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Abstract: The choice of furniture in a retail store is usually based on a product catalog and simplistic
product renderings with different configurations. We present a preliminary field study that tests
a Multi-Sensory In-Store Virtual Reality Customer Journey (MSISVRC]) through a virtual catalog
and a product configurator to support furnishings sales. The system allows customers to stay
immersed in the virtual environment (VE) while the sales expert changes the colors, textures, and
finishes of the furniture, also exploring different VEs. In addition, customers can experience realistic
tactile feedback with in-store samples of furniture they can test. The journey is implemented for a
furniture manufacturer and tested in a flagship store. Fifty real customers show positive feedback in
terms of general satisfaction, perceived realism, and acceptance. This method can increase purchase
confidence, reduce entrepreneurial costs, and leverage in-store versus online shopping.

Keywords: virtual reality; customer journey; retailing; multisensory; in-store; furniture; industrial design

1. Introduction

The retail industry is experiencing radical changes concerning products, customers,
and sales channels. The first aspect is product evolution [1]. The development in engi-
neering and processes allows for a higher level of features and mass customization of
configurations, materials, and finishes. Therefore, the customer’s choice is much more diffi-
cult today than in the past, providing less confidence in the purchase. On the retail side, the
product variety leads to the impossibility of having the full catalog in the local warehouse.

Moreover, customers are changing. Digital connection makes them more informed
about the product and allows them to seek products tailored to their needs by playing
an active role in purchasing. However, most of them have difficulty imagining the final
product (i.e., ergonomics, aesthetics, etc.) [2] and whether the product fits in the space (i.e.,
spatial visualization). In addition, the decision-making process is complex and constrained:
budget, available space, aesthetics, ergonomics, time investment, environmental impact,
and lifestyle [3]. Customers demand a novel [2,4], multisensory [5], entertaining [6], and
social [7] experience. Thus, the shopping experience becomes fundamental as a sensory and
emotional process of discovering products and providing confidence in the purchase [2].

Customer journey (CJ) is defined as the study of customers’ interactions with a service
provider to achieve a specific objective, consisting of several touchpoints [8]. CJ has
become an increasingly important concept for predicting and triggering complex customer
behaviors and getting insights into their experiences. The term has been used in several
disciplines since the 1990s, and its literature has grown more than sevenfold over the last
eight years [9].

The last aspect is related to the recent growth of digital sales channels, such as e-
commerce and others offered by digital opportunities [10,11]. Although physical stores
can provide a more engaging experience than online stores, they are facing a deep crisis
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in delivering added value compared to their costs: real estate, management, personnel,
and warehouses [12].

We present a novel approach to in-store retailing by leveraging virtual reality (VR)
technology. VR is well-integrated into the customer journey and allows multisensory
feedback by combining virtual stimuli such as audio and video with the sense of touch
provided by samples of real objects. Our approach, called Multi-Sensory In-Store Virtual
Reality Customer Journey (MSISVRC]) (see Figure 1), aims to make the in-store experience
competitive compared to other channels in engaging customers, supporting them in the
right decisions, and strengthening customer-brand relationships [13,14].

Figure 1. Our novel Multi-Sensory in-Store Virtual Reality Customer Journey: starting from a safer
seated position, once confident, the customer can stand up and explore the product configuration.

2. Background

The first VR experience within the retail field occurred in 1993, with the simulation of
the shopping environment [15]. The main purpose was to provide a shopping environment
and experience as close as possible to the real circumstance. Later, immersive aspects of
VR and interactivity were investigated [16]. Other researchers explore how the virtual
store affects customer behavior compared to the traditional store [17]. The latest research
is related to the impact of VR on customer satisfaction, enjoyment, engagement, and
acceptance in relation.

Fox et al. (2009) [18] argued that VR has a utilitarian component in fulfilling the needs
and expectations of some consumers. Later on, Farah et al. (2019) [19] consider that VR
adopted by retailers also has an impact on improving the overall consumer experience by
focusing more on the human senses. Indeed, as discussed in the literature, VR is a medium
“to meet the needs of users’ sensorimotor channels” [20]. By adopting this technology, users
will feel immersed in a virtual world, exploiting the various senses such as touch, sight,
and smell [21].

Van Kerrebroeck et al. (2017) examine the potential of a relaxing in-store VR experience
in a shopping mall to address the issue of crowding during shopping. The research allows
retailers that at times suffer from high perceived crowding to provide a VR experience to
shoppers as a remediating option to alleviate the negative effects of crowding on consumers
and consequently diminish the negative consequences for the retailers [22].

Zenner et al. (2020) present a VR-based application to support consultations in furni-
ture stores [23]. The system allows customers to work out different configurations of a sofa
with a sales expert and allows customers to experience them through immersive VR in a
variety of VEs. While the sales expert can change the sofa layout and fabric, the customer
can stay immersed and experience a real tactile feel of the configured sofa through passive
haptic feedback provided by a sample piece that the customer can sit on.
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The metrics measured are subjective, such as the time of the experience (estimated
by the users themselves), users’ behavior and attitude toward new technologies, and the
immersiveness and usefulness of the system. A preliminary field study in a furniture
store shows that the system is immersive, conveying realistic impressions of the sofa
configurations. In addition, customers perceive the VR configurator as useful as it would
make their purchasing decisions easier.

Recently, Virtual Reality Customer Journey (VRCJ) has been conceptualized as the
use by businesses of interactive computer-mediated environments. VRC] can offer sensory
feedback to engage consumers, strengthen consumer-brand relationships, and drive con-
sumers’ desired behaviors at any stage journey [13]. The VRC] framework suggests that
sensory feedback affects all VR engagement dimensions. However, a broad, systematic
understanding of VR’s drivers and effects through the CJ remains poor [13].

These aspects motivate our research to gain further insights into the user behavior related
to anovel journey (i.e., MSISVRC]J) as an in-store implementation of a multisensory experience.

3. Methods

The journey is designed to guide the shopping experience in collaboration with our
industrial partners. The MSISVRC] involves the following actors:

e  Customer—MSISVRC] accompanies customers through each touchpoint in a natural
way to meet their needs and expectations.

e  Sales Assistants—They are trained about the MSISVRC] usage and objectives, and they
introduce the VR experience according to their preferences and the specific situation.

e  Technical Helpers—They support the MSISVRC] hardware and software (e. g. help
with wearing and set up of the head-mounted display, safety issues, etc.). They are
as least intrusive as possible; in the long-term, their role can also be taken by the
sales assistants.

MSISVRC] requires a dedicated area in the shop (see Figure 1), 3 x 3 m, not a pas-
sageway, and quiet, as users can feel uncomfortable to be blinded and observed while in
VR [24,25]. The experimental setup, including room size and location, was adapted to the
flagship store where the experiment was conducted and agreed upon with the industrial
partner. In addition, the space should offer comfortable seats (e.g., chairs or sofas) on
the perimeter, as the seated position is safer and more accepted by first-time VR users
(see Figure 2).

The central area must be free of obstacles (e.g., tables, hard chairs, cables, etc.) to avoid
collisions and tripping hazards during standing sessions. A graphics PC runs dedicated
VR software and drives the head-mounted display (HMD). The graphics PC is connected to
the sales assistant’s tablet via a wireless network. The tablet supports the customer during
the setup process before and after the VR session. The objective is to hide the technology
and keep the experience similar to traditional shopping.

Another key feature of MSISVRC], compared to the other methods in the literature, is
the multisensory feedback. This feature aims to compensate for the lack of touch in low-cost
VR experiences, and it is achieved by simply presenting material samples as non-virtual
haptic support. In the composite continuum [26], visual virtuality—haptic reality (vV-hR)
refers to conventional visual virtual environments (VEs) with real touch. In this journey,
vV-hR is achieved by using a tangible material sample to interact with virtual objects
configured according to customer material choices.

The introduction of these real-world sensory elements can vary depending on the
specific product. For example, a car configurator can use a real seat to show ergonomics
and a piece of leather from a sample book under the hand to experience the material. At
the same time, the user can see the multiple color combinations in the VE. The timing
of these tangible experiences can also be adjusted to be included or not included in the
VR experience. This approach requires optimal in-store sample design to provide an
extensive catalog.
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Figure 2. An example of layout (3 x 3 m) for the dedicated store area to the MSISVRC].

The Touchpoints

MSISVR(] is a step-by-step process consisting of four touchpoints (see Figure 3)—
with holistic involvement of store management and staff in terms of tools, motivation, and
training. Customers enter the store (Touchpoint 1). Soderlund (2017) reported that when
customers find a shop assistant present (vs. absent) in the store, they report significantly
higher levels of customer satisfaction, with their increased levels of pleasurable feelings
mediating this effect [27]. The sales assistant proposes that customers explore the current
catalog in VR. Giving their full agreement, customers wear the HMD and start familiarizing
themselves with the MSISVRC]’s premade scenes called “moods” (Touchpoint 2). In order
to be more comfortable with the interface, customers start in a sitting position, and later, if
they feel confident, they can stand up and walk in the dedicated area to change their point
of view (PoV).

A Multi-Sensory In-Store Virtual Reality Customer Journey (MSISVRCJ)

touchpoints , actors
assistants customer
1 Customer enters in the physical store and the sales n
assistant proposes the journey »
- ) . Xe  m o
2 Customer familiarizes with the VR-interface and . @
discovers the products " ‘. n
\ -
. . | Xe y.) k-4
3 Sales assistant configures the product for the w -
customer who experiences the multi-sensory journey n ‘. WI n

Customers are more confident about the purchase

4 choice 'ﬁl &

Figure 3. The Multi-Sensory In-Store Virtual Reality Customer Journey touchpoints and the actors
involved.
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The virtual scenes include products that are shown emotionally and effectively using
traditional multimedia (e.g., color schemes, product arrangements, and combinations)
and virtual multimedia (e.g., 3D animations and sounds). Customers start familiarizing
themselves with the MSISVRC]’s ability to change their PoV by asking the sales assistant.
Typically, at this point, most customers ask to see the product they have in mind or like
best. This process triggers Touchpoint 3, where the customer can be active and configure
the virtual space. The sales assistant software configurator includes the following features
(see Figure 4a) used to fulfill customer’s suggestions on the tablet:

e  Projects—This feature loads and saves scenes from the virtual catalog, including the
preset ones (i.e., the “moods”) and those created by customers.

e  Scene\Product Navigation—This feature allows users to rotate, move, and scale the
3D models, including the entire scene.
Product\Material Selection—This feature loads products, materials, and finishes.
Teleport—This feature allows the quick rapid movement of the virtual camera/customer
in the scene to avoid walking.
Walls\ Ceiling Turn-On/Off—This feature disables occlusion elements.
Scale the Scene—This feature enlarges\reduces the virtual scene to have an overview
or focus on details (e.g., stitch of a virtual sofa).
Reset the Scene—This feature erases customer changes and loads the default settings.
Camera Switch—This feature moves the customer PoV to different preset positions in
the scene (e.g., sitting on the sofa) for quick navigation.

e  Scene Transfer—This feature transfers the scene on the HMD.

(b)

Figure 4. (a) The sales assistant interface with its features; (b) what the customer sees, including a

realistic product rendering inserted in an evocative background.

The software was designed to avoid any technical interaction from the customer
side to overcome digital shame [28]. The sales assistant customizes furniture through the
customer’s verbal instructions, and the customer only sees the result.

4. Field Study: Flagship Furniture Store

We chose a furniture flagship store as furniture is a high-value industry ($247,836 mil-
lion in 2021) growing at 2.17% annually [29]. Furniture is also an expensive and long-term
purchase [3], needing high configuration and attention to materials, space constraints,
textures, and surface touch [2]. Therefore, we conducted the field study in collaboration
with a leading furniture design manufacturer, which operates worldwide and provides an
extensive catalog of furniture products with the emblem “Made in Italy”. The manufacturer
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allowed each product the possibility to configure its size, a palette of materials (>500), and
options such as recliners, automatic headrests, and even embedded speakers.

The manufacturer was very involved in the development and validation of the
MSISVRC] within the field study, but it imposed some conditions:

e  Customer behavior investigation could not interfere with the sales process. In-store
researchers could discreetly observe user behavior and interview customers with only
a few concise questions.

e  Customers should have been aware of and agreed to the experiment conditions (e.g.,
data collection, photos, feedback) for scientific purposes only.

e  Sales assistants could decide whether to propose the MSISVRC] to the customer based
on the situation (e. g., lack of time).

These constraints excluded some well-accepted questionnaires used in the literature.
Thus, we chose a qualitative analysis through user observation and a survey [30].

The field study objective aimed to evaluate in a real store scenario with real customers
the following questions: “Do customers appreciate MSISVRC]?”; “Are virtual scenes
realistic?”, “Is MSISVRC] perceived as useful and helpful?”.

4.1. Procedure

After giving their agreement, customers wore the HMD and started the MSISVRC]
by exploring the virtual catalog with preset “moods” (i.e., scenarios). Customers could
customize the mood and ask for specific models, materials, colors, and finishes. Compared
to the traditional journey, we introduced the figure of the shadowing researcher as a casual
observer who discreetly took notes on user behavior and formally surveyed customers at
the end of the experience [31].

The implementation of the VR system in the furniture store took place in a dedicated
area (i.e., an area surrounded by sofas to avoid collisions with customers). The tangible
aspect of MSISVRC]J consisted of a smart selection of sofas in the VR area and a book of
material samples. The sofas provided different types of seat toughness, so the user could
find the best feeling on the real sofa, seeing their preferred materials in VR, and a material
samples book for textures and finishes (see Figure 5).

Figure 5. During the proposed VR journey, customers can experience the textures of the materials
using real samples, and the ergonomics by sitting on a real sofa with similar specifications to the
virtual one.

Once customers had chosen the model, materials, colors, and finishes, they could
remove the HMD and eventually complete the purchase. Whatever the sales outcome, the
researcher administered the survey to the customer.
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4.2. Materials

The field study was carried out in a flagship store located in London. The flagship
store is increasingly popular in major cities to build brand identity, present the latest trends,
and showcase product collections [4]. In order to ensure an immersive and safe virtual
experience, the in-store dedicated area was carefully chosen in a corner of the ground floor.

The HMD used for the experiment was the Samsung Odyssey. We decided not to
provide users with the two wireless controllers since they were not supposed to interact
directly with the virtual elements, as the shop assistant was in charge of configuring
the elements of the VE according to the user’s requests. In addition, users had to keep
their hands free to touch the real material samples while immersed in the VE, in order to
experience realistic tactile feedback.

The PoV change was the only activity allowed to the user by naturally moving the
head. The graphics PC was a mobile workstation with an Intel Core i7-7700HQ processor,
16 GB RAM, and an NVIDIA GeForce GTX 1070.

The company implemented several “moods” as VEs. Qualified 3D artists provided
realistic scenarios, including countryside models, by capturing the feelings through sound
effects and animations (e.g., the wind blowing the vegetation and sky). The experience
also included some aroma emitters [32] of the local fragrances to convey the emotion of
“being there”. The sofa collection was reproduced in every detail, such as the stitching, the
cushion wrinkling, and even the recliner animations.

4.3. Participants

Customers entered the store during two experiment sessions: from 10 April 2019 to
11 April 2019 and from 9 May 2019 to 10 May 2019. They had to accept privacy conditions
before starting.

4.4, Metrics

The researchers observed the customers, and they reported the data collected from the
following indicators on the rendering PC:

o Time Duration—VR time duration from when customers wore the HMD until they
ended the session or removed the HMD.

e Level of familiarity with VR—Users were informally asked to rate their level of
familiarity with VR on a scale of 1 to 7.
User Behavior—The main actions (e.g., try to touch, change the PoV, passively look).
User Targets—The objects that captured user attention or interaction (e.g., furniture
details, an overview of the virtual catalog).

The survey questions (see Appendix A)—only four allowed by the furniture
manufacturer—were designed to evaluate customer experience [33], measured on a 7-point
Likert Scale. Only the third question was followed by an open-ended question to better
understand the user motivations.

The questions were the following:

1.  How do customers rate the MSISVRC]J?—to evaluate general satisfaction.

2. How do customers perceive the realism of the virtual scenes?—for the cognitive and
sensory evaluation.

3. Does MSISVRC] help customers with shopping? Why?—for the affective evaluation
(see Appendix B).

5. Results

Sixty-five customers entered the shop during the session days, but only 7 = 50 (32 males
and 18 females, with an age distribution n= 18, 18-30; n = 22, 30-45; n = 10, 45-70) accepted
to take part in the experiment. The time duration in the VE was generally below 10 min
(average 7.03 min &+ 1.63 min).
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Participants had little or any experience with VR. A total of 30 participants had never
experienced VR experiences while 20 participants had previous experience with VR. To
assess the level of familiarity with VR, users answered the following question on a 7-
point Likert scale from 1 (=not very familiar) to 7 (=very familiar), “What is your level of
familiarity with VR?”. Results indicated that the familiarity level was not very high (av. Sc.
3.45; 02 = 0.94).

We observed that all participants changed their position from sitting to standing while
immersed in the VE. Moreover, changing PoV (see Figure 6) was the most prevalent user
behavior (82%, n = 41). This result may have implications related to the immersiveness of
the scene. Indeed, using the HMD allows users to be completely immersed in the VE and
discover the furniture collection in a completely different way than browsing it through
traditional printed furniture catalogs.

User Behavior during the Multi-Sensory In-Store Virtual Reality
Customer Journey (MSISVRCJ)

Qther behaviors | 0
2]
[}
s PoV change 41
5 Try to touch 8
e

Passively look 2

0 10 20 30 40 50
users

Figure 6. User behavior during the Multi-Sensory In-Store Virtual Reality Customer Journey.

A minor but interesting aspect is how eight participants tried to touch the virtual
objects as proof of the realism of the experience. The observation of the user targets (see
Figure 7) shows that almost all participants could have an overview of the virtual catalog
(88%, n = 44) and focus on some details of the furniture (94%, n = 47), such as hand rests,
legs, and stitching. Some customers tried to look at the bottom of the sofa to evaluate the
“quality of construction”.

User targets during the Multi-Sensory In-Store Virtual Reality
Customer Journey (MSISVRCJ)

Fumiure ol

§2]

[]

D oo of o

& virtual catalog 44

42 43 44 45 46 47 48

users

Figure 7. User targets during the Multi-Sensory In-Store Virtual Reality Customer Journey.

We observed a common surprise and excitement reaction from most of the users, as
reported by their expressions: “I feel well in here!”, “It’s crazy I can look around the sofa!”,
“Amazing, I want to touch it!”, “It’s fun!”, “Very helpful, I want to see also my home with
this technology”, “My wife is very happy, so I'm the happiest man in the world”, “When I
will buy my sofa and my furniture I want to use this technology”, “It’s a good overview of
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the product and it’s better for me to take a decision”, “Technology is amazing, I never saw
so clearly!”.

The survey shows a good level of satisfaction from the customers (av. sc. 6.12,
02 = 0.71) [33] engaged with the MSISVRC], as also seen during the observation.

The perceived realism results are very positive (av. sc. 5.98, 6> = 0.59). Moreover,
the results suggest that users were immersed in the VE. The third question led to positive
results (av. sc. 6.54, 0% = 0.73), also supported by the following reasons:

They saw products and configurations not physically available in the shop.
They observed the models arranged in a pleasant environment or in a place that
reminded them of\simulated their home.

e  They increased confidence by better visualization of spatial configurations and material
combinations.

6. Discussion

The main result of the field study about the MSISVRC] is the overall positive feedback.
However, it is interesting to notice how the average duration of the VR experience is below
our expectations, considering the variety of moods in the 3D catalog. This result can be
explained by the common request of customers to skip the moods, as they already had in
mind the exact model of their interest from other channels (advertisement, friends, etc.).
This request was supported by the software that allows jumping to the configuration and,
consequently, to the shopping activity. However, we can also argue that the relatively short
time in VR can depend on subjective aspects such as the discomfort of using an unknown
technology or being immersed in an unfamiliar world, or the isolation from physical reality
in a public place. In fact, covering the eyes with HMDs means the loss of visual knowledge
of the environment. As a consequence, the user might be uncomfortable if touched or
might be worried about personal belongings while using the HMD [25].

Another aspect is the natural and spontaneous PoV activity observed in our study and
its correlation with the environment immersion of “being there” in a real shop [34].

Interestingly, many customers were curious about the details (e.g., under the sofa) and
the joints (e.g., the stitching between the cushions) as the products are so well-modeled that
such details are present in the virtual scene. Furthermore, customers revealed how they
felt uncomfortable in the real shop to look after such details, while in VR they felt more
confident and private.

Another behavior denoting the quality of the experience is how some participants
tried to reach or touch the virtual objects as an instinct for tactile engagement [35]. This
provides positive support to the first two research questions, but it is interesting for
further investigations.

The open-ended question helped to validate the customers” acceptance, as an im-
portant parameter in VR experiences, in public settings [24]. Furthermore, it supports
the third research question about the perceived value of MSISVRC] (e.g., wider catalog,
pleasant VEs, product visualization before purchase) and the capacity to build or strengthen
consumer-brand relationships, as demonstrated in the literature [13,36,37].

7. Conclusions

We propose a customer journey that integrates immersive VR, an optimal warehouse,
material samples, and a dedicated in-store area to provide a comprehensive product catalog
with sensory and ergonomic feedback. The technology is hidden from the customer by
the sales assistant’s dedicated interface to control the scenes, the point of view, and the
customization process. The journey is implemented for a furniture design manufacturer
and tested in a flagship store with real customers. Fifty real customers experience the
shopping experience and show positive feedback in terms of general satisfaction, perceived
realism, and acceptance. MSISVRC] can provide the following advantages to the user:

e Improve the product customization and configuration process with realistic graphics
and immersive VR technology.
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e  Help to evaluate the spatiality of customer-related scenarios with the support of the
shop assistant.
Keep the in-store feeling and enhance it with a broader catalog and experiences.
Provide multisensory feedback on ergonomics, the touch of real material samples, and
scents in the real store.
Induce better confidence in customers and reduce the risks of an afterthought.
Deliver an engaging and new experience, strengthening brand awareness and driving
innovation and technology.

Furthermore, the journey has several strengths from the entrepreneurial side: reduc-
ing inventories requires smaller stores without compromising the sensory perception as
expected by shop visitors.

An important aspect that we want to report is that we encountered initial resistance
from sales assistants to adopt the novel approach alongside their well-known sales tech-
niques. This meant that, especially in the early stage, many customers entering the store
were not offered the MSISVRC].

Therefore, we want to pinpoint the importance of the involvement, motivation,
and training of the store management and staff to properly and successfully implement
the MSISVR(].

From a scientific perspective, we have encountered major limitations in the design
of the case study because of the constraint imposed by the furniture manufacturer. Nev-
ertheless, we are planning to use MSISVRC] as a framework for further research in this
growing area [13], introducing well-supported evaluation standards (i.e., system usability
scale, NASA task-load index, user experience questionnaire), and comparing the results in
other fields and store locations and dimensions (e.g., mall and shopping centers). Moreover,
the self-selected sample for the field study should be considered the main limitation, since
the consumers who volunteered for the VR experience could already be inclined to review
the technology positively.
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Appendix A

Table Al. Survey questions designed to evaluate the MSISVRC].

Survey Questions

Related Metrics

How do you rate the MSISVRC] on a scale of 1 to 7?
7-point Likert Scale; from 1 (= very bad) to 7 (= very good)

general satisfaction

How do you perceive the realism of virtual scenes on a scale of 1 to 7?
7-point Likert Scale; from 1 (= very bad) to 7 (= very good)

cognitive and sensory evaluation

Does MSISVRC] help you while shopping on a scale of 1 to 7?
7-point Likert Scale; from 1 (= strongly disagree) to 7 (= strongly agree)

affective evaluation

If yes/no, why?
open-ended question

affective evaluation
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Appendix B

Table A2. Most relevant answers to the open-ended question of the survey.

Answers to the Open-Ended Question

Positive Answers

Yes, it is useful since I have the possibility to see a model not physically present in the store.

Yes, because in this way I can see the old models I already purchased next to the ones I would like to buy.

Very nice if you need to see a specific model.

Indeed, because you can go beyond your imagination and see it clearly with this technology.

I can see products and configurations not physically available in the shop.

Yes, because I can observe the models arranged in a pleasant environment.

Indeed, since I can see this sofa in this virtual environment that reminds me of my home!

Yes, I feel more confident in purchasing the armchair because I can better visualize spatial configurations and
material combinations.

It seems to be a more immersive version of The Sims! Great!

Indeed, I felt well there!

It was crazy, I could look around the sofa! Better than a paper-based catalog.

Yes, also my wife is very happy, so I'm the happiest man in the world!

Of course, when I will buy my dining room table and chairs, I would like to use this technology again!

It was fun!

It provides a good overview of the product, and it is better for me to take a decision.

The technology is amazing, I never saw it so clearly!

Very helpful, I want to see my whole home with this technology.

Negative answers

Not so convincing. In my opinion, textures are not so well-represented, but you do a very good job!

I'liked it really a lot, but I was sad because I wanted to touch everything in the scene.

I felt a little dizzy in VR.

References

1. Pantano, E. Innovation Drivers in Retail Industry. Int. J. Inf. Manag. 2014, 34, 344-350. [CrossRef]

2. Oh, H.; Yoon, S.Y.; Shyu, C.R. How Can Virtual Reality Reshape Furniture Retailing? Cloth. Text. Res. ]. 2008, 26, 143-163. [CrossRef]

3.  Oh, H,; Yoon, S.; Hawley, ]. What Virtual Reality Can Offer to the Furniture Industry. J. Text. Appar. Technol. Manag. 2004, 4, 1-17.

4. Kozinets, R.V.; Sherry, ].E.; DeBerry-Spence, B.; Duhachek, A.; Nuttavuthisit, K.; Storm, D. Themed Flagship Brand Stores in the
New Millennium: Theory, Practice, Prospects. J. Retail. 2002, 78, 17-29. [CrossRef]

5. Suraj Manojkumar, S.; Vasavada, M. Sharma Influence of Sensory Branding on Consumer Buying Behavior: An Empirical
Evidence with Reference to Coffee Outlets of India. Int. ]. Manag. 2021, 12, 654-668. [CrossRef]

6. Jones, M.A. Entertaining Shopping Experiences: An Exploratory Investigation. J. Retail. Consum. Serv. 1999, 6, 129-139. [CrossRef]

7. Borges, A.; Chebat, ].C.; Babin, B.]. Does a Companion Always Enhance the Shopping Experience? |. Retail. Consum. Serv. 2010,
17,294-299. [CrossRef]

8.  Lemon, K.N.; Verhoef, P.C. Understanding Customer Experience Throughout the Customer Journey. J. Mark. 2016, 80, 69-96. [CrossRef]

9. Tueanrat, Y.; Papagiannidis, S.; Alamanos, E. Going on a Journey: A Review of the Customer Journey Literature. J. Bus. Res. 2021,
125, 336-353. [CrossRef]

10. Pantano, E.; Rese, A.; Baier, D. Enhancing the Online Decision-Making Process by Using Augmented Reality: A Two Country
Comparison of Youth Markets. . Retail. Consum. Serv. 2017, 38, 81-95. [CrossRef]

11.  Willems, K.; Smolders, A.; Brengman, M.; Luyten, K.; Schoning, J. The Path-to-Purchase Is Paved with Digital Opportunities: An
Inventory of Shopper-Oriented Retail Technologies. Technol. Forecast. Soc. Change 2017, 124, 228-242. [CrossRef]

12.  Berman, B. Flatlined: Combatting the Death of Retail Stores. Bus. Horiz. 2019, 62, 75-82. [CrossRef]

13. Hollebeek, L.D.; Clark, M.K.; Andreassen, T.W.; Sigurdsson, V.; Smith, D. Virtual Reality through the Customer Journey:

Framework and Propositions. J. Retail. Consum. Serv. 2020, 55, 102056. [CrossRef]


http://doi.org/10.1016/j.ijinfomgt.2014.03.002
http://doi.org/10.1177/0887302X08314789
http://doi.org/10.1016/S0022-4359(01)00063-X
http://doi.org/10.34218/IJM.12.3.2021.063
http://doi.org/10.1016/S0969-6989(98)00028-9
http://doi.org/10.1016/j.jretconser.2010.02.007
http://doi.org/10.1509/jm.15.0420
http://doi.org/10.1016/j.jbusres.2020.12.028
http://doi.org/10.1016/j.jretconser.2017.05.011
http://doi.org/10.1016/j.techfore.2016.10.066
http://doi.org/10.1016/j.bushor.2018.08.006
http://doi.org/10.1016/j.jretconser.2020.102056

Future Internet 2022, 14, 381 12 of 12

14.

15.
16.

17.

18.
19.

20.

21.

22.

23.

24.

25.

26.

27.
28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

van Kerrebroeck, H.; Brengman, M.; Willems, K. When Brands Come to Life: Experimental Research on the Vividness Effect of
Virtual Reality in Transformational Marketing Communications. Virtual Real. 2017, 21, 177-191. [CrossRef]

Gold, L.N. Virtual Reality Now a Research Reality. Mark. Res. 1993, 5, 50-51.

Slater, M.; Wilbur, S. A Framework for Immersive Virtual Environments (FIVE): Speculations on the Role of Presence in Virtual
Environments. Presence Teleoperators Virtual Environ. 1997, 6, 603-616. [CrossRef]

Vrechopoulos, A.P. Virtual Store Layout: An Experimental Comparison in the Context of Grocery Retail. ]. Retail. 2004, 80,
13-22. [CrossRef]

Fox, J.; Arena, D.; Bailenson, J.N. Virtual Reality. J. Media Psychol. Theor. Methods Appl. 2009, 21, 95-113. [CrossRef]

Farah, M.F,; Ramadan, Z.B.; Harb, D.H. The Examination of Virtual Reality at the Intersection of Consumer Experience, Shopping
Journey and Physical Retailing. . Retail. Consum. Serv. 2019, 48, 136-143. [CrossRef]

Biocca, F.; Delaney, B. Immersive Virtual Reality Technology. In Communication in the Age of Virtual Reality, 1st ed.; Routledge:
London, UK, 1995. Available online: https://www.taylorfrancis.com/books/mono/10.4324 /9781410603128 /communication-
age-virtual-reality-frank-biocca-mark-levy/ (accessed on 10 November 2022).

Gutierrez, M.; Vexo, F; Thalmann, D. Stepping into Virtual Reality; Springer Science & Business Media: Dordrecht, The Netherlands, 2008.
van Kerrebroeck, H.; Brengman, M.; Willems, K. Escaping the Crowd: An Experimental Study on the Impact of a Virtual Reality
Experience in a Shopping Mall. Comput. Human Behav. 2017, 77, 437-450. [CrossRef]

Zenner, A.; Kosmalla, F; Ehrlich, J.; Hell, P.; Kahl, G.; Murlowski, C.; Speicher, M.; Daiber, F.; Heinrich, D.; Kriiger, A. A Virtual
Reality Couch Configurator Leveraging Passive Haptic Feedback. In Proceedings of the Conference on Human Factors in
Computing Systems, Honolulu, HI, USA, 25-30 April 2020.

Billinghurst, M,; Clark, A.; Lee, G. A Survey of Augmented Reality. Found. Trends Hum.-Comput. Interact. 2014, 8, 73-272. [CrossRef]
Mai, C.; Khamis, M. Public HMDs: Modeling and Understanding User Behavior around Public Head-Mounted Displays. In
Proceedings of the 7th ACM International Symposium on Pervasive Displays, Munich, Germany, 6-8 June 2018. [CrossRef]
Jeon, S.; Choi, S. Haptic Augmented Reality: Taxonomy and an Example of Stiffness Modulation. Presence Teleoperators Virtual
Environ. 2009, 18, 387-408. [CrossRef]

Soderlund, M. Employee Mere Presence and Its Impact on Customer Satisfaction. Psychol. Mark. 2016, 33, 449-464. [CrossRef]
Lavoie, R.; Main, K.; King, C.; King, D. Virtual Experience, Real Consequences: The Potential Negative Emotional Consequences
of Virtual Reality Gameplay. Virtual Real. 2020, 25, 69-81. [CrossRef]

Furniture—United States | Statista Market Forecast. Available online: https://www.statista.com/outlook/cmo/furniture /united-
states (accessed on 27 May 2021).

Diinser, A.; Grasset, R.; Billinghurst, M. A Survey of Evaluation Techniques Used in Augmented Studies; Human Interface Technology
Laboratory: Christchurch, New Zealand, 2008; pp. 1-27.

McDonald, S. Studying Actions in Context: A Qualitative Shadowing Method for Organizational Research. Qual. Res. 2005, 5,
455-473. [CrossRef]

Manghisi, V.M.; Fiorentino, M.; Gattullo, M.; Boccaccio, A.; Bevilacqua, V.; Cascella, G.L.; Dassisti, M.; Uva, A.E. Experiencing the
Sights, Smells, Sounds, and Climate of Southern Italy in VR. IEEE Comput. Graph. Appl. 2017, 37, 19-25. [CrossRef]
Kranzbiihler, A.M.; Kleijnen, M.H.P,; Morgan, R.E.; Teerling, M. The Multilevel Nature of Customer Experience Research: An
Integrative Review and Research Agenda. Int. ]. Manag. Rev. 2018, 20, 433—-456. [CrossRef]

Bartlem, E. Reshaping Spectatorship: Immersive and Distributed Aesthetics. Fibreculture J. Distrib. Aesthet. 2005. Available online:
http:/ /www.immersence.com/publications/2005/2005-EBartlem.html/ (accessed on 10 November 2022).

Biocca, E; Jin, K.; Choi, Y. Visual Touch in Virtual Environments: An Exploratory Study of Presence, Multimodal Interfaces, and
Cross-Modal Sensory Illusions. Presence Teleoperators Virtual Environ. 2001, 10, 247-265. [CrossRef]

Goh, K.-Y,; Ping, J. Engaging Consumers with Advergames: An Experimental Evaluation of Interactivity, Fit and Expectancy. J.
Assoc. Inf. Syst. 2014, 15, 2. [CrossRef]

Homburg, C.; Jozi¢, D.; Kuehnl, C. Customer Experience Management: Toward Implementing an Evolving Marketing Concept. J.
Acad. Mark. Sci. 2015, 45, 377-401. [CrossRef]


http://doi.org/10.1007/s10055-017-0306-3
http://doi.org/10.1162/pres.1997.6.6.603
http://doi.org/10.1016/j.jretai.2004.01.006
http://doi.org/10.1027/1864-1105.21.3.95
http://doi.org/10.1016/j.jretconser.2019.02.016
https://www.taylorfrancis.com/books/mono/10.4324/9781410603128/communication-age-virtual-reality-frank-biocca-mark-levy/
https://www.taylorfrancis.com/books/mono/10.4324/9781410603128/communication-age-virtual-reality-frank-biocca-mark-levy/
http://doi.org/10.1016/j.chb.2017.07.019
http://doi.org/10.1561/1100000049
http://doi.org/10.1145/3205873.3205879
http://doi.org/10.1162/pres.18.5.387
http://doi.org/10.1002/mar.20890
http://doi.org/10.1007/s10055-020-00440-y
https://www.statista.com/outlook/cmo/furniture/united-states
https://www.statista.com/outlook/cmo/furniture/united-states
http://doi.org/10.1177/1468794105056923
http://doi.org/10.1109/MCG.2017.4031064
http://doi.org/10.1111/ijmr.12140
http://www.immersence.com/publications/2005/2005-EBartlem.html/
http://doi.org/10.1162/105474601300343595
http://doi.org/10.17705/1jais.00366
http://doi.org/10.1007/s11747-015-0460-7

	Introduction 
	Background 
	Methods 
	Field Study: Flagship Furniture Store 
	Procedure 
	Materials 
	Participants 
	Metrics 

	Results 
	Discussion 
	Conclusions 
	Appendix A
	Appendix B
	References

