accessibility when 

using VR. It gives an understanding of how participants perceive accessibility when utilizing VR 

technology in the fashion industry and can be used to guide future research and marketing of VR. 

It has the code Inclusive. Participants saw the usage of VR fashion shopping as a way to be 

inclusive for those who are inaccessible to physical stores which may be because of accessibility, 

disabilities, or other difficulties that prevent or hinders access.  

 

The theme of Convenience is the perception in which the participants saw the convenience of 

using a VR fashion shopping platform. It gives an insight into how the convenience aspect of VR 

is perceived among the participants when utilizing VR technology in the fashion industry and 

can be used to guide future research and marketing of VR. It consists of the codes of Convenient 

and Social anxiety. Participants saw the positives of using the VR from their own home instead 

of having to dress up and drive to the local store and the convenience aspect was something the 

vast majority of the participants lifted as an attractive selling point. Multiple participants saw the 

benefit for the ones with social hindrances or anxieties that made it difficult for them to shop 

among others. 
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Table 16- Themes “Technology”, “Cost” & “Normalization” 

 
Within the seventh dimension of Barriers, four themes of Technology, Cost, Normalization, and 

adaptability emerged. They give an insight into how the participants perceived technology, cost, 

normalization, and adaptability as obstacles for VR fashion and can be used to guide future 

research and development of VR fashion shopping platforms.  

The Technology theme can be described as the participants' perception of technological obstacles 

or hindrances for the future of VR. Collaborative and Underdeveloped are its codes. Participants 

in general perceived difficulties with the implementation and development of the technology that 

the companies stand against in order to fully operate a VR fashion store. They also saw, that 

there is a need for developing the technology in order to be affordable and used by customers. 

 

The second theme Cost is described as the participants' perception of cost as a barrier when 

acquiring a VR headset for VR fashion shopping. It gives a view of how the participants perceive 

the cost as a barrier to VR fashion. It has Expensive as its code. This was a common occurrence 

among the participants of the study where cost was listed as one of the major factors behind the 

hindrance of obtaining a VR headset.  

 

Thirdly the theme of Normalization, can be described as the perceived obstacles to normalizing 

the usage of VR in today's society. It gives an understanding of how participants perceive the 

normalization of VR in society. It has a code of Non-Ubiquitous. Throughout the interviews, it 

was stated that VR was not found everywhere and that it needs to be normalized as a daily tool 

of an individual's life in order to make a breakthrough. 

 

The fourth and last theme is Adaptability with the code Tech-Maturity. Adaptability can be 

described as the participants' perception of adapting to the VR fashion shopping experience and 
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environment. Provides an insight of the participants' perception of adaptability, towards the 

usage of VR fashion. It was lifted that individuals would be willing and have an acceptance 

towards adapting and learning about VR technology, based on well they perceived or were 

interested in technology. Among most of the participants, there was consensus that the older 

generations would have a rougher time than the younger generations adapting to VR, but that this 

“Tech-Maturity” gap could be minimized depending on the individual's interest, curiosity, 

acceptance, and willingness towards new emerging technologies. 
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6. Discussion, Conclusion, Limitations, Implications, and 

Future Research 

The sixth and last chapter will be for the discussion of the results, the conclusions, and the 

implications the study has had as well as future research. It will start by discussing the results 

and then make conclusions about the research questions and the research problem. Then the 

chapter will conclude by going through the limitations and implications of the study, and future 

research. 

6.1 Discussion 

An interesting matter in terms of the first theme “Functionality of VR” was that the female 

participants discussed the avatar, its size, measurements, touch, and feeling in terms of the 

immersion and experience. Whereas the male counterparts were not as concerned about the fine 

details but rather a general vision of the avatar. The females' fine details lift the importance of 

immersion in which Park et al. (2018), Xue et al. (2019), and Peukert et al. (2019) lifted as a 

factor in order to enhance the customer experience with VR. Especially what is considered 

important for the female counterparts of the study. The need for immersion and self-actualization 

of an avatar in the VR environment also fits Maslow’s (1943) hierarchy of needs and Guo and 

Barnes (2011). Since all participants lifted the need for technological advancement, especially 

the females in order to fully immerse themselves in the shopping experience, the self-

actualization to see “themselves” in the VR, and have clothes that fit them. The overall perceived 

notion was that VR shopping was a new experience, it has the opportunity to be efficient and 

potentially enhance the current shopping experience of today.  It fits what Moorhouse et al 

(2018) stated regarding the importance of meeting the ever-changing purchase and shopping 

behaviors of future customers in response to emerging technology. 

 

Regarding the theme of “Effort in using VR” it was interesting to discover that those who had 

previously used VR headsets were of different opinions about setting up the VR as some have 

had an exhausting experience whereas others found it smooth. This was something that Herz and 

Rauschnabel (2019) discussed, that a person's experience with a VR device should be enjoyable 

and pleasant. There was also a consensus that the VR shopping experience must be simple and 

uncomplicated with customization and user-friendliness to its users at focus in order to meet the 

larger market. This probably would happen, as Farah et al (2019) and Luna-Nevarez and 

McGovern (2021) mentioned, that retail businesses are adopting VR technology in their way of 

doing business in order to please and serve the customers with the same expectation as physical 

interaction. 
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The theme “The influence of others” was an interesting one, since during the interviews it 

showed that the majority of participants would be affected by others in their choice of using VR 

or if there was an opportunity to try one. There were a few who said they would be unaffected by 

others in their choice of acquiring a VR headset. An interesting point was that for some the 

review by others were important which gives the impression that companies should be pleasing 

the majority of customers since other potential customers might be dependent on that. Also that 

every participant mentioned that they would try out a VR if the opportunity presents itself for 

them, by friends, family, or businesses. 

 

An interesting notion regarding the theme “The impact of Sustainability”, where that all female 

participants were primary supporters of sustainability, whereas a lot of their male counterparts 

lifted technology or costs as the significant factors for their decisions. This shows a hint that 

females are more concerned about the sustainability impact of a product or service, while the 

male were more concerned about the cost and technology. This is an interesting matter regarding 

prioritization based on gender, that one could look into. 

 

Within the theme “Thoughts & Beliefs of existing systems” there we those who believed 

“Believer” that the technology exists and there were those who thought it was nonexistent 

“Sceptic” even among those who had tested VR and those who had not tested. It was an even 

thought between those “Believer” and “Sceptic” among all participants. The important notion 

was that there was a belief of VR fashion shopping coming into existence, some thought it would 

be possible now or in 10 years and beyond, but none perceived it to not happen in the future. 

They all saw it as an alternative way of shopping in the future, it was just a matter of time. 

 

Regarding the themes of Accessibility and Convenience. Within the Accessibility theme, a very 

interesting aspect of VR came to question when some of the participants started talking about the 

accessibility for those with disabilities and difficulties getting out. As this could be seen as a 

major positive for those who have wished to try on clothes in a store without being able to dress 

try clothes on themselves without assistance. It was a very inclusive aspect for those who do not 

have the possibility or are having difficulties accessing a physical store, in which VR fashion 

shopping would not limit where you are and still offer a shopping experience. Within the theme 

of Convenience, there were also interesting aspects such as an opportunity for those socially 

inept or those who want social distance when they go shopping as well as the convenience of not 

having to drive or go out. Also that the potential of convenience for the customer attracted the 

participants the most. 

 

The participants discussed what can potentially stop the realization of VR fashion shopping and 

it was all the three themes of “Technology”, “Cost” and “Normalization” 
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within the dimension of Barrier. Many believed that the technology must reach the requirements, 

needs, and expectations of potential customers, and with it, the costs that come with the 

developed technology would have to come down and be affordable for the normal individual. 

The challenge is as Park et al. (2018) mentioned the investment cost to develop this technology. 

With it as well as the normalization of VR must come and reach throughout society. Along this 

many participants brought up the need for businesses or stores to use it firstly in the stores as a 

supplement to the existing shopping experience. In order to normalize and educate the potential 

consumers with a guiding hand, which would fit what the participants mentioned about guiding 

or assistance for people unfamiliar with VR. The suggestion for more stores to implement VR in 

their physical stores is a good first step in implementation in order to normalize the existence of 

VR to all customers and bring it out to society to let people interact and test it out, while being 

guided by businesses and enabled to ask for help by experts. As Boardman et al. (2020) 

mentioned that the boundaries of VR technology have yet to be fully understood, and used in the 

development and implementation of VR as industries are steadily adopting. 

 

Lastly regarding the theme of Adaptability as most of the participants mentioned that the younger 

generation would adapt better and the more technologically interested individuals. This was 

something one may expect by the norm and beliefs of today’s society, that the younger 

generation is more adaptable to newer technological advancement while the older generation 

would be against it. But among the participants, there were those who were between the ages of 

40-60 years who were positive towards the technological advancement and had adapted and tried 

the VR and looked forward. It was clear that interest and openness towards technology was a 

factor behind it. The interest behind younger generations should be of interest to companies as 

Diddi et al. (2019, p.207) stated: “In an emerging young consumers’ market, who are 

increasingly pro-environmental and socially conscious individuals, companies should direct 

their marketing strategies to consumers’ whose value priorities fit the product”. Also Ciasullo et 

al. (2017) mentioned a 20% willingness to spend in order to acquire a product from a sustainable 

fashion brand. 

6.2 Conclusions 

The conclusions of the study and answer the research questions and research problem. 

6.2.1 Conclusions: Research Question 1 

➔ RQ1: How do consumers perceive the use of VR for shopping fashion items?  

The vast majority of the participants of the study perceived the use of VR for shopping for 

fashion items as a positive and something they would be willing to use in order for a more 

efficient, convenient, and accessible way of shopping. They were open to the thought of it and 
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intrigued to see what the future holds. The perception is that the VR fashion shopping will be 

offering a new and hopefully enhanced shopping experience for the customer which the physical 

stores can not match.  

The perception that all the participants had in the study was that VR fashion shopping is 

something that will become an alternative way of shopping in the future. It is just that there was 

a division between the beliefs of if we had the current technology and how far until it becomes a 

reality. The barriers to this becoming the future are as the research found the three themes of 

technology, cost, and normalization. To achieve normalization businesses and industries must 

take the first step towards normalizing the use of VR in society by implementing and showing it 

in local stores. As an alternative way of shopping and also guide those who are having trouble 

with it in order to bring VR as a daily tool in people's daily lives. But the question regarding this 

is who is willing to take the first step and take the risk investing in it. 

6.2.2 Conclusions: Research Question 2 

➔ RQ2: How does environmental sustainability factor into consumers' opinion of the use of 

VR for fashion shopping? 

The environmental sustainability factor was not as impactful as one first believed when the study 

was conducted instead the importance of using it for accessibility and convenience was the major 

attracting factor for people to want to use it. Though sustainability was not the major tipping 

point for people's choice of using VR. All the females in the study showed that they took into 

consideration the environmental aspect in their decision of wanting to use VR instead of physical 

stores. Whereas more than half the male counterparts were more of cost and the technological 

offering a VR headset would offer them. One could state that for females the sustainability 

aspect is of considerable importance while males were less affected by it. But in general, all 

participants were in favor of a more sustainable way of shopping as a positive. 

6.2.3 Conclusions: Research Problem 

 

➢ RP: What are consumers’ perceptions of using VR for personal fashion shopping and 

how do they perceive its sustainability aspect? 

 

The summary of it all and to answer the research problem of the study is that there is a great 

acceptance and interest in VR fashion shopping among all participants. They are all expecting it 

to become a reality in the future and that it will become an alternative way of shopping in 

society. There are obstacles (cost, technology, normalization) for the VR fashion industry that 

the respondents mentioned, but nothing that they think will not be overcome, it is just a matter of 
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time. The first step of normalizing VR in society is expected to be for businesses or industries to 

implement it in their physical stores in order to normalize and showcase the VR option to their 

existing customers. Regarding the perception of the sustainability aspect that VR fashion 

shopping brings is that is something the participants are embracing and approving towards. But it 

is not in their primary interest as cost and technological advancements and experiences are of 

primary importance for them. But it should be mentioned that for the female counterparts, the 

sustainability aspect has an importance in their choice and thoughts of using and acquiring VR.  

6.3 Limitations 

The study has resulted in multiple interesting findings and what is to be considered valuable 

contributions to the data of knowledge. Though this research has had limitations that should be 

considered. Firstly the study has been conducted by me as the only researcher which is a 

considerable limitation to discussion and thought throughout the work, as well as a single 

resource for the study. Though the supervisor and students' comments and feedback have been of 

great importance to try and mitigate this. The study was also restricted to 12 respondents because 

of time, in order to feasibly transcribe and go through the data in time single handily. Thus this 

would mean that with more researchers on the study perhaps new findings could be found, and 

discussion or conclusions been had. By having 12 respondents the data should be sufficient 

enough to have good data collection. Also conducting the study alone makes it easy to be biased 

in one's own study, but it has been trying to mitigate this by having feedback from supervisors 

and fellow research students during the course. This also brings forth that the thematic analysis 

could have developed in a different way if more researchers were conducting it together. Also 

since one researcher the interviews and the transcribing can also be affecting the results as if it 

had been two or more doing it. Thus might I as the lone researcher had feelings affecting me 

during the interviews which might have affected the results. Mitigation for all this has been taken 

into consideration while conducting the study, in order to avoid the risks while writing the study, 

collecting the data, and presenting the results.  

 

It shall also be taken into consideration that the size of participants was of 12 and they were 

almost all heavily connected to gaming communities and were located within the continent of 

Europe and the assumption of having financial backing over the age of 18. Thus may the 

generalization of the results differ depending on other countries outside of the continent. The 

respondents were three females and nine males so the opinions and thoughts might be a snapshot 

representation of what people are thinking at a specific point in time in the year 2023. Also, the 

sustainability aspect with the connection to the fashion industry may be different from other 

industries and people act differently. Therefore more research must be done in order to get more 

data to verify. 
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6.4 Implications 

The results of this study will provide and contribute to knowledge regarding VR Marketing 

within the fashion industry as it has provided new data regarding what consumers' perceptions of 

using VR for personal fashion shopping is and how they perceive its sustainability aspect. It will 

also provide how environmental sustainability factors affect consumers' opinions of using VR for 

fashion shopping and how consumers perceive the use of VR for shopping for fashion items. The 

results of this study could be of use to the fashion industry as well as other industries as the 

sustainability benefits of VR can be applied to other businesses than the fashion industry. Also, 

the way how the study has been structured and conducted can be applied to other research in 

order to potentially make a thematic analysis of other research areas. The study is of importance 

since VR is an ever-growing technology in which various industries are adopting it into their 

businesses with customers in order to enhance the experience and the results of the study can 

give a foundation or beginning to further research (Boardman et al., 2020).  

6.5 Future Research 

The application of VR technology is currently growing, researched, and tested upon regarding 

immersion and customer experience through various industries. This study's approach to 

sustainability and its findings, as presented in the results, discussion, and conclusions, can serve 

as a basis for future research on sustainability as it concerns the use of VR technology in 

marketing or its integration in the business decision-making process. Though this study showed 

that technology and cost were considerable deciding factors for the males and that sustainability 

was more unanimous among the female respondents there was still showing evidence that it was 

considered by the male counterparts. Barriers such as technology and cost were in theory but the 

subject of normalization was something not seen before as well as VR for people with 

disabilities or other difficulties with getting out and about in the world that was brought up could 

be expanded upon.  

 

A suggestion would be to duplicate the study but with a greater amount of respondents as well as 

conduct it with more researchers and make a comparison of the results. 

Future research would be to conduct wider research regarding VR fashion shopping since there 

was an apparent indication that it was accepted by all and something people would choose to use 

if the technology and opportunity was existing. Also further research regarding the sustainability 

aspect of VR and the opportunity to use VR for those with difficulties accessing physical stores, 

but wish to shop self-dependently. 
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Appendix 

Appendix 1- Interview Information 

 

Hello, my name is Benjamin Aidanpää and welcome to my research interview for my master 

thesis within the course “Examensarbete i industriell ekonomi, industriell marknadsföring, 

civilingenjör” (M7037N) at LTU (Luleå University of Technology). 

The purpose of the research/investigation is to further contribute to the data of knowledge about 

VR Marketing within the fashion industry, its possibilities, the potential barriers, awareness of it, 

sustainability, and its benefits. 

 

If you are interested and agree to participate in the interview, you should know that the interview 

will be recorded in order to be able to corroborate and refer/quote correctly during the project 

work. You also have the right to interrupt whenever you wish during the interview. All 

information regarding your participation in the survey will be given the greatest possible 

confidentiality and the data will be stored so that no unauthorised person can access the data. 

You will be given maximum anonymity so that you cannot be singled out and all the data from 

the interviews will later be deleted after the study and the course are concluded. I remind you 

again that all data will only be used for research purposes. Minimum age for participation is 18 

years, age and gender identity will be asked during interview. 

 

  



 

 

  

II 

Appendix 2 - Title: English Interview Questions on VR for Clothing Shopping and Environmental 

Sustainability Perceptions  

 

Interview questions 1-13 

1. Please provide your age range and gender identity. 

2. Have you ever used a VR headset? If yes, can you share your thoughts on the potential and 

effectiveness of VR for future fashion shopping experiences? 

If not, what are your thoughts on the potential and effectiveness of VR for future fashion shopping 

experiences? 

3. What prompted you to try or use a VR headset in the past? Were there specific experiences or 

applications you were interested in? 

If not used, what would make you to try or use a VR headset? Would there be any specific experiences or 

applications you would be interested in? 

4. What role, if any, did friends, family, or others play in influencing your decision to try or use VR 

technology? 

What role would friends, family, or others play in influencing your decision to try or use VR technology? 

5. How do you feel about the use of emerging technology, such as VR, to create virtual fashion stores? 

6. In your opinion, do we currently possess the necessary technology and resources to effectively 

implement VR-based fashion shopping systems? 

7. How would sustainability factors, including the reduction of physical stores, minimizing pre-

produced clothing, decreasing transportation needs, and stocking fewer physical items, influence your 

interest, engagement, and social attitudes towards VR-based fashion shopping? 

(Ask each of interest, engagement, and social attitudes) 

8.  a) How does the aspects of convenience offered by VR fashion shopping change your expectations of 

using the technology? 

8. b) How does the aspects of accessibility offered by VR fashion shopping change your expectations of 

using the technology? 

8. c) How does the aspects of environmental sustainability offered by VR fashion shopping change your 

expectations of using the technology? 



 

 

  

III 

9. What are your expectations concerning the adoption of VR shopping by your friends, family, or 

acquaintances? 

10. In your opinion, what kind of support or guidance might an individual need to effectively navigate 

and use a virtual shopping platform? 

11. Based on your experiences and perceptions, do you see yourself using VR for fashion shopping in the 

foreseeable future? If so, why 

12. What barriers do you see for the future of VR fashion shopping 

13. That's all for me, do you have anything you feel I should have covered or would like to add regarding 

VR fashion shopping? 

Appendix 3 - Title: Swedish Interview Questions on VR for Clothing Shopping and 

Environmental Sustainability Perceptions  

Intervjufrågor 1-13 

1. Ange din åldersgrupp och könsidentitet. 

2. Har du någonsin använt ett VR-headset? Om ja, kan du dela med dig av dina tankar om potentialen och 

effektiviteten hos VR för framtida modeköpupplevelser? 

Om inte, vad är dina tankar om potentialen och effektiviteten hos VR för framtida modeköpupplevelser? 

3. Vad fick dig att prova eller använda ett VR-headset tidigare? Fanns det specifika erfarenheter eller 

applikationer du var intresserad av? 

om inte provat, vad skulle få dig att prova eller använda ett VR-headset? Skulle det finnas några specifika 

erfarenheter eller applikationer du skulle vara intresserad av? 

4. Vilken roll, om någon, spelade vänner, familj eller andra för att påverka ditt beslut att prova eller 

använda VR-teknik? 

Vilken roll skulle vänner, familj eller andra spela för att påverka ditt beslut att prova eller använda VR-

teknik? 

5. Vad tycker du om användningen av framväxande teknologi, som VR, för att skapa virtuella 

modebutiker? 

6. Enligt din åsikt, besitter vi för närvarande den nödvändiga tekniken och resurserna för att effektivt 

implementera VR-baserade modeinköpssystem? 



 

 

  

IV 

7. Hur skulle hållbarhetsfaktorer, inklusive minskningen av fysiska butiker, minimera 

färdigproducerade kläder, minskade transportbehov och lagerhålla färre fysiska föremål, påverka ditt 

intresse, engagemang och sociala attityder till VR-baserad modeshopping? (Fråga var och en om 

intresse, engagemang och sociala attityder) 

8. a) Hur förändrar de bekvämlighetsaspekter som erbjuds av VR modeshopping dina förväntningar på att 

använda tekniken? 

8. b) Hur förändrar de tillgänglighetsaspekter som erbjuds av VR modeshopping dina förväntningar på att 

använda tekniken? 

8. c) Hur förändrar aspekterna av miljömässig hållbarhet som erbjuds av VR modeshopping dina 

förväntningar på att använda tekniken? 

9. Vilka förväntningar har du på antagandet av VR-shopping av dina vänner, familj eller bekanta? 

10. Vilken typ av stöd eller vägledning kan en individ behöva för att effektivt navigera och använda en 

virtuell shoppingplattform? 

11. Baserat på dina erfarenheter och uppfattningar, ser du dig själv använda VR för modeshopping inom 

överskådlig framtid? Om så är fallet, varför 

12. Vilka hinder ser du för framtiden för VR-modeshopping  

13. Det var allt för mig, har du något du känner att jag borde ha täckt eller vill tillägga angående VR-

modeshopping? 

 

 

 

 


